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How a private-brander 
built his business to 


40-million gallons 
page 109 


Today’s 10 biggest jobber problems 


Results of a special NPN survey, plus what jobbers say 
about their toughest business headaches ... page 98 


New competition looms in the Southwest 


Some independent refiners are setting up their own 
private-brand distribution 


Future cars pose this question: 


Will the frame contact lift do the job? . . . . page 177 
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Meter in loading arm keeps platform and 
ground level clear, automatically faces 
point of delivery, or may be swivelled for 
platform reading. 


a 
A| Naf! 
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Horizontal under platform meters may also be line supported. 
Counters may be extended to loading deck, or mounted for ground 


level reading. 


You can put BROP 


@ Equally accurate in vertical or horizontal 
position 


OQ May be line supported, or mounted to floor, 
wall or post 


© Measuring element may be inspected or re- 
placed without disturbing line connections 


Bropie # 


1E METERS where 


ie 


Meter in riser swings with arm so counter 
always faces point of loading. Swivel 
adaptor on countar also allows reading 
from platform if desired. 


j ry ies, mo mt, as 
“Wie Bit! i \ ime STE NIG a 
iil Se) ar 
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Under platform meter in vertical riser has counter extension for 
platform reading. 


YOU want them 


There’s complete flexibility of piping layout with BiRotor 
Meters. The rugged welded steel housing becomes an integral 
part of the line — in the riser, in the loading arm or conven- 
tional horizontal runs. Measuring element is completely 
isolated from distortional effects of piping strains which might 
affect accuracy, and fully balanced true rotary operation 
eliminates vibration problems. Along with this complete ver- 
satility, BiRotors offer proved superiority in sustained accuracy 
and low maintenance. Get full details from the Brodie Meter- 
ing Specialist — as near as your telephone. 


RALPH N. BRODIE COMPANY - = Sai Leandro, California, U.S.A. 


MT. VERNON, N. Y. DALLAS 7, TEXAS 
550 So. Columbus Ave. 167 Parkhouse St. 


REPRESENTATIVES WITH STOCKS 


1227 Circle Ave., Forest Park, il. 
AND SERVICE 


CHICAGO OFFICE: SEATTLE 9, WASH. 
221 9th Ave. N. 


FACILITIES IN Alt 


LOS ANGELES 22, CALIF. 
5401 Sheila Street 


PRINCIPAL CITIES 





BUT THEY’RE NOT UNATTENDED 


NYWHERE THEY GO, the ladies know they 
have a friend just down the road—the 
man in the service station. 


With such a friend always so ciose at hand, no 
wonder the ladies feel at ease when they’re on 
the road! 


The helpful way he has done his job has 
earned him the respect of all his customers— 
passing motorists and fellow townspeople. 


There are over 200,000 men like this ready to 
help you, and every motorist, on every 
highway and byway throughout America. 
Knowing that trained, experienced and 
friendly help is as near as the next service 
station makes motoring a carefree pleasure. 


He’s an independent businessman who plays 
an important part in American life. His skill 
and training keep a nation on the road. His 
professional way of doing business is a credit 
to the oil industry he represents. He’s a man 
you can trust to take expert care of one of 
your major investments—your automobile. 


America’s service station teams give to- 
day’s motorists the road-long reassurance 
that they never drive completely alone. 


These days, with more and more women driv- 
ing the family car . . . to the station, to school, 
to shopping centers, even on vacation . . . it’s 
the women who are doing much of the gasoline 
buying. Therefore, their opinion is a major 
factor in enhancing the prestige of America’s 
service station men, 


In this advertisement . . . the second in a 
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series .,. we tell the ladies . . . millions of them 

. - about the service station men who give 
them the road-long reassurance that they never 
drive completely alone. 


Leading national magazines in June will 
carry this advertisement, with a special inser- 
tion in McCall’s, the magazine devoted to 
women and their interests. 


ETHYL CORPORATION 
New York 17 + New York 





Immediate Positive Control of Liquids at Dispensing Point 


ALUMINUM @ BRONZE e SEMI STEEL 


liquids 
handling 
nozzles 


No. 1190 


OPW hose swivels 


PREVENT HOSE KINKS 
NO HAZARDS * NO PRODUCT LOSS 
* MAXIMUM HOSE LINE FLEXIBILITY. 


Add life to your hose . . . make it 
easier to handle . .. eliminate 


twisting, kinking and tension result- 0] PW C 1] La PO Rg ATIO w 
ing from rotary motion. Use OPW’s 

leakproof swivels with liquids dis- 2735 COLERAIN AVENUE 

pensing nozzles and on industrial 

hose installations. Turns freely at CINCINNATI 25, OHIO 

line pressure up to 125 psi. Kirby 1-5400 


STRONGEST LINK IN YOUR HOSE LINE! WON'T PULL APART. 
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Manpower is number one. You'll find the other big headaches discussed in this fact-packed 
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bers hold the key to future expansion ... page 109 
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DONALD CAMPBELL'S BLUEBIRD HOLDS 


al wie “2 } ~~ WORLD'S UNRESTRICTED WATER SPEED 
/ \\ it | S ‘C i) | S RECORD — 225.6 MPH. THIS 2/2-TON CRAFT 
: eat-amactcaes iam Miele een ah IS POWERED BY A JET UNIT THAT DEVELOPS 
4,000 LBS. THRUST. THE BLUEBIRD IS FUELED 


WITH MOBIL GAS TURBINE FUEL... 
PROTECTED WITH MOBILOIL 














WYorp's TOUGHEST UPHILL RACE — 
THE PIKE'S PEAK HILLCLIMB TWISTS AND WINDS 
14,109 FI. UP THIS FAMOUS MOUNTAIN. 
1956 WINNER, ROBERT UNSER, SETA NEW 
COURSE RECORD... REACHED THE CREST IN 
14 MIN, 27 SEC. HE CHOSE MOBILOIL 
PROTECTION FOR HIS CAR 





Ir it’s the fastest . . . if it’s the first of its kind . . . if 
it’s the largest ever built—if it needs the finest lubrication 
protection—then the chances are it’s lubricated by Mobil. 


SOCONY MOBIL OIL CO., ING.., ana Aftiiates: MAGNOLIA PETROLEUM CO., GENERAL PETROLEUM CorRP. 


NEW YORK 17, N. ¥.—150 BW. 42nd St. ¢ CHICAGO 5, ILAAINOIS—659 E. Van Buren St. + BALZIMORE 1 ee, oe North Charles St. « MILW AUER 1, 

SIN—007 South First St. ry KANSAS CITY 18, MISSOURI—025 Grand Aves. « DETROIT 82, MICHIGAN -908- Wr ‘est Grand Bivd. + ST. LOUIS 8, MISSOURI— 

4140 Lindell Bivd. * DALLAS 1, TEXAS—Magnolia Petroleum Co., Magnolia Building « LOS ANGELES 54, CALIP— Generel Petroleum Corp., 612 8, Flower &., 
1 many other conveniently located service offices to give you ‘close and fest ceoperetion 
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NPN Statt 
HARRY WADDELL 


Behind Our Headlines 


Exclusively Yours 


Bropersen .. East Coast Editor 
ANTHONY M. ASTRACHAN ...... Staff Writer A quiet revolution in product distribution is taking place in 
Ricuarp C. Scuroeper ....... .Staff Writer the South, starting in Texas. Companies that depended 
Doris Watts ................Staff Writer on unbranded distribution are going in for branded products. 


Wim A, Caperet, Jr. ... Art Director 
Asst. 





Because the development is still shaping up, most of the 
news has been whispered. For the first time now a report has 
been prepared, based on available information. 

Marvin Reid, our Southwest editor, has been picking up 
this information quietly for several weeks. Last month he de- 
cided the time had come to round up the details for this pre- 














330 W. 42 St., New York 36, N, Y. liminary report. 
Ra Phone: oemure 4008 eye It is not complete. And there will be much more news, so it 
= won't be the last report. But it is exclusive and starts on page 








i : eee 124. 


Latest on the Lifts 







me Hotcer Riworr Automotive Editor 

ie Houston—724 Prudential Bldg. Jackson 6-128 M?* readers have asked for an up-to-date report on 

-  Manvin Rew ........-.. Southwest Editor the future of automotive lifts. Interest has been sharp- 
- San Francisco—s Post St, . Douglas 27-4600 ened by conjecture over what future cars would require. This 

ck Manoanet RAtsron, Chief; Jenness Keene, ae —— academic because a multi-million dollar market 

ea pers is involved. 

oz Los Angeles — 125 West 6th Ave. Madison 6-935! Our first report came out early last year (NPN—Jan. °56, 

* Joun K. Sain, Micnart J. pli2). Since then our field reporters have been checking 

. Atlanta— 130! Rhodes-Haverty Bidg. Jackson 3-695! on new devolopments and new thinking—in Detroit where 

; inser T. Dixon, Jn. Chief; Frances the future cars are being designed, among oil Company oper- 





ations men, and among the lift-makers. 
The last word on the application of frame contact lifts and 
future cars is in a report starting on page 177. 








Another Oil Merger 


ffice romance has overcome NPN’s last bachelor, John 
Bethell, our news editor. John married Aileen Shor of 

y. : Petroleum Week, a sister publication, at the end of April, and 
Wo. J. Parkin . Advertising Sales is commuting between Cloud 17 and his desk after a honey- 
K moon in Bermuda. 








FRANK BREESE, Editor 
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Typical bulk plant at Flemington, N. J., has four Red Seal ticket-printing 
meters. High accuracy helps GLF’s 66 plants stay well within the industry- 
standard 42% overall loss factor. 


Meter-printed tickets help preserve fine relationship of trust between 
driver and patron. The 1500-gol. trucks have two 11” meters. 





GLF’s 120,000,000 Gallons a Year 
Metered TWICE through 6OO Red Seals 


For 225 tank trucks and 66 bulk plants serving 70,000 farm 
patrons in New York, New Jersey and Pennsylvania, the Petro- 
eC leum Div. of Cooperative G.L.F. Exchange, Inc., has standard- 
—> ized on Neptune Red Seal Meters. 
Re * \ _ What were the deciding factors? GLF officials studied their 
? 4 own meter records. They asked their servicemen ... the men 
who test and repair the meters. Everywhere was evidence that 
Red Seal meters stay accurate with the least fuss and bother 
. .. and the lowest overall expense. 
Founded in 1920, GLF entered the petroleum business in 
1936. All products are filtered twice and metered three times 
. . . at terminals, bulk plants and trucks. Meter-printed tickets 
keep track of every gallon. 
This is just one more case history of the savings you too can 
make with Red Seal’s sustained accuracy and low maintenance. 
Ask the Neptune jobber in your area for details. 





Three service trucks, manned by skilled meter specialists, carry 
spare parts for all of GLF’s 600 Red Seals. The parts inventory 


is amazing} il and nage. Each truck carri 
Sdael. teat oun. The cienane shataace a na 500. N E P T U | E M E T E 4 C 0 M P A N Y 
it or 19 WEST 50TH STREET © NEW YORK 20, N. Y. 


neptune 


Branch Offices: ATLANTA * BOSTON * CHICAGO © DALLAS * DENVER * NO. KANSAS CITY, MO. 
LOS ANGELES ¢ LOUISVILLE * PORTLAND, ORE. * SAN FRANCISCO (Millbrae) 
in Canada: Neptune Meters Ltd. . 1430 Lakeshore Rd. . Toronto 14, Ont. 
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11 meters at Esso Standard Oil Company’s Waltham, Mass. 
terminal are Red Seal Remote Control units, speeding load- 
ing of several trucks simultaneously. Busy meter often handles 


Low maintenance costs and good local service are the two big rea- 
sons Independent Gasoline & Oil Co., Rochester, N. Y., standardizes 
on Red Seal meters for all new purchases. Independent bought 
their first Red Seal 8 years ago, now have them on 22 tank trucks. 150,000 gallons per day. 


How others get a better measure of profit... . 


with 
showed so little wear after 17 years it was decided to keep them on 
the job...converted to Print-O-Meters. Here’s solid proof that you 
can rely on your Red Seals to hold steady as a rock between tests. p une 


Meters 


O 
& 


10 years’ personal experience with Red Seal meters . . . logging 
an excellent record for accuracy with little trouble . . . is cited 
as the reason Ferguson Oil Company has standardized 100% 
on Red Seal Print-O-Meters for tank trucks and bulk plant both. 


“Big Four” for bulk plants azd terminals are these 2”, 3”, 4’ 
and 6” Red Seals . . . sized to give you the utmost in sustained 
accuracy and economy for any rate of flow, 20 to 1000 gpm. 





B.EGood 
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rich 


This B. F. Goodrich dock hose 
makes deliveries up to 15% faster 


Fret a sturdy, long-lasting dock 
hose that saves 9 minutes out of 
every hour it takes to load or unload 
with ordinary hose. 

Unlike rough bore hose, this im- 
proved B. F. Goodrich hose is made 
with a perfectly smooth lining, so there 
is no wire at the tube surface to slow 
down delivery or cause turbulence. That 
is why it gives 12% to 15% faster delivery. 

What’s more, this B. F. Goodrich 
hose is built for strength as well as 
speed. A continuous spiral of round, 
spring steel wire is buried in a thick 


8 


layer of rubber and bonded to heavy 
plies of fabric within the hose. This 
special reinforcement increases crush 
resistance, improves burst resistance, 
prevents collapse under vacuum. And, 
of course, the lining of the hose is 
completely gasoline and oilproof. 

B. F. Goodrich calls this combina- 
tion suction and discharge hose Type 
400. In addition to handling oil and 
gasoline in dock and ship service, it 
is also recommended for use in refiner- 
ies and distributing terminals, on- 
shore and bank service, and in inland 


waterway operations. Your B.F.Good- 
rich aidtibecos can give you more 
details, or write B.F. Goodrich Industrial 
Products, Dept. M-955, Akron 18, Ohio. 


B.EGoodrich 


INDUSTRIAL PRODUCTS 
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Letters 


Why lube bays are still needed... More ideas on 
why jobbers get mad at suppliers... The pros and 
cons of underground storage 


In Defense of Lube Bays 


To THE EpITor: 

The March 1957 issue of NPN car- 
ried an Ahead of the News item en- 
titled “Broader Service Coming?” 
(page 86). It states that one major oil 
company official warned that mar- 
keters had better seek new ways to 
use service station lube bays, or plan 
to scrap them. Another suggested ex- 
tensive repairs in the bays, and a third, 
experimental stations with no bays. 

Where the Profit Is—It is well ac- 
cepted in the oil industry that the 
profit derived from the sale of gasoline 
in the average service station covers 
only the overhead. The real profit is 
totally derived from the sale of all 
other products and services, including 
lube oils, TBA, car polishing, etc. It is 
also a well accepted fact that the 
utilization of the over-all lubrication 
services offered and the facilities for 
them provide the station with the op- 
portunity of having cars in the lube 
bay for these many other services. 

It is difficult to understand how 
major oil marketers could even re- 
motely consider eliminating lube bays. 
They would be depriving the station, 
to a very substantial degree, of its sole 
incentive and reason for existence 
—profit. 

On the modern car less than six 
ounces of grease are required to serv- 
ice all the grease fittings, so the ton- 
nage involved is not of major import- 
ance to oil companies. Neither is the 
profit to the station and the lubrica- 


tion and labor involved of any great 
consequence. However, the potential 
sale and profit of all the other items 
are of maximum importance. 

If lube bays and facilities were 
omitted, certainly crank case changes 
of motor oil would dwindle to a com- 
paratively small percentage of those 
presently existent. The same would 
apply for automatic transmission and 
gear oil sales. One wonders what 
would happen to power steering, 
which requires addition of oil. Oil 
filter sales would become practically 
nonexistent because they are made 
almost entirely at the time of a 
crank case change. 

Mechanical Repairs—Replacing the 
opportunity for all such services and 
sales in a station through the addition 
of mechanical repairs is not sound. A 
service station endeavoring to enter 
this field would find it prohibitive be- 
cause of the equipment cost involved 
and the scarcity of adequately trained 
mechanics. 

Moreover, the service station prob- 
lem would be greater than that of the 
car dealer because the station’s repairs 
would have to cover all types of cars. 
The space involved would be far 
greater, and the job of selling the 
public on using service stations instead 
of specialized car dealers would pre- 
sent insurmountable obstacles. 

Importance Will Grow—We feel 
that lube bays with proper facilities 
tied in with proper display and sales 
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EVER-TITE 


-the best quality 
QUICK COUPLINGS 


You save time and 
money when you use 
Ever-Tite Couplings 
because they speed-up 
deliveries, prevent 
leakage, and save 
wear on equipment. 
Tightness is pre- 
determined in manu- 
facture by positive 
gasket compression. 
There are no sliding 
rings—no springs, 
ball bearings, snaps 
or lugs to fit. You 
just slip the coupler 
over the adapter, and 
close the handles. 


If you want to get 
the most in coupling 
value get Ever-Tite. 
The Ever-Tite Trade- 
mark is a hallmark 

of dependability 

in fittings for the 
petroleum industry— 
proved by 18 years 
of pre-eminence. Ask 
your distributor now. 


EVER-TITE COUPLING CO. INC, 
254 West 54th Street 
New York 19, N. Y. 


EVER-TITE 
Adapter and 
Coupler 





CUA 72,4: 


STEEL FORMS 


Long Lasting 
Neat Appearance 


SPIFFY Prefab Steel 
forms give that Extra 
Drive-In Attraction and 
help create the impres- 
sion of quality. 


| STEEL CURB FACING 


r — Ce 


ae 
SIDE WALK CURB FACING | 


Die-Formed Rolled Edges 


. . . Added Customer Appeal. 
Steel is easier to paint than con- 
crete—reduces maintenance. 


WHEEL BAY GUARDS 
SIGN AND LIGHT POLE BASES 


Accurately formed steel wheel 
bay guards protect both the sta- 
tion and car from damage. 
STEEL BASES for sign and 
light poles have Built-In Tem- 
plates . . . Insure accurate 
mounting of Poles. 


Send for condensed Catalog and 
Price Sheet No. 157—ask for the 
name of your nearest distributor. 





Letters 


approach on the part of the service 
station will play an increasingly im- 
portant part in the profit picture and 
adequacy of service station operation. 
Turnover of profitable car servicing 
jobs in a lube bay is the answer for 
both the oil company and the serv- 
ice station. 

R. P. FieLp 

President 

Balcrank Inc. 

Cincinnati, Ohio 


Jobber-Supplier Relations 
To THE EpiTor: 


I have read “Why Jobbers Get Mad 
at Majors and What to Do About It” 
(NPN—May, p104) and find many 
truths in it. Mr. White is doing a real 
job, and such articles are bound to 
help create a better understanding be- 
tween the supplier and the jobber. But 
there’s still a long way to go. 

The Growing Jobber—Expansion is 
a problem of great concern to us. We 
are expanding and, in doing so, are 
using some of our supplier’s financing. 
We could and would like to use more 
of their help in order to expand more 
rapidly. But we hesitate to do so be- 
cause of the problem of independence. 
So we are taking it slowly. When we 
build a service station with their fi- 
nancing, we then build one which we 
control without any ties. This, of 
course, makes it much slower, and 
some good locations get away from 
us. 

It is wonderful to have the financial 
assistance your supplier can give you, 
but it is also wonderful to hold on to 
your independence. 

Dual Operation— Another big prob- 
lem the jobber has is the possibility of 
dual operation. We, at present, are the 
only distributor of Phillips products in 
our city. But if we do not make the 
proper expansion, we could be faced 
with our supplier putting in another 
jobber or entering the territory di- 


rectly. We think we have an under- , 


standing with them that they will not 
do this; but there is always that old 
pressure you don’t like to have to live 
with. 

Dealer Margins and TBA — The 
majors should give more consideration 
to the dealer problem. I realize it is 
hard to give a dealer more margin 
and get him to keep it, but in some 
way the dealer has to have more 
margin if he’s going to survive. 

The jobber or the dealer is not 
doing anything with TBA because of 
the small margin of profit. Considéring 
the effort that has to be put into get- 
ting the dealer to do any kind of a 
selling job at all, the jobber can’t 


even break even. And he doesn’t seem 
to be helping the dealer make a great 
deal either. It looks like TBA is not 
the answer to the dealer margin prob- 
lem, 

E. F. CRITEs 

Crites Oil Co., Inc. 

Fort Worth, Tex. 


To THE Epitor: 

The marvelous work that L. T. 
White has done in educating jobbers 
and hammering home to top managers 
the importance of the functions of dis- 
tribution in the further progress of the 
oil industry, is in my opinion the out- 
standing individual achievement in the 
industry’s attempt to secure good in- 
tra-industry and public relations. 

The educational revolution started 
by Mr. White has been more produc- 
tive than all the millions spent by OIC. 

W. L. Heinz 
Secretary 

South Carolina Oil 
Jobbers Assn. 


To THE EpiTor: 

The article is very good indeed. It 
is my belief that it covers the subject 
quite thoroughly. 

C. J. Guzzo 

Vice President, 
Domestic Marketing 
Gulf Oil Corp. 
Pittsburgh, Pa. 


To THE EpiTor: 

L. T. White’s remedy for solving 
most of the problems is very good. 
Suppliers cannot know the jobbers’ 
problems unless there is a direct line to 
the jobbers’ office. Most all of the 
small jobbers need guidance in their 
management problems. 

Mr. White’s ideas should be given 
a boost by the entire industry. They 
hit the nail exactly on the head. 

FRED WILDER 
President 

Indiana Independent 
Petroleum Assn. 


Site Oil’s Success 


To THE EDITOR: 

The story on Site Oil Co. (NPN— 
April, p100) is one that your maga- 
zine can be proud of. 

It is interesting to note the confi- 
dence that oil marketers of all types 
have in the future of the petroleum 
industry. Site’s expansion program so 
well expresses a great future for all oil 
marketers. 

Russe, WILuiaMS, Jr. 
Vice President, Marketing 
Gaseteria, Inc. 
Indianapolis, Ind. 


NATIONAL PETROLEUM NEWS ° June, 1957 





Discount House Stations 
To THE Epitor: 


“Will Tomorrow’s Station Be a 
Store?” (NPN—April ’57 p130) is a 
very interesting article, and we are 
watching this development from the 
standpoint of the possible merchandis- 
ing advantages. 

It is not altogether an unrealistic ap- 
proach, but the problems of a major 
oil company doing it are pretty size- 
able. We try, however, to keep alert 
to any new developments and do not 
by any means scoff at the idea. 


E. E. WINTERS 

Manager, Retail Merchandising 
General Petroleum Corp. 

Los Angeles, Calif. 


Reader Winters can relax his watch for 


discount stores, which will be dis- 
indefinitely (see page 172). 
is still there, however, and 
another marketer may try 


Underground Storage Tanks 
To THE EpiTor: 


We are in general agreement with 
Union Oil Co.’s views on underground 
storage tanks (NPN—Apr., p117), 
and consider the article extremely well 
written. One statement, that “more ac- 
curate gaging” is possible with above- 
ground vertical storage tanks, we con- 
sider questionable. Our experience has 
been that underground tanks can be 
gaged just as accurately as above- 
ground tanks. 

An additional point in favor of 
underground tanks in the northern 
part of the country is safety. In the 
past we have had some nasty accidents 
occur during the icy weather due to 
personnel falling from ice-covered lad- 
ders or catwalks. 

B. B. Murray 
Equipment Engineer 
Continental Oil Co. 

Houston, Tex. 


To THE EpiTor: 

At present, it would be hard to con- 
vince our operations department to 
alter a long term preference for ex- 
posed piping and storage capacity so 
that any product loss is immediately 
discernible in routine inspections and 


What's Your Opinion? 





leaks can be repaired prior to service 
loss. 

On the other hand, with the general 
trend to distribution from marine or 
pipeline terminal by maximum Ca- 
pacity truck units to the bulk plants, it 
is possible to choose sites remote from 
rail or water routes where light soil 
and drainage would make it ideal for 
underground bulk plants. From the 
standpoint of fire protection and air 
attack, there is much in favor of un- 
derground facilities—though with air 
attacks it would be a short term ad- 
vantage because of the vulnerability of 
transport and larger terminal facili- 
ties. 

It is a timely and thought provoking 
article and brings the subject of un- 
derground installation to the attention 
of the industry. 

L. S. FRANK 

Manager, Construction Dept. 

Supertest Petroleum Corp. Ltd. 
London, Ont. 


Maintenance Contracts 


To THE EpITor: 

The contract idea reported in “What 
a Flat-Rate Maintenance Plan Can 
Offer you” (NPN—April, °57, p162) 
can be very useful to both the con- 
tractor and the company. 

In 1948 our company had a multi- 
tude of maintenance mechanics all 
over the country. They did every- 
thing from installing pumps and tanks 





at new service stations to replacing | 
bulbs in light fixtures. Our first move | 


was to contract out all construction 
work. Our next move was to assist 
some of our mechanics in setting up 
small independent shops. We are still 
in the process of developing independ- 
ent maintenance contractors. 


The contractor can gear up to do a | 


predetermined amount of work with 


the assurance of a minimum income. | 
This alone should inspire him to do | 
good work and equip himself with | 


suitable tools and facilities. 
Your article will be most helpful 


in promoting similar flat-rate main- | 


tenance in Canada. 
N. F. GREBELDIGER 
National Supervisor, 
Marketing Operations 
British American Oil Co. Ltd. 
Toronto, Ont. 


We'd like to know. Send your comments, criticism, suggestions to: 


Editor, 


National Petroleum News, 
330 W. 42nd St., 
New York 36, N.Y. 
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SERvice station benefited from the time- and effort-saving fea- THE PRINTED, 


THIS MODERN 
tures of a National System. 


Receipy provided by a National Sys- 


ITEMIZED 
tem improves customer relations. 


“Our @lalional System 
saves *2,180 a year... 


pays for itself every 12 months!” —ssate parsons’ Amoco Station, 


“We installed a National System in 
an effort to eliminate constant losses 
which were cutting heavily into our 
Nation I’m happy to report that our 
ational System has done the job by 
giving us firm control of all transac- 
tions,” writes Eddie Parsons, owner 
of Eddie Parsons’ Amoco Station. 
“We figure that our National System 
saves us at least $2,180 a year! 
“There are three important ways 
in which our National System has 
helped us to increase our profits. 
First, it saves us many hours of book- 
keeping time by providing a printed, 
itemized account of all transactions— 
a control record that is readily avail- 
able at all times. Next, it classifies 


all sales according to department, 
thereby giving us a clear indication 
of where our profits and losses lie. 
And finally, by mechanical handling 
of all transactions, charge as well as 
cash, it does away with mistakes in 
addition and forgotten charge — 
“As a result of the increased effi- 
ciency and economy of our operation 
made possible by our Nationals, we 
have realized great savings. In fact, 
we find that our National System 
pays for itself every 12 months!” 


bel bane 


Eddie Parsons’ Amoco Station 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


989 OFFICES IN 94 COUNTRIES 
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Stow, Ohio 


Your service station, too, can benefit from 
the time- and effort-saving features of a 
National System. Nationals pay for them- 
selves quickly, then return a profit in the 
form of reduced expenses. For complete 
information, call your nearby National 
representative. You'll find him listed in the 
yellow pages of your phone book. 
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Money-Making Ideas 


Get out your old moose call . .. and make money! 


A goodwill stunt that’s really novel 
is the moose sandwich event staged 
annually by Standard of Indiana dea- 
ler Nick Marnye. He operates two 
stations in Hammond, Ind., but every 
year in December he finds time to 
go moose hunting. So far he’s been 


able to bring back a moose from 
each trip, display it briefly at the 
stations, then send it off to be carved 
up into sandwich meat. In a two- 
day open house last December he 
served up 1,300 moose sandwiches, 
with coffee, potato chips, and cokes. 


Want more profit out of farm business? 


Bill Schulte, an Oklahoma jobber, 
is putting in a “farm dock” at one 
of his stations in a small Oklahoma 
town. He plans to sell to farmers, 
who pick up gasoline at the dock in 


100-200 gal. quantities, at a 1¢ gal. 
“discount.” Schulte hopes his experi- 
ment will show a better net return 
on farm volume than he can get by 
conventional means of distribution. 





One of the best of money-making 
ideas you can pass on to your dealers 
is to suggest they recheck all of their 
service charges. It’s easy to use the 
same prices year after year, Esso 
Standard points out in an editorial 
in its dealer magazine. But service 
charges generally have gone up an 
average of 22% since 1950, says Esso, 
and suggests each dealer review his 
own costs to see if he’s pegged 
charges at the right level. 


$ 


A major oil company is finding 
it helpful to install alternators on 
fuel oil tank trucks to step up the 
battery-charging rate. On some trucks 
recently put into this type of service, 
battery failures have been numerous, 
apparently because the batteries are 
a little undersized for the job and 
because the conventional generator 
lacks capacity to keep them fully 


charged. 
$ 


Mechanization is slowly working 
its way into the field of driveway 
cleaning. A Humble agent in Sweet- 
water, Tex., has assembled a home- 
made outfit consisting of a 20-gal. 
water tank mounted on a light 2-wheel 
hand truck, plus a 10-ft. length of hose 
and an extension nozzle. A mix of one 
gallon of Humble’s Driveway Cleaner 
172 to nine gallows of water, under 
40 Ibs. of air pressure, can be sprayed 
evenly over a large driveway area. 
Total cost about $30. 


A hand-lettered sign mounted on 
the pump island at James McHugh’s 
Esso station in Greer, S. C., is headed 
“Salesman Pledge—check list.” A list 
of eight check points follows: Battery 
and cable; radiator; oil; windshield: 
fan belt; tires; lights; floor mats. It 
helped him hit 50,000 gal. a month 
in his second year at the station. 


$ 


Night hours for service stations do 
pay off, according to an Atlantic 
Refining case history. Atlantic dealer 
Al Krasner of Providence, R. I., went 
over to 24-hr. operation and after 
a few months found his over-all 
volume was up by 17,000 gal. a month. 
But he checked the night-time volume 
and found only about half the increase 
was being sold during the extra shift. 
He concludes the added convenience 
of night hours has drawn a lot of 
new customers who also buy in the 
day time. 

$ 


Humble Dealer G. H. Woodall of 
Dallas, Tex., has built up his neighbor- 
hood business by making his station 
the local football headquarters. For 
the past three years, Woodall has 
placed a blackboard on the driveway 
where he chalks in his football score 
predictions for the coming week-end. 
Woodall points out that when custom- 
ers stop in to talk football it gives him 
an excellent opportunity to sell them 
the products and services their cars 
need. 
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Although oil marketers make it a 
practice to keep dealers up to date 
on new car information, many of 
them have missed a peculiarity of 
the tail lamps and backup lamps on 
the 1957 Plymouths. When these 
must be replaced it is first necessary 
to remove two stud nuts accessible 
only from inside the trunk. Where 
the backup lamp is to be replaced, 
the tail lamp lens also must come 
off because it overlaps the lip of the 
backup lens. 

$ 


An Atlantic dealer, in a district 
with lots of parking meters, keeps 
a cigar box full of nickels on the 
pump island. Motorists find it a handy 
place to get change; some extra 
customers are drawn into the station; 
and the dealer finds it doesn’t cost 
him a cent. 

$ 


Richfield of California reports one 
of its dealers is speeding the white- 
wall-cleaning part of car washing 
jobs by jacking both ends of the car 
with an end lift. He says it’s the 
best way to get wheels clear of fender 


skirts. 
$ 


A two-way communication system 
installed in a Mobil station in Silsbee, 
Tex., has more than paid for itself 
Dealer J. L. Shine, tied down by a 
heart ailment, runs his business from 
the station office. His two-way system 
permits him to supervise both pump 
island and lube bays by keeping in 
touch with his eight-man crew. 


$ 


Most of the Humble Oil stations 
in San Antonio, Texas, have in- 
stalled rotograving tools and_ will 
inscribe identification numbers on hub- 
caps of customers’ cars on request. 
They’re helping the local police de- 
partment cut down on hubcap thefts. 


$ 


Esso Standard urges all dealers to 
play it safe when doing wash or wax 
jobs on late model cars with Lucite 
Acrylic Lacquer finish. Some cleaning 
compounds on the market will dissolve 
this kind of finish and cause extensive 
damage. The only way you can be 
sure, says Esso, is to read the label on 
the can. If the label doesn’t say spe- 
cifically it can be used on acrylic 
finish, don’t risk it. 
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KAMLOK 


QUICK COUPLERS 


The Fastest, Gafest, 
Gurest Coupling Known 


BRONZE » ALUMINUM * MONEL 
STAINLESS STEEL + SEMI-STEEL 


OPW CORPORATION 





Alek am Mil acceNYon alle 


About our own responsibility for the dealer 


problem 


. . throwing the margin out the 


window ... getting in shape to face the future 


GC You and I are guilty of making 
dealers of individuals who have never 
been in a service station in any capac- 
ity except as a customer. Is it any 
wonder we have problems?” Harry I. 
Holbrook, supervisor of retail market- 
ing, Union Oil Co. of Calif. 


(¢The unhappy fact is that the fad 
facetiously called “baiting business 
bags ballots” has become politically 
popular and successful chiefly because 
we in business—particularly the oil 
business—have let it.” Stanley 
Learned, assistant to the president, 
Phillips Petroleum Co. before Texas 
Oil Jobbers’ convention. 


QCIf we leave competition as it is, 
this fact alone will enable our posterity 
to receive more and better petroleum 
products as time goes on. Destroy our 
competitive segment by eliminating 
the jobber and you will destroy the 
most competitive branch of the pe- 
troleum industry.” Melvin Hall, presi- 
dent, Melvin Hall Oil Co. before 
Senate Judiciary subcommittee. 


6¢Some jobbers take the margin they 
legitimately have and throw it away. 
They decide to buck for the rural 
market . . . They give away pumps or 
tanks or both—and that means they're 
handing over part of the margin. They 
extend long-term, unsecured credit. . . 
They grant a dump discount that 
can’t even remotely be justified by size 
of delivery. Practices like these al- 
ready have almost destroyed the rural 
market. 

The few jobbers who do this sort 
of thing are making it more and more 
attractive for some suppliers to elimin- 
ate jobbers completely and go the 
route of direct delivery all the way.” 
Dwight F. Benton, vice president, 
sales, Standard Oil Co. (Indiana). 


(¢ The greater the impact of science 
and technology upon our society, the 
greater is the need for broader hori- 
zons for our technical people. This is 
most particularly essential if the tech- 
nical graduate ends up—as so many 
do—in administrative and executive 
work in the business world.” M. J. 
Rathbone, president, Standard Oil Co. 
(N. J.). 


(Cif I were an independent oil mar- 
keter in business today, I think I 
would do exactly what we are trying 
to do .. . We are getting our equip- 
ment and our organization and sales 
kits in shape to meet ever-increasing 
competition tomorrow. I suspect that 
the oil companies, large and small, 
who will be in business on a profitable 
basis a dozen year from now, are 
following exactly the same program.” 
Rexford S. Blazer, chairman of the 
board, Ashland Oil & Refining Co., 
before Illinois Petroleum Marketers 
Assn. 


Cif an additional 1¢ of tax is added 
on the state side, then the taxpayer in 
Virginia will be paying the equivalent 
of a 46% sales tax, which is more 
than 4% times as much as he is pay- 
ing on mink coats and diamonds. And 
you will agree that gasoline is not a 
luxury.” Claiborne Gregory, executive 
secretary, Virginia Petroleum Indus- 
tries Committee before Virginia Ad- 
visory Legislative Council. 


6¢ Let a service station stay closed 
until you get a good businessman to 
run it. We haven't got guts enough in 
the industry to do that.”Marketing ex- 
ecutive, a major oil company. 


GC If you do not already have an in- 
centive plan for your employes, I 
strongly recommend that you investi- 
gate the ways you can start one. You'll 
find that it not only does wonders for 
employe morale—and thus, for your 
business reputation—but also is re- 
flected in your P. & L. at year’s end.” 
Frederick H. Meeder, President, Rich- 
field Corp. of New York. 


(¢ Perhaps the greatest wastefulness 
in marketing research, and the most 
inexcusable, comes from rushing to 
the field before looking in the pantry. 
It has always shocked me to see the 
wealth of facts that have already been 
collected which are simply ignored. 
Even worse, their existence is rather 
generally unknown.” Vergil D. Reed, 
vice president, J. Walter Thompson 
Co. 

(Continued on page 16) 
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GOODYEAR INDUSTRIAL PRODUCTS 


STYLE WWH Tank Truck Hose 


A Synthetic rubber tube highly resistant 
to gasoline 

B Woven jacket of synthetic cords with steel 

wire filler provides static bonding; with 

stands crushing, pulling and tugging 


Cc Heavy-gauge cover resists abrasion and 








You need a rugged hose for the rugged jobs 


Few hose jobs are tougher than service on tank 
trucks, cars and storage tanks. Not only must 
these hoses fight off the deteriorating effects 
from petroleum products—they have to take 
rough handling and all kinds of weather to boot. 


But Goodyear Style WWH is a tank car hose 
designed for just that kind of rugged work. Its 
synthetic rubber tube has been developed espe- 
cially for handling oils, gasoline or solvents 
without deteriorating. And its all-over construc- 
tion is super-tough—more than able to shrug off 
the rough treatment. 


What’s more, Style WWH is a standout for easy 
handling. Despite its built-in ruggedness, it’s 
very flexible. And it’s highly resistant to kink- 
ing and crushing. 


Here, then, you have a hose that will not only 
serve you longer under even the toughest condi- 
tions—but serve you better throughout its long 
life. And Style WWH is only one of dozens of 
Goodyear hoses designed especially for petroleum 
marketing service. For the full story, contact 
your Goodyear Distributor, or write Goodyear, 
Industrial Products Division, Akron 16, Ohio. 


GO00D,/ YEAR 


THE GREATEST NAME IN RUBBER 
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Another 

Father-and-Son #f 

RICHFIELD 
Distributor 


BIG GUNS: Confederate cannon serves as background for picture of Roy D. 
Pullen, Jr.; O. D. Dennis, Jr.; and Ben Dennis, 3rd. All are executives of 
Dominion Oil Company, Richmond, Virginia. Their fathers, Roy D. Pullen, 
O. D. Dennis, and Ben Dennis, Jr. built Dominion, Independent Richfield 
Distributors, and with their sons still actively direct its affairs. 


A Richfield Distributorship is 
The Present With a Future 


say executives of Dominion Oil 


Like father, like son. Ben Dennis, 
3rd, like his Dad, likes the oil 
business. O. D. Dennis, Jr., is 
emulating his father. And Roy D. 
Pullen, Jr., is following in the 
footsteps of Roy, Sr. Besides lik- 
ing the oil business, these six 
successful men have another 
thing in common: They all like 
Richfield! 


And why are these executives so 
outspoken in their praise of Rich- 
field—Dominion suppliers since 
1939? For one thing, they say 
Richfield is the champion of the 


Independent Distributor. Rich- 
field Distributors never get any 
competition from Richfield. In- 
stead, they benefit by assistance 
and cooperation on every turn. 
It’s the same as having a direct 
telephone wire to Richfield. Ask 
for help and you get it. A Rich- 
field Distributorship is a great 
present, a greater future! 


WOULDN'T YOU like to be- 
come an Independent Richfield 
Distributor? Let us tell you all 
the advantages. Write, wire or 
phone us now! 


ag 
v 
s\ RICHFIELD 


OIL CORPORATION OF NEW YORK 
579 FIFTH AVENUE, NEW YORK 17, N. Y. 








What They’re Saying 





(CThe foreseeable fantastic world 
energy demands and the limited sup- 
ply of stored energy fuels—oil and 
gas fossil fuels—will probably make 
necessary conversion of coal to fluid 
fuels within a decade or so. This may 
become the dominant fuel in this 
country by the end of the century.” 
Prof. R. C. Jordan, Dept. of Mechan- 
ical Engineering, Univ. of Minnesota, 
before American Power Conference. 


The word creative is one of the 
most loosely used words in the adver- 
tising profession. When I consider 
what is sometimes called creative in 
the field of communications, I con- 
clude that much of it is intuitive and 
that much of it is irrelevant to the ob- 
jectives of the business . . . The highest 
form of creativity is innovation—and 
this arises when a limitation is recog- 
nized and considered and then con- 
verted into an asset. In fact, it is the 
limitation which makes it relevant.” 
W. V. O’Brien at NIAA board of di- 
rectors meeting. 


«¢ Any time a seller uses a point 
about his product that doesn’t pro- 
duce a gain, benefit or satisfaction to 
his customer, the seller is wasting his 
time.” Phillip McVey, University of 
Nebraska before Nebraska Petroleum 
Marketers Assn. 


¢¢ It seems to me that we should all, 


| employers and employes alike, make 


a fresh appraisal of the subject of 
labor-management relations. The kind 


| of thinking that was done in the 30's 


and 40’s is already outdated. The old 


| system based on force and conflict is 


rapidly becoming obsolete. Already 
there is evidence that the new system 
is emerging; when it comes fully into 
view both the old-fashioned union- 
hating employer and the old-fashioned 
employer-hating union will be a thing 
of the past.” John G. Pew, Vice Presi- 
dent, Sun Oil Co. 


6¢ To evaluate a jobber entirely upon 
his personal productivity is ignoring 
the basic definition of good manage- 
ment. A jobber must get things done 
through other people: his salesmen, if 
he has them, his drivers, and most of 
all his dealers. The measure of a good 
jobber is the measure of the improve- 
ment in the day-by-day performance 
of those people who receive their guid- 
ance and their inspiration from him.” 
Louis W. Leath, vice president and 
general sales manager, Sinclair Refin- 
ing Co. 


Serving the Eastern Seaboard from Maine through Florida 
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THE PRECISION PUMP , 


FOR BIGGER PROFITS |3\ 


{\ . 
MODEL 1; 
605 











WIDE VIEW DIAL 


WEATHER DEFYING FINISH 


HE PUMPS of tomorrow are the Wayne Pumps 

of today. They have been designed, developed 
and built years ahead in the science of service. All 
of Wayne’s skill, experience and leadership in the 
field of pump manufacturing for more than 65 years 
have gone into the perfection of these pumps. 

The results have amazed the automotive service world. 
Their performance from coast to coast has exceeded any 
promises even in the highest gallonage locations. The 
reasons why can be easily found when quality comparisons 
and performance tests are made. Beneath the exteriors of the 
long lasting, sparkling finishes and functional stainless steel 
are units developed and carefully tested by Wayne engi- 
neers to provide the finest trouble-free performance. A 
smoother working, quieter combination of new computer 

- new meter... new exclusive Solo Pumping unit. 
All developed for minimum maintenance, maximum acces- 
sibility and unsurpassed service life. 


FOR REMOTE PUMPING SYSTEMS 


The new Wayne 600 Series Pumps are available as dis- 


pensers for use with remote pumping systems utilizing 
Wayne's Extractable Submersible Pump. Have the same 
new micro-accurate meter and greater visibility computer 
and dial. . . same attractive long lasting exterior. 











ADVANCED COMPUTER DESIGN 


Larger, more easily read numerals and dial face. . . fool- 
proof, weatherproof, tamperproof. Simplified in design to 
eliminate 200 parts. Semi-automatic reset conveniently 
located on the same side of pump with switch and nozzle. 
Reset operation causes wheels to return to Zero setting in 
decreasing order. This eliminates the ity for shutt 

and troublesome service problems. Gallons and money 
totalizers are separate .. . each enclosed in transparent 
plastic windows to seal them from dirt, water and tampering. 





MICRO ACCURATE METER 


This meter is the micrometer of liquid measurement. It is 
precision built for the life of the disp .§ th of 
operation previously unknown is obtainable through the 
three cylinder theory employing two pistons disposed at 
120° which combine on the return strokes to produce the 
displacement of a third piston. Valve design assures perfect 
seal under all conditions. Precision adjustment is easily 
made to all pist imult ly by turning a knob... no 
tools required. This new meter can be removed in one minute 
by removing four bolts. All sealed points are fitted with 
lifetime "O” rings. 








LONGER SERVICE SOLO PUMP 


The most easily serviced, long life unit ever built into an 
island disp . Contains pump, motor, strainers, by-pass 
valve, air eliminator, check and pressure relief valve and float 
hamber. Gasoli led motor housing permits ti 
duty for high gallonage service. Two extra large, 120 mesh, 
Monel metal suction and discharge screens safeguard 
against dirt and corrosion. Slow speed, internal gear type 
pumping unit for longer life and absolute mini of noise. 
Mounted on noise dampening vibration isolators ... all com- 
P ts easily ible for service. Standardized bolt head 
sizes throughout. 

















MODEL GOO SERIES 


JO 


WAYNE MODEL GOO with concealed (inside) hose. 
Effective serving radius when fully extended is 13.5 feet from hose 
outlet. %”" hose furnished. Seven feet of hose normally exposed, with 
nozzle, provides approximately 8 feet of serving radius, which is 
sufficient for 90% of serves. 


WAYNE MODEL GOS with Extenda Hose has exterior 
type hose. Quiet, convenient, smooth operation. Neoprene covered 
cable with rubber covered hose clamp. %” hose having serving radius 
of 14 feet from hose connection fitting. 


WAYNE MODEL GOO-1 AND GOS-1 Remote Type 


Dispensers are available in same housings. 


CHASSIS: Heavy base, stamped steel corner posts, steel 
turret top. Rugged and rigid, vibration free. 


HOUSING: Heavy Duty cold-rolled steel. Bonderized, epoxy 
resin, finished in baked gasoline-resisting synthetic enamel. Stainless 
steel trimmed. 


COMPUTER: Computer with Perma-Vis white numerals de- 
bossed on black metal wheels. Both 3-wheel computer and non- 
computing register record up to 99-9/10 gallons and the computer 
also records up to $9.99; totalizer on both records up to 99,999.9 
gallons, also records up to $9,999.99. New semi-automatic reset; 
interlock assures computer reset before each delivery. 


METER: Positive displacement, rotary valve meter with cylinder 
liners and external calibrating adjustment. 


PUMPING UNIT, MOTOR AND AIR 
SEPARATOR: New Wayne Compact Solo Pump. Contained in 
one housing are internal gear type rotary pumping unit, adjustable 
bypass valve, suction strainer— 120 mesh Monel metal, air elimi- 
nator and float chamber, together with check and pressure relief 
valve. The motor is also mounted in the Solo Pump chamber in such 
a way that the gasoline circulates around the motor housing, whereby 
the cooling effect permits continuous duty service. Standard motor is 
Ys HP single Phase, 60 cycle, 115/230 Volt AC, Adjustable V-Belt 
Drive. 


ELECTRICAL: All wiring in rigid conduit and explosion-proof 
junction and switch boxes. Light switch operated by external button. 
Large and accessible junction box has two %” and one 1” conduit 
connections. 


FLOW INDICATOR: Single flow indicator located in side 
panel opposite hose side of pump. Glass top easily removable for 
cleaning. 


NOZZLE: Shockproof, variable flow, non-chattering nozzle. 


OPTIONAL TOPS: Available both with and without open- 
ings for Advertising Signs. 
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BUS TYPE PUMPS with % HP motor, 20-25 G.P.M. pumping unit and 


4-wheel Computer (or Register) records up to 999.9 gallons and on MOST NO. 


TYPE PUMP TYPE HOSE 


DIMENSIONS AND 
SHIPPING WEIGHT 





Computer to $99.99. Totalizer records to 99,999.9 gallons and on 
computing types to $9,999.99. 





MODEL NO. 


TYPE PUMP 


TYPE HOSE 


DIMENSIONS AND 
SHIPPING WEIGHT 





600-2 


Computing 


Inside 


16%" x 22%" x 57” 
470 Ibs. 





605-2 


Computing 


Extension 


16%" x 22%" x 57” 
440 Ibs. 





Non-Computing 


Inside 


16%" x 22%" x 57” 
470 Ibs. 








Non-Computing 








Extension 





16%" x 22%" x 57” 
440 Ibs. 








Standard Computer 


inside Hose 


16%" x 22%" x 57” 
450 Ibs. 





605 


Standard Comput 


Ewe 1 





Hose 


16%" x 22%" 
420 Ibs. 





Non-Computing 


inside Hose 


16%" x 22%" 
450 Ibs. 





Non-Computing 


Extension 
Hose 


16%" x 22%" 
420 Ibs. 





Computing Remote 
Dispenser 


Inside Hose 


16%" x 22%" 
370 Ibs. 











Computing Remote 
Dispenser 


Extension 
Hose 








16%" x 22%" x 57” 
340 Ibs. 
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‘t understand you’re going to be 
selling 'Zerone’ and ‘Zerex’ 
anti-freeze this year.” 


“That’s right, Bill. I want to take advantage of 
Du Pont’s outstanding consumer acceptance in both 
the standard and permanent anti-freeze markets.”’ 











Your dealers will find it easier to serve both the standard and permanent 
markets when they sell ‘‘Zerone’’ and “‘Zerex’”’ because motorists know 
they are quality products made and backed by Du Pont. This con- 
sumer acceptance is only one of the many benefits you get with 
Du Pont’s Plan for Anti-Freeze Profits. 

Some others are: outstanding distribution efficiency; full-time anti- 
freeze specialists offering you year-round sales assistance; the selling 
power of the Du Pont name; and the quality and dependability of 
“Zerone” and ‘‘Zerex,’’ America’s largest-selling anti-freeze team. 


E.I.du Pont de Nemours & Co. (Inc.), Wilmington 98, Delaware 
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ZERONE’ and ZEREX® 
ANTI-FREEZE 


REG. U.S PAT. OFF 


BETTER THINGS FOR BETTER LIVING 
... THROUGH CHEMISTRY 
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PROVED OVER Big-Fleet 


Engineered by . 
».- Increase 


MILLIONS OF MILES 


With fleet supervisors whose units roll up astro- 
nomical yearly mileages, General Air Springs 
continue to win applause for consistent reduc- 
tion of both operating and maintenance costs. 
Cushioning all-type loads against road shock 
and vibration, General Air Springs reduce cargo 
damage to a minimum... save money by the 

mile over all roads, under all conditions. 
Follow the lead of the ‘fleets 
that know from experience! Put 
your new units on General Air 
Springs or . . . change over your 

current equipment, 


Eldon Miller, Inc., lows City, Ie. 


specify GENERAL AIR SPRINGS 
on your new equipment 
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tested and approved! 





AIR SPRINGS 


GENERAL to reduce costs 


payload and protect cargoes 


= oS oa oe os a Se eee e2ee2]e2 wg 


*» 
. 
Complete suspensions with . 


GENERAL AIR SPRINGS 


are immediately availabie from: 


HB Homan & Company, Incorporated, Cincinnati, Ohio 
HE Krovse Corporation, Hutchinson, Kansas 

Hl Neway Company, Muskegon, Michigan 

eS Spencer-Safford Loadcraft Inc., Augusta, Kansas 


Se Se eaeeenesaeaeaaeaenaa 


ad Trucktor Corporation, Mountainside, New Jersey 
HE Youngstown Steel Car Co., Niles, Ohio 


me oa 
A. F. Posnik, Inc., Detroit, Mich. 
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..- building 
Tfelatitat: Mists Laes 
engineered 
for the job, 


gu0GET bis 


ATA » 


. uniform illumination, 
from roof to grade 

. entirely devoid of hot 
spots or shadows... 
the most usable /ight per 
dollar of operating 
cost...the most fixture 


per dollar invested! 


Write for your free copy 
of the new Verti-Flood Catalog 


GUARDIAN ight-company 


500 NORTH BLVD., OAK PARK, ILLINOIS 
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only BALCRANK has the 


FILTER SCREEN with 900 
Pinpoint openings pre- 


NEW BALCRANK OVERHEAD rents dt rom ene 
MULTIPLE HOSE REELS ee ae 


GLEAMING finish — 
SMART appearance 
attracts customers. 


SERVICE 2 LIFTS 
» at the same time. 


’ For Chassis Lube, Gear 
and Motor Oil, ATF, 
Air & Water. 


BALCRANK So/Fbwer PUMP 


(32) is the only pump that dirt cannot foul. 


the GREATEST Volume . . . of ANY Lubricant 
Lae ke g a Pree. at LOWEST Temperature. 
Pumps for ALL services—Chassis, Gear, Motor Oil — 
and ATF. 5 a 


Simplified Lubrication Equipment . g® <% 
er 


5 Want more facts and illustrated literature 4 

: on how you can make more money with BALCRANK INC., 
2 

a 


Address your inquiry to Dept. 167 r Per ri c 
besene See EB ARB Om ee Cincinnati 9, Ohio 
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Great new scientific discovery 


Great new future for you 


It’s here. The new D-X Boron Motor Fuel 
harnesses the power of the wonder chemical 
element boron to give motorists “THE 
SMOOTHEST POWER THEY CAN BUY.” 


It’s here. The biggest advertising drive in 
D-X history, bringing the exciting news about 
D-X Boron to millions of motorists. Head- 
lining the story is D-X Sunray’s new weekly 
half-hour TV show, Jack London’s Capt. 
David Grief—forecast to be one of the top 
dramatic shows of the year. Driving home 


the 6 


the story is the largest advertising program 
in D-X’s 30 years including dramatic news- 
paper ads — highway boards and attention 
getting point-of-sale advertising. 


It’s here. The brightest future ever—for you 
as a D-X jobber or dealer. Get the whole 
exciting story —including new D-X Boron 
Motor Fuel advertising and promotion pro- 
gram for jobbers and dealers. Write now to 
N. B. Ingram, General Manager, Retail Sales, 
D-X Sunray, Dept. 77, Tulsa 2, Oklahoma. 


D-X SUNRAY OIL COMPANY (Subsidiary) 


Sunray Mid-Continent Oil Company 
Tulsa, Oklahoma 
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Ask yourself, Mr. Oil Marketer... what would happen to your sales... 


If you could turn every pumper into a promoter, 
every serviceman into a salesman, every salesman 
into a star? 

If you could appoint their wives as assistant sales 
managers? 

If you could transform their family dinners into 
sales meetings? 

If you could persuade your men to study sales 
training material every night ... and apply the new 
methods every day? 

Sound too good to be true? No! When your men 
report for work every morning with new sales savvy 
and renewed sales drive... that’s just the normal 
result of a Cappel, MacDonald incentive campaign. 


ales savvy 
begins at home 


You may be the hardest-driving executive in the 
oil business, but you can’t compete with a “little 
woman” who’s set her heart on a new appliance, a 
set of dishes, a trip to Bermuda or Mexico City. 

So why not put family pressure on the side of 
your marketing strategy with a Cappel, MacDonald 
incentive campaign? This simple, proved method of 
boosting sales and opening minds to sales training 
involves very little extra work for your staff. And 
you can set your own price on results—paying only 
on delivery! 


Planning. Just outline your objec- 

tives, and a plan based on 35 years’ 

experience will be laid on your desk 

within three weeks’ time. Seasoned 

executives will supervise every detail, 
j freeing your staff for vital duties. 


bs. Promotion. The only fully-staffed 

b: department specializing in incentive 

} promotion will create a series of mail- 

‘ ings and prepare hard-hitting sales 
meeting material. 


Cappel, MacDonald & Company 


Dayton, Ohio . . . Offices in principal cities, Canada and Europe 
SALES INCENTIVE PLANS : 
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Travel Awards. Your com- 

pany’s reputation as a host is safe 

in the hands of C-M and its associates. Our world-wide 
staff will anticipate every problem, arrange every detail and 
secure flattering special attention for your winners. 


Merchandise Prizes. The beautiful C-M catalog in- 
cludes more than 1,400 nationally advertised prizes... prizes 
to suit every winner’s preference and every company’s 
budget . . . prizes that give every man the opportunity to win. 


Costs. Just tell the C-M man what extra sales or extra 
merchandising help is worth to you. Then pay as your men 
earn prizes—wholesale prices for merchandise, carrier-re- 
sort rates for travel. Planning, service and creative work are 
provided by normal distributor and travel agency discounts. 


Get the facts now! For free 

hints on motivating salesmen, phone 

the nearest C-M office, or write on your 

letterhead for “Who’s Selling Who?” 

CAPPEL, MACDONALD AND COMPANY, iE 
Dept. H-6, Dayton 1, OHIO. 


Featuring Air Travel on... 


F sMds AMERICAN AIRLINES 


i Peanw american 
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OUR THANKS to all the major oil companies 
for their acceptance of this new product designed 
especially for their industry. The installations 


shown here are only a few out of many. 
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Aluminum Door 


Greater visibility ... greater flexibility ! 


Costs little more than wood... never needs paint! 


The new design and unique construction of The “OVERHEAD DOOR” 
Panoramic permit stiles and rails to be a great deal narrower, yet far stronger than 
ever before. From anywhere inside the station, a glance shows what is going on at 

the pumps. And motorists are drawn to the station with the clean, modern lines 
which the Panoramic gives in any location. It’s fast becoming America’s number 


one choice for new service stations and for replacements. 


MORE SERVICE STATIONS USE 
THE “OVERHEAD DOOR” THAN ALL 
OTHER BRANDS COMBINED! 


OVERHEAD DOOR CORPORATION, Hartford City, Indiana 
Manufacturing Divisions: Hillside, N.J.; Nashua, N.H.; Cortland, N.Y.; Lewistown, Pa.; Oklahoma City, Okla.; Dallas, Tex.; Portland, Ore. 
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Shown here with his newest brand, Atlantic ImpEerR1AL® tion, Inc. He received his special award at a dinner at the 
Gasoline, is Atlantic Dealer Robert Cole, of Atlantic City, Waldorf-Astoria in New York City. Two other Atlantic 
N. J., who won highest honors in the annual “Retailer of dealers, shown at the right below, finished among the first 
the Year” competition sponsored by Brand Names Founda- five service station winners. 


IT TAKES A MAN AND A BRAND 


A top brand of products and topnotch service is the winning combi- 
nation in the service station business. 

With such a combination, everybody wins. The motorist who 
drives into the service station gets the high-quality products and 
interested care he needs to keep his car on the go. The man at the 
pump builds a business that contributes to the progress and welfare 
of the community. 


The Atlantic Refining Company is proud that Atlantic dealers 
have been named service station “Retailer of the Year” three times... 
that three of this year’s five winners are Atlantic dealers . . . that since 
1952, in competition with thousands of service station dealers in all 
parts of the nation, Atlantic dealers have won 10 of the 25 Brand 
Names Foundation awards. 

These achievements are the direct result of the teamwork between 
Atlantic and its dealers, working together to give the motoring public 
high-quality products and topnotch service at the right price. 


Atlantic Dealers Kenneth Mohr (left), of East 
Greenville, Pa., and Harold Smith, of Ithaca, N. Y., 
who won Certificates of Distinction in this year’s 
Brand Names competition. 


Atlantic Imperial ®, designed especially for today’s—and 
tomorrow’s—most powerful engines, is now featured with 
famous Atlantic Gasoline throughout our marketing area. 


THE ATLANTIC REFINING COMPANY Incorporated 1870 + Producer, Manufacturer and Marketer of Quality Petroleum Products 
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Coca-Cola 


Added minutes spent in your station 
mean added dollars for you. 8 out of 10 
customers who stop for world-famous 
Coca-Cola, get out of the car! And 
get-outs stay longer . . . spend twice as 
much ... buy 92% of your profitable 
TBA items!* 


Display that Cooler for Coke...it pays! 
@ More customers stop for Coke! It’s 
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the best-loved sparkling drink in all 
the world, 

e You profit from the extra money 
those cooler-customers spend! 

e@ You earn above-average profit on 
every Coke you sell . . . and in unit 
sales Coke is second to gasoline.* 

e@ You put extra cash in your pocket 
when you suggest, and sell, Coke by 
the carton and case! 


ATTRACT CUSTOMERS WHO STAY LONGER-SPEND MORE 


eseeeee 


SIGN OF GOOD TASTE 


*Observation Research Cor poration study of 287 Alling stations 





Stock Model 
TRUCK TANKS 


These Columbian Features 
Yours at No Extra Cost! 


® Double Bulkheads for mixed loads. Full flow 2” lines. 


®@ Weatherproof Cabinets with piano hinged doors. 

® Exclusive integral mounting directly beneath 
inside partitions. 

® Smooth skin finish, unbroken lettering areas. 

® Oversize Bucket Box for hose, reel, meter, pump. 

® Safety Deck Runboards, step and grip at front. 

® Hinged Bumper for easy access to faucets. 

® New Modern Clearance Lights, wired in 
aluminum conduits. 

® Light-weight Pressed Steel Life-Time Fill Plugs. 


New Automatic Rear 
Door; counter balanced 
or spring loaded with 
automatic lift handle 
permits one-hand op- 
eration... protects your 
driver in bad weather. 


MASTER-CRAFTED BY 


CTT TZNS 


See what you save in time and cost when you 
buy a modern, custom-looking Columbian Truck 
Tank the “Super Market’’ way! You can bring in 
your truck, have it fitted with the skirted, stream- 
lined tank...equipped to your requirements and 
drive it away! Columbian has three popular sizes 
in stock and ready to go on your truck—1,000, 
1,200 and 1,500 gal. capacities. Metering and 
pumping equipment, hose reels, etc., are standard 
extras, easily added to suit your individual needs. 


By volume production, Columbian can give you 
a finer, more modern looking, 5-compartment 
truck tank for less. It gives you the advantage 
of exclusive Columbian three point support and 
integral mounting, quick delivery, minimum in- 
vestment and lowest operating cost. 


Famous Columbian 3-Point Support 


This sketch shows 
how a Columbian 
cradle mounted, 
strapped down tank 
J). must follow every 
twist of the 
chassis frame. 


truck tank remains 
at an even keel on 
any kind of road. 


Write for Free COLUMBIAN OIL EQUIPMENT Catalog giving complete facts on stock and custom-built models 


COLUMBIAN Steel Tank Compan 


P.O. Box 4048-1, Kansas Mo. 





- How Standard’s explorers help find the 
830 gallons of oil you’ll need this year 
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Rha ) d U. S. oil reserves must 
Oil geologists probe the ocean floor for clues to potential new oil fields continue to keep pace with 


THE OCEAN FLOOR is the newest frontier in our search rising demand 
for oil to help meet the growing demand of motorists, home ‘ 
owners, farmers, industry and the Armed Forces. 


Last year Standard’s scientists explored millions of acres 
offshore and on land in the Western Hemisphere. Once again 
we discovered new oil deposits that will help supply the 
830 gallons of petroleum everyone in the U. S. will use this 
year...and the 1000 gallons they'll need by 1965. 


With oil becoming increasingly difficult and expensive to 
find, Standard is investing more and more in exploration... 
$119,000,000 last year. That’s one way we can find new oil 
to help keep ahead of the nation’s growing need for products 
from petroleum. 


STANDARD OIL COMPANY OF CALIFORNIA 


plans ahead to serve you better 


1946 1948 1950 1952 1954 
Daily U. S. oil consumption has risen from 
5 million barrels in 1946 to 9 million bar- 
rels in 1956 and is expected to reach 
12% million by 1965. 
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From the well to “Wabash and Main”... 


LELAND EXPLOSION-PROOF MOTORS BRING YOUR FUEL 


Oil and gasoline, butane and propane, and other haz- 
ardous liquids must be “pushed” into service! And the 
Petroleum Industry calls on Leland explosion-proof 
motors to do the pushing, safely and surely—from oil fields 
all the way to your car or door. Underwriters’ Listed for 
Class 1, Group “D”, naturally! 

And Leland-powered pumps are “naturals” in every 
phase of this giant operation. They're at work in the oil 
fields, the refineries, at transfer and storage points, in 
giant fuel trucks, and even underground in gasoline tanks 


tn 


LELAND 
MOTORS 


Dayton 1, Ohio 


. Lee Eo 


... taking the worst the weather offers and the heaviest 
work loads...delivering the performance the job demands! 

For over 30 years, Indusiry has looked to Leland for the 
finest in motors. With its complete explosion-proof line, 
including both integral and fractional, single phase and 
polyphase—plus its complete line of other standard motors, 
as well as a wide variety of specials—you'll find Leland is 
the answer to practically any motor need, from \% to 
5 HP, soon through 10 HP. Why not investigate Leland? 
Write or call today. 


THE LELAND ELECTRIC COMPANY 


Division of AMERICAN MACHINE & FOUNDRY COMPANY 
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Cooper .. . the franchise of opportunity 


for dealers 
who want to get back 
the main line 


There’s a clear track ahead 


when you hold a Cooper Franchise 


This is for tire dealers who are sidetracked in their 
efforts to grow and move ahead. 


Cooper is the one tire franchise that gets you back on 
the main line fast. And this big and welcomed 
opportunity is proved by hundreds and hundreds of 
Cooper dealers who will tell you that they never 

had it so good. Ask one and see. 


Cooper is America’s fastest-growing tire company and 
this means active consumer buying action for you 

to share in. You get the ready momentum you need 

to have a running start toward more sales and profits. 
And remember, too: There are no company-owned 
stores, no multiple dealer distribution to water your 
sales down. Neither is there any heavy-handed company 
interference in your pricing structure when you go 
Cooper. A Cooper dealer is the boss of his own 
business in his own protected territory—and he is 

just plain happy and satisfied. 

You’re really back on the main line when you go 
Cooper. Go ahead write us today. Cooper Tire 

& Rubber Company, Factories at Findlay, Ohio. 





Safety-Cushion | Cushion-Ride 
Premiums, Safeguard 
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| Conger Main Line 
Onvortuniti 


® America’s most modern and 
easiest selling tire line. 

® Consistently higher margins. 

® Written service guarantee 
lets you make your own 
liberal adjustments. 

® Top management contacts 
direct, top management 
action direct when needed. 

® Dealer advertising ond 
sales promotion programs 
on which Cooper pays the 
entire bill, or liberally 
shares the cost, 

® Prompt pickup and delivery 
service from conveniently 
located warehouses, 
Lots of other Cooper main: 
line opportunities, too. 











Weather-Master “300” 





a la carte... 
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ORONITE 
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and here’s why... 



























x Why Oronite is the preferred source for 
e LUBE OIL ADDITIVES 

: Custom formulations 
Special-performance additives 
Complete-performance additives 








Engine testing facilities 
World-wide distribution 
Technical service 
Continuous additive research 
Retail oil marketing background 
Reliable raw material source 








Custom formulations 


Oronite’s rapid growth as a major additive supplier 
—to marketers of branded motor oils and to com- 
pounders of commercial and military oils—is the 
result of a willingness to formulate to customers’ 
exact needs and specifications. Because of advanced 
research techniques and modern manufacturing fa- 
cilities, custom-compounding has been accomplished 
at progressively lower treating costs. Today, Oronite 
is supplying over a hundred different additive com- 
pounds—having recorded engine tests on hundreds. 





Special-performance additives 


Many major oil marketers, requiring added empha- 
sis on single performance characteristics in their 
finished products, specify Oronite’s single perform- 
ance additives. If you want added detergent-dispers- 
ant or extreme pressure wear properties, greater re- 
sistance to corrosive wear, or special low temperature 
performance—Oronite can provide you any of these 
single performance additives. Whatever your needs 
you will find Oronite willing and capable of answer- 
ing your requirements. 


Ma 
COPYRIGHT 1957 BY ORONITE CHEMICAL COMPANY ALL RIGHTS RESERVED UNDER PAN-AMERICAN COPYRIGHT CONVENTION 
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Complete-performance additives 


For customers who require “complete-performance” 
from an additive formulation, Oronite additives im- 
part all the necessary performance characteristics to 
a motor oil: detergent-dispersant properties, resist- 
ance to oxidation, rust protection, corrosion protec- 
tion, reduced engine wear and engine cleanliness 
under low temperature operation. Most additives on 
the market provide some of these qualities but Oro- 
nite additive components are balanced to give opti- 
mum performance under all types of operation, at 
no extra cost. Whatever the type of service required 
of the finished oil or type of base stock available for 
compounding—you will get better all-around per- 
formance with Oronite additives. 


Engine testing facilities 


Oronite places unusual emphasis on testing com- 
pounded oils, whether for standard approval tests 
or special tests to prove out specific oil performance 
properties. Laboratory engine tests are made to es- 
tablish compounding levels required for various 
field conditions. These tests are then correlated with 
actual field operating conditions, thus permitting 
Oronite to make sound recommendations. Procedures 
are thorough for testing aviation, diesel and gaso- 
line engine oils. 


World-wide distribution 
and technical service 


Wherever you are located you will find field service 
and technical assistance quickly and consistently 
available. Your questions will be answered directly, 
problems solved efficiently and deliveries made on 
time. Knowing and understanding local marketing 
conditions in any part of the world, Oronite is in a 
position of being the most help to you. Why not let 
our vast experience serve you? 








Oronite Chemical Company 
200 Bush Street, Dept. L 
San Francisco 20, California 


| would like to hear your complete Lube Oil Additive story. 
Please have an Oronite representative call on me. 


Name 





Firm Position 








City State 





Continuous additive research 


The research and testing facilities behind Oronite 
additives are the most advanced in the nation. With 
years-ahead additive products being constantly de- 
veloped and tested, you can be assured that if you do 
business with Oronite you will be first to have the 
newest and best in lube oil additives. 


Retail oil marketing background 


Having close contact plus a long-standing back- 
ground of experience with customers in oil market- 
ing, Oronite has a first-hand knowledge of the prob- 
lems and opportunities of the oil marketer. This 
continuing association enables Oronite to make 
recommendations with sales and promotional ad- 
vantages—has helped many marketers gain better 
sales positions with superior compounded motor oils. 
Possibly we can show you ways to increase your sales 
and profits from finished oils. Why not talk it over? 


Reliable raw material source 


Oronite, with its closely affiliated companies in the 


petroleum industry, is assured of quality raw mate- 
rials and continuous supply. A leading manufacturer 
of petrochemicals, Oronite has the experience and 
facilities in oils and chemicals to consistently pro- 
duce the finest additive products—assuring you de- 
pendability, maximum performance and fair prices. 


ORONITE CHEMICAL COMPANY 


Executive Offices 
200 Bush Street, San Francisco 20, California 


Sales Offices 
30 Rockefeller Plaza, New York 20, New York 
Delaware Trust Building, Wilmington, Delaware 
20 North Wacker Drive, Chicago 6, Illinois 
Carew Tower, Cincinnati 2, Ohio 
Mercantile Securities Building, Dallas 1, Texas 
714 West Olympic Boulevard, Los Angeles 15, California 
450 Mission Street, San Francisco 5, California 


European Office 
36, Avenue William-Favre, Geneva, Switzerland 





In actual road tests... 


Dodge won top honors 
in test after test between 
comparable models of all 
three low-priced trucks. 
Special high-speed camera 
records actual finish of 
hill-climb test. From a 
standing start, test crews 
raced all three trucks up 
a 32% grade. Dodge was 
first by five lengths. 
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Dodge gives you more 
V-8 power, in every 
weight class, than either 
of the other two low- 
priced trucks. From 
204-hp. pick-ups to 232- 
hp. tandems, the extra 
power you get in a Dodge 
means an on-the-job 
performance bonus for 
you. It means greater 
economy, too, because it 
cuts down engine strain, 
reduces wear and repairs. 


Dodge Power Giants outpower, esta the 
“other two” low-priced makes by wide margin! 


Want power? Dodge outpowers its low-priced competi- 
tors by as much as 27 percent. 


Want economical performance? The advanced design 
of the Dodge short-stroke V-8 produces the most efficient e 
fuel usage in the industry. You get more miles per gallon 


. full power on regular gas. 
Want extra payload capacity and handling ease? Dodge PowerGionrs 


has ’em beat on both counts. 


How about it? Don’t you think you should find out for 
yourself? Just give your Dodge dealer a ring. He’ll brin 

a truck right to tenn door and he’ll show you certified 
test results that gece Dodge is a winner in actual 
tests and on out | job. 








MOST POWER OF THE LOW-PRICED 3 
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Buckeye “‘push-on’’--"‘pull-off” tight fill 
system uses proved side-seal 





Diagram shows 
how levers are 
released when 
cable is lifted. 
Springs hold 
them firmly in 
position when 
locked, 








| “0” ring wit No. SA9260-1 
No. 9260-6 | —— side- 


Here is a new tight fill system built around 
a proved-in-practice principle. 


Note that the “‘O”’ ring on the fill cap 
adapter is a side-seal. Seal is made as soon 
as the coupling elbow or cap passes over 
the “O” ring. No problem of leakage, even 
if cap is not locked in position. 


To connect—‘“pull-off” cap and “push- 
on” coupling elbow. Disconnecting elbow 
is equally simple. Just lift up on the hand- 
saving, nylon-coated cable to put levers 
in release position. Then just “pull-off” 
elbow. That simple! That quick! 


Coupling elbow is cast aluminum with 
four transparent windows to observe flow. 
Cap and adapters also are aluminum. 
Adapters available in 3” x 3”, 3” x 3%”, 
3” x 4” sizes. One elbow and one cap fits 
all adapters. Write for full details, or call 
your Buckeye distributor. 


Buckeye Iron & Brass Works 
Box 883, Dayton, Ohio 


America’s Quality Manufacturer of Valves and Fittings for the Oil Industry 
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: No Pump Coreen in Over Fight Years — 


Marlows Speed Up Loading Time . . . Last Longer Without Service! 


“‘No pump service in over eight years!” 
—that’s what George Riley, President 
of Community Service Stations, Inc., 
Newton Highlands, Mass., says about 
Marlow Pumps. When the first Marlow 
self-priming pump was installed by Hall 
Equipment Co., Quincy, Mass., in 1948 
to replace a rotary pump, the delivery 
rate was increased from 80 GPM to 225 
GPM. Because of the high efficiency and 
long service life of the first unit, a sec- 
and was installed in 1953 to boost the 
delivery rate to 510 GPM. Both pumps 
now operate continuously without down 


time or service! 


. 
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“Community” sells fuel oil at wholesale 
and retail through its own dealers as 
well as to independents. During the win- 
ter, the bulk plant handles over a million 
gallons per month. Five underground 
tanks are used for storage and piping 
is arranged so that either or both of the 
pumps, operating on suction lifts up to 


13 feet, can pump from any of the tanks. 


If you have a problem of petroleum prod- 
ucts handling for bulk plants, delivery 
trucks, or transports, see your Marlow 
dealer for the answer. For complete de- 
tails write for Bulletin PM-06. 


+ June, 1957 + NATIONAL PETROLEUM NEWS 


aS 


eS * 
atid lh ee eile et 


1 als oma 


DIVISION OF 


BELL & GOSSETT CO. 


Midland Park, N. J. 


Morton Grove, Illinois Longview, Texas 


in Canade: PUMPS & SOFTENERS LTD., LONDON, ONTARIO 
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For Today Most Complete Line of Quality - 


oo MKEN-DETROIT 





2-SPEED 
HYPOID SINGLE-SPEED HYPOID-HELICAL 
Wh : SINGLE-REDUCTION! HYPOID-HELICAL DOUBLE-REDUCTION! 
atever your requirements A rugged single-speed power DOUBLE-REDUCTION! This final drive gives you the 
for highway or off-the-road train that provides the very This advanced single-speed most advanced two-speed 


equipment—Timken® offers po sein single reduction dotineeeten ged gee ee Na hi gearing 
you a full line of driving, trailer ai lie eas aan 
and front axles ... brakes and 
gear boxes... backed by over 
50 years of manufacturing ex- 
perience and proved by field 
performance and laboratory 
testing. 
One example of the engi- 
neering features and superior 
quality built into every 
Timken-Detroit product is the 
improved ‘‘3 for 1’’ Letter 
Series Axle. 


WORLD’S LARGEST MANUFACTURER OF AXLES FOR TRUCKS, 











Axloe and Brakes tot Commercial Vehicles 
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Rockwell Spring and Axle 
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IMPROVED TIMKEN “3 FOR 1” LETTER SERIES 
DRIVING AXLES WILL DO THE JOB BETTER THAN EVER BEFORE! 


With the “3 for 1” you gain maximum 
interchangeability. You have your 
choice of three interchangeable final 
drives ...using the same housing, hubs, 
drums, brakes and axle shafts. All parts 
are standard production items. 


Timken-Detroit “3 for 1” Letter Se- 
ries Driving Axles give you longer op- 
erating life .. . lower maintenance cost 
..-smaller replacement parts inventory. 


Check these “3 for 1” features: 
Improved Hypoid Gears! Redesigned 
offset and increased Hypoid gear diam- 


eter provide longer gear life, smoother 
performance, and quieter operation. 


~~. 
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BUSSES AND TRAILERS 


Refined two-speed shift collar and 
cross shaft! Improved design gives 
positive locking action—reduces gear 
wear and maintenance. Each set of 
teeth performs but one function, driv- 
ing or locking. 

Improved torsion-flow axle shafts! 
More splines per shaft and increased 
root diameter give greater torsional 
strength, longer life. 


Famous time-proved differential— 
rugged, reliable and smooth! Extra 
strong gear body and teeth, plus hot- 
forged trunnion, give long trouble-free 
operation even under the roughest 
kind of treatment. 


Hot forged steel axle housing! The 


rectangular form of these high-carbon 
steel housings is the lightest, strongest 
shape of housing that is available 
today. 

improved ‘’P’ Series Power Brakes 
and ‘’DH” Series Hydraulic Brakes! 
Available in a complete range of sizes, 
these advanced brakes offer the most 
dependable stopping power—lower 
maintenance cost—easy adjustment and 
longer service. 


Plants at: Detroit, Michigan * Oshkosh, Wisconsin 
Utica, New York * Ashtabula, Kenton and Nework, 
Ohio * New Castle, Pennsylvania 
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ROCKWELL SPRING AND AXLE COMPANY 
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Lite is made easier for the man at the pump (and his 
customer, too). . . by this improved Veeder-Root 
Computer that has more skills built into it. Look at these 
features: Faster, easier resetting with controlled reset 
cycle... Fewer parts for easier, faster maintenance 

... More protection for totalizers . . . Larger figures 
and improved lighting for easier reading. All these 
improvements are proof of Veeder-Root’s continuous 
effort to make the ‘‘Head for Figures'’ more easy 

to use and maintain. 


Watch for more news from Veeder-Root . . . where the 
objective of every working day is to help the gasoline 

pump industry render better, more dependable service., 
to service stations and their customers. 


VEEDER-ROOT INCORPORATED 


Hartford, Conn. * Greenville, S. C. 
Chicago *« New York * Los Angeles 
San Francisco * Montreal 
Offices and Agents in Principal Cities 







Veevper-Roor 


“THE NAME THAT COUNTS” 
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THE RIGHT 


TRUCK TANK 
for you 


Take a good look at the six truck tanks illus- 
trated here. Five are stock models, one is a 
de luxe, custom-made job. They all have a 
number of important things in common— 
things you want in your truck tanks. 

Each one was engineered to the exact re- 
quirements of the work it has to do. Each one 
is constructed of the highest quality mate- 
rials, with strength to spare wherever strength 
is required. Each fitting and accessory is 
specifically designed for its particular purpose. 
All fittings are steel, malleable iron, or high- 
grade bronze. Each weld is expertly made 
and with no skimping. The tank of each one 
was tested at least twice after mounting. 

Of every 4 Quaker City truck tanks we 
build, 3 are repeat orders. Whatever your 
requirements—an inexpensive stock tank or 
a de luxe streamlined unit—Quaker City is 
your best buy. Write for full information. 


QUAKER CITY 
IRON WORKS 


3400 Gaul Street * Philadelphia 34, Pa. 


ONE OF AMERICA’S LEADING TRUCK TANK BUILDERS 
FOR OVER 25 YEARS 


Pacific Coast Distributors: 

Oil Marketing Equipment Co., 325 Fremont Street, San Francisco 5, Calif. 
Howard Supply Co., 5125 Santa Fe Avenue, Los Angeles 11, Calif. 

New England Distributor: 

Northeastern Petroleum Service & Supply, inc. 

37 Brookley Road, Jamaica Plain 30, Mass. 
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“The Betsy Ross” —1,200 gal., 3 compartment stock truck 
tank mounted on model F6 Ford. CA 84”. 


“The William Penn” —1,500 gal., 3 compartment stock unit 
mounted on model KB 7 International. CA 102”. 
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“The Ben Franklin” —2,000 gal., 4 compartment stock truck 
tank mounted on model U70 Autocar. CA 103%”. 


“The William Penn” —1,200 gal., 3 compartment stock unit 
mounted on model 6403 Chevrolet. CA 84”. 


“The Quaker Maid”—2,300 gal., 4 compartment tank 
mounted on model 755 GMC. CA 120”. 


2,500 gal., 5 compartment de luxe unit mounted on model 
U70 Autocar. CA between front tandem axle and cab 120%’. 





If you have anything to do with selling gasoline or other products from petroleum, 
you know the importance of product quality. Here’s where men of science, in 


laboratories the country over, are playing a big part in making and keeping such 
products consistently salable. 





For example, day in and day out at UOP, laboratory scientists and tech- 
nicians are rendering a continuing service to refiners, helping them maintain 
the quality of the products they manufacture on an economic and competitively 
marketable basis. 


We are confident that this service provides an important contribution to the 
ability of the petroleum refining industry to offer to customers products of 
consistent quality and satisfactory and economic service. 


UOP laboratory service is broad, covering a variety of projects, directly con- 
cerned with those factors of quality control which help keep products from 
petroleum salable. Geographically, too, this service is broad, regularly serving 





customers from every corner of the free world. So we say, UOP laboratory 
service is truly universal. 


UOP has prepared an interesting booklet on “‘How Men Of Science 
Help You Sell.” We'll be glad to send you a copy on request. 


laboratory s 








UOP Laboratories have 

available the most modern 

f ‘ili Be scientific research equip 
ment. For example, here is 


one of two mass spectro 
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They benefit from the effect on sales of Crown’s 
eye-catching lithography ... from Crown’s pack- 
aging knowledge which helps improve filling effi- 
ciency and cut costs... from prompt deliveries 
and fast service during peak marketing seasons. 
And Crown’s technical help is always available 
to resolve production problems during emergencies 


50 


and assure fast trouble-free packing operations. 
Crown’s broad experience in packaging—in ma- 

chinery for filling and closing cans... in pressure 

packaging -—combine to provide “one company re- 

sponsibility” that pays real dividends when you... 

call on Crown. 

CROWN CORK & SEAL COMPANY, INC., PHILADELPHIA 36, PENNA. 
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INDUSTRY SMALL FLEETS ESTATES 


At 


Every desirable consumer feature has been 
incorporated into the Bantam pump... 
< ... hose and nozzle combine to provide long 11 
.. motor and pump mounts directly on sturdy, foot reach. 


rigid base reducing noise to a minimum. ... well designed housing furnishes complete 
.. base is corrosion-resistant cast aluminum. weatherproof protection. 


. . front hanging hose arrangement is convenient, ...otary-type direct drive pump with 4 vanes 

reduces possibility of costly damage. and carbon seal eliminates leakage, binding. 
.. 12 G.P.M. flow rate permits speedy deliveries. ... explosion-proof % H.P., ball bearing mounted 
.. dial is clearly visible from wide angles. electric motor requires no greasing or oiling. 











Low first cost pays off fast... 


A modest initial investment in the Bowser Bantam pays big dividends. 
Costly repairs on obsolete equipment are eliminated. 


Regular, bigger volume deliveries with fewer stops increase profits on 
a long-term basis. 


CREIGHTON AVE., FORT WAYNE, INDIANA 
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ns the engine, FRAM cleans the oil! 


FRAM’s outstanding performance is the reason FRAM 
is used as standard equipment on more cars and 
trucks than any other make. This unparalleled ac- 
ceptance of FRAM quality assures customer satis- 
faction ... easier cartridge sales for your dealers. 


is first in research! 


Only Fram tests filters in a raging dust storm at the 
world’s first full-size dust tunnel. As a result of such 
pioneering research, FRAM has developed many new 
products which have provided better engine protec- 
tion for your customers and additional profits for 
your dealers. Examples: The new Fram Easy Change 
Oil Filter and the revolutionary new Fram Filtronic 
Carburetor Air Filter. 























is first to supply modern Filtronic® 
ers as original equipment! 


Almost 50% of the new 1957 cars are equipped with 
filtronic type air filters—a tremendous new source of 
cartridge profits for you and your dealers. And re- 
member, only FrAmM Filtronic Carburetor Air Filters 
have the Fram patented built-in gasket that ab- 
solutely prevents by-passing of dirty air. 


leads in merchandising! 


Constant, hard-hitting Fram promotions at the sta- 
tion level—designed for your dealers—have helped 
sell the need for regular oil and filter changes. Now, 
the revolutionary new Fram Filtronic Service Center 
gives your dealers another effective FRAM selling tool. 
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‘em... tell em... sell ’em 


Month after month, year after year, FRAM presents 
powerful selling messages in top consumer magazines, 
billboards and highway bulletins—convincing mo- 
torists of the need for engine protection. Constant 
LO oad fe trade advertising keeps your dealers up-to-date on 


- oS LKR 
Sareea eattaee S of 
pee ee FRAM merchandising and product news. 














elming customer acceptance for FRAM! 


Survey after survey reveals that when automotive 
filters are mentioned most people think of FRAM... 
the result of unbeatable product quality and years of 
effective sales promotion. 


e@ee@ese eoeeeoeeoeoese eases eeeee see @ 


No other filter manufacturer offers you so much! 


Continuing research that means you will always 
have the latest and finest filtration products in 
your TBA line. 
Continuing customer education to assure your 
dealers of a steady, consistent replacement 
market. 

sii Continuing dealer education combined with out- 

ms standing point-of-sale programs to help your 

dealers take full advantage of every profit 
opportunity. 
As always, FRAm products are sold on an uncon- 
ditional, money-back guarantee. 
All add up to more cartridge sales... more oil 
sales... more TBA sales! 


FRAM belongs in your TBA program! For com- 
plete details, write today to FRaM CORPORATION, 
Providence 16, R. I. 


OlL * AIR * FUEL * WATER FRAM Corporation, Providence 16, R. |. ¢ Fram Canada Ltd, Stratford, Ont. 
S@SSCCCOSCHCSESSHSEESEOEOEEHESESEE 
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This dock hose proves 


loading costs can be cut 


On-the-job performance records 
prove Gates Dock Hose assures lower load- 
ing and unloading costs on docks from 
coast to coast. 

Here’s why: 

Every length of Gates Dock Hose is 
made to order—built by skilled craftsmen—to 
assure the uniformly high quality this rugged 
service demands. 

Multiple plies of light-weight, high- 
tensile fabric, reinforced with spiral windings 
of steel wire, produce a hose that will withstand 
maximum suction and working pressures up to 
200 pounds psi. 

Fitted with any desired type of steel, 
bronze or aluminum nipples and flanges or with 
Gates built-in rubber flanges. 


The Gates Rubber Co., Denver, Colorado 


GATES oicriowors 
are in the 


Yellow Pages 


£@> aca 


Gates 


order 


made to 





Note these construction features: 


COVERS of Gates made-to-order Dock Hoses are 
specifically engineered to withstand the severest 
assaults of dock and tanker service. They long 
resist the damaging action of oils and deriva- 
tives, abrasion and weather. 


TUBES of black synthetic rubber have been 
expressly developed to handle petroleum de- 
rivatives without softening or swelling. 


EXACT LENGTHS—3 to 50 feet to meet the spe- 
cific requirements of any job—help eliminate 
damage which can occur when excess lengths 
are used. 


STATIC-BONDED FOR SAFETY— All Gates Dock 
Hoses and their built-in fittings are static- 
bonded to discharge electricity before a danger- 
ous charge can be built up. 


Specialized Research 


June, 1957 
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Hauler—L. E. Belcher, Inc., 


Springfield, Mass. 


Here’s the realistic way to decide 


between lightweight steel and a/uminum 


Faced with a choice of aluminum vs lightweight steel 
transports, be realistic and make your decision on 
what you can buy today. Don’t compare new alumi- 
num with the steel transports in your fleet that are 
three or five years old—check against the most 
modern steel you can buy now. 

That kind of realistic thinking made sense to Chas. 
Hough, owner, L. E. Belcher, Inc., Springfield, Mass., 
when he bought new Heil aluminum tanks for haul- 
ing gasoline and fuel oil: 


"We figure we save $1,998 a year per 

tank with our new Heil aluminum jobs 

over the lightest weight steel tanks. 
In less than two years, that will pay 
the difference in the cost of alumi- 

num over steel—then it's like money 

in the bank. And our figures are 
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based on the 61,200-lb gross limit we 
operate under in Connecticut and 
Massachusetts." 


Let Heil give you the facts 


When you’re ready to add to your fleet, let your 
Heil man help you make a sound decision by pro- 
viding you with all the facts. And remember... 
Heil aluminum transports are backed by the longest 
experience in the industry ... that, too, is a fact 
worth remembering when you want top perform- 
ance in aluminum hauling units. 


THE HEIL co. 


3000 West Montana St., Milwaukee 1, Wisconsin 
Factories: Milwaukee, Wis.; Hillside, N. J.; Lancaster, Pa, 








GRAB FISTFULS OF FATTER 
Pah TIRES 


MR. TBA MANAGER: TIRED OF “LOW-PROFIT’ SQUAWKS FROM YOUR DEALERS? 
Give them Armstrong Tires! The profit’s bigger. And full-price sales 
are easy — because customers can see the exclusive Safety Disc feature. 


* Armstrong Tires are easier to sell profitably. First, because Plus 2 sales clinchers 
the profit is bigger to begin with. Second, because your 
dealer isn’t selling “just a tire”. He is selling a better tire GUARANTEE 


with the “Ounce of Prevention” feature any customer can see. Longest, strongest in the industry! 
y Unconditional LIFETIME road 


. . . ° . ; ! 
First tire tread in 18 years to win a U.S. mechanical patent! paren sepeek. Snmpates 


Armstrong Safety Disc Tires grip the road to stop skids ADVERTISING 

as no other tires can. Let us show you the evidence. 

The hardest-hitting, most persistent 
Customers want this added safety. Armstrong’s powerful campaign in tires . .. hammers home 
national advertising tells them about it. Once sold, Armstrong the seme tested story over end over. 
buyers stay sold . . . come back for more Armstrongs. Why 
not give your dealers this unique competitive “plus”! 








GET THE ARMSTRONG STORY! 
ARMSTRONG RUBBER CO., HOME OFFICE, West Haven, Conn. LIFE, POST . . . TELEVISION 
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odern appearance... 
fo your im . ES 


n : 7 
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designed to meet your specific requirements... 
































Ingersoll-Rand 





powerful - compact: economical 


Attractive, inviting appearance pulls in the customers. . . fast, efficient service 
keeps them coming back. The modern answer to your air-supply problems is 
here with the brand new I-R Channel-flo. 


Ingersoll-Rand has adapted the many time-tested features of their larger com- 
pressors into a small, versatile unit to bring you new efficiency and economy. 


The Channel-flo is available in 1% or 2 hp. It's a two-stage, 200 pound per 


square inch unit. Get full details from your nearest Ingersoll-Rand branch or 
write direct to Ingersoll-Rand, 11 Broadway, New York 4, N. Y. 





Ingersoll-Rand 


11 Broadway, New York 4, N.Y. 
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There's 4 reason why... 


Take it off the floor 
Put it on the ceiling 





That’s the trend—to save space 
.-- increase efficiency ... cut labor 
costs ... step up profits! 

Aro’s advanced design and ease 
of operation make Arolube Serv- 
ice Reels the first choice of profit 
minded service stations and car 


dealers all over America. 
Overhead service for chassis, 
gear, A.T.F., motor oil, air, water 
and anti-freeze. Use the 36 month 
warranted AL-207 Aro Pump 
for overhead power. See your 
Automotive Wholesaler. 


THE ARO EQUIPMENT CORPORATION, GENERAL OFFICES BRYAN, OHIO 
Plants at Bryan and Cleveland, Ohio 
Aro of California, 3141 $. Grand Ave., Los Angeles 7, Calif. * Aro Equipment of Canada, Ltd., Toronto 15, Ont. 
Offices in All Principal Cities 


DEPEND ON 


ARO 


LUBRICATING 
EQUIPMENT 


® 
LUBE EQUIPMENT 


Automotive — Farm — Industry 
Also... Air Tools... Aircraft Products 
eo + Grease Fittings 
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Mack cabs are a lesson in compact, functional design. The 
extra space you pick up with a Mack B Model cab goes 
right into increased payloads. 


Mack trucks earn more... get more done... because 
PART FOR PART, MACK TRUCKS ARE THE BEST BUILT 


Take the Mack B Model Cab! 


It’s a compact, handsome unit that’s packed with 
advanced features for safety, economy, driving ease 
and million-mile durability. 


eiDrivers like the roomy comfort, the draft-free ventila- 
tion, the smoothly operating controls and unsurpassed 
visibility. 

@ Mechanics like the engine accessibility and the wide, 
wide working area when the hood is up, . . the quickly 

_ removable door panels, instrument panels and fenders 
'... and the easily accessible fuse board in the glove 
compartment. 


© You will like the rugged strength that underlines their 
safety ... the greater payloads . . . the stamina that 
rolls back upkeep costs and the handsome lines that add 
prestige to any fleet. 
And the same uncompromising superiority is built 
into every Mack component: engines, transmissions; 
axles, frames and rear ends. Part_for part, no other 
truck is built like a Mack, stands up like a Mack, 
or has the low-upkeep, high-performance, higher earn- 
ing power of a Mack. Mack Trucks, Inc., Plainfield, 
\New Jersey. In Canada: Mack Trucks of Canada, Ltd. 
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rides on four rubber cushions in 


UNITIZED construc- 
tion—an important 
Mack exclusive 


Mack B Model cabs 
need less attention, ride 
more quietly, keep their 
ru good looks long- 
er than any other make 
. .. thanks in large part 
to Mack’s unitized cab- 
and-front-end construc- 
tion. 

Cab, fenders, running 
boards, hood, and radi- 
ator shell are mounted 
as a single unit that 

a diamond pattern. 


Results? All components remain in line, unaffected by 
frame flexing. Components never “fight” one another. 
Rattling, buzzing and squeaking are eliminated. And the 
whole cab can be removed as a single unit, in one fast 
hoisting operation, to expose the engine and chassis for 
faster powerplant removal or sheet metal repair. 





MACK 
first name for 
TRUCKS 








POWER TIP 
as Chrysler 


‘57 Mobilgas 


Victory is further proof the fuel mixture, and fuel burns more evenly and 
¢ ; completely with these results. . . 
that POWER TIP design gives At low speeds, the projecting Power Tip gets hot fast, 
yee aa : operates hotter to burn away fouling deposits which 
better initiation of combustion agiaie qatten geciiemenee in city driving. At high 
for top performance and eg Power ao cooled by the richer 
air-fuel mixture to check power-wasting pre-ignition 
economy at all speeds caused by overheated spark plugs. Power Tip “‘fires 
up” at all speeds! 

Power Tip is available for all overhead-valve V-8’s 
and for most overhead-valve 6-cylinder engines in 

all of America’s 18 makes of passenger cars. 


The 1957 Mobilgas Economy Run gives dramatic 
evidence of Power Tip’s ability to give top perform- 
ance and top economy in all kinds of driving. For 1568 
miles, in the mountains, on the highway, and in city THE ELECTRIC AUTO-LITE COMPANY * TOLEDO 1, OHIO 
traffic, Power Tip sparked every winner to victory. 

Seise Mise Aube Lis Power Tic ovecetes ts ive thia RUGGED TEST SUPERVISED BY IMPARTIAL ORGANIZATION 


outstanding performance. — < / The Mobilgas Economy Run, spon- 


In today’s overhead-valve engines, you can’t win the | red gece: Bry te ae tee. 
battle of combustion from the “‘sidelines.’’ The pro- ;s vided by the Sports Commission of the 
jecting ceramic tip—the Power Tip—extends the | @) | United States Auto Club. Observers in 


spark gap inward toward the center of the combustion ye a cr semaines yaar 


chamber. Ignition takes place closer to the heart of el J observe all traffic laws. 





LOW PRICE CLASS LOW MEDIUM PRICE CLASS UPPER MEDIUM PRICE CLASS 
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Won by a PLYMOUTH BELVEDERE V-8, Won by a DODGE CORONET 500 V-8, Won by a CHRYSLER SARATOGA V-8, 
driven by Mary Davis. 52.6211 ton- driven by William J. Losher. 55.8920 driven by George Alsbury. 56.7267 
miles and 21.3907 miles per gallon. ton-miles and 22.0047 miles per gallon. ton-miles and 20.7032 miles per gallon. 








‘fires up all winners 
-built cars sweep 


Rineoncnst Run 


: ee | es i Ps 
§\> tebitiles 

9 08 HIGH PRICE CLASS AND 

SWEEPSTAKES WINNER 


B Won by an IMPERIAL CROWN driven 
by Mel Alsbury, Jr. 64.5153 ton-miles 
with 20.9465 miles per gallon. 


TeONOM 
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AUTO-LITE 


RESISTOR SPARK PLUG WITH 


POWER TIP 














US L.P.G. HOSE 


IT FIGURES... 
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U.S. Giant L.P.G. Hose scores high 
with butane-propane dealers 


Above are a few of the many testimonials to this finest of all 

L.P.G. Hose. The main reasons why U.S. Giant® scores so 

high are: 

* It’s constructed with a low-gauge, high-tensile yarn that 

provides the greatest strength along with extreme flexibility. 

* The tube and cover are specially compounded to resist 

L.P.G.’s permeating action. 

* The cover is blister-resistant. 

¢ Extra-strong carcass has two built-in wires for positive static 

dissipation. 

* Burst-pressures are well above safety standards required by 

any state. 

¢ Complete size range from %” to 3”. * 
U.S. gr L.P.G. nig is obtainable at any of our 28 Dis- Soaps = aa . “ ace ‘Sadan 
. “nea s e the extreme flexi y and absence of kin 

Rockefeller Center; New York 20,NoYeu "ue “SS G3 mal 70:5 Gt E.G Hon. The sie ie 
In Canada, Dominion Rubber Co. Ltd. storage tank during the filling operation. 


Mechanical Goods Division 


SEE THINGS YOU NEVER SAW BEFORE. VISIT U.S. RUBBER’S NEW EXHIBIT HALL, ROCKEFELLER CENTER, N. Y. 
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“What are we doing about uniform quality 
and prompt delivery of steel containers?” 


“We’re getting high quality from J&L 
...and they have a plant 
near every one of ours.” 


¢ J&L steel containers provide 
engineered packaging for de- 
pendable transportation and 
safe storage. 

¢ J&Lspecialists, backed up by 
modern research, are ready 
to consult on your toughest 
packaging problems. 


¢ Precise fabrication and cor- 
rect specification of fittings 
and closures. 


e Prompt dependable delivery 
from nine plants. 


e J&L, an integrated steel 
producer, controls container 
quality from start to finish. 


Call your nearest J&L Con- 
tainer Division office for rec- 
ommendations on your pack- 
aging problems. Or write 
direct to the Container 
Division, 405 Lexington 
Avenue, New York 17, N.Y. 


Jones & Laughlin 


STEEL -..a great name in steel 
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opened up 
a 


“Closed 


Market” 


Charles A. Vanlandingham 
was told the competition 


was plenty tough, 
‘ @ When Charles Vanlandingham opened a Shell station 
but with Shell in Portland, Oregon, in 1953, this was the situation: 


he put himself ahead The neighborhood was settled . . . no chance of a busi- 

me ness boom bringing in more people. And there were plenty 

of competition of well-established service stations taking good care of the 
neighborhood’s business. 


Here’s how Van got more than his share of this market. 
The first step was to hold daily “‘skull sessions” with the 
Shell merchandising man. After studying the neighborhood 
and its potential, they agreed that the best plan was a 


NATIONAL PETROLEUM NEWS * June, 1957 





door-to-door campaign. So Van went out to meet 
his market. 


He rang doorbells and spoke to housewives and 
husbands . . . told them in a friendly way he’d like 
to service their cars. The personal touch paid off. 
Gradually folks started coming in... more and 
more each day! And once they came in, Van sold 
em solid with fast, friendly service. 


The next job was to make all these people 
regular customers. Van did this by following the 
exclusive Shellubrication program to the letter. 
With Shell’s special lubrication cards and simpli- 
fied follow-up system, he was able to give the finest 
service in town and keep close tabs on hundreds of 
customers. His Shellubrication file now lists over 
400 regular customers, and it’s growing in leaps 
and bounds. 

Another favorite business booster of Van’s is 
direct mail. Van sends out about 9,000 cards a year 
to folks in the neighborhood, across town and out- 


Van's super Service includes pick-up and 
delivery of his customers’ cars. Here he takes 
an order on Shell’s exclusive easy-to-read 
customer receipt form. 


of-town. They carry messages like “Thanks for 
calling,” ‘Time to lubricate” and “We’re open 
around the clock.” 

These mailings must bring in a lot of customers 
because Van’s gallonage has jumped from 18,000 
gallons a month in ’53 to 40,000 gallons a month 
today. 

A big part of Van’s business is TBA sales. These 
were going along fine even before Shell introduced 
its TBA deferred-payment plan for credit card 
holders. Now TBA sales are going along at a fan- 
tastic clip! According to Van, Shell’s pay-later plan 
accounts for a substantial increase in TBA sales. 

Everything’s up at Van’s station . . . gallonage, 
TBA sales, and the number of regular customers. 
And it looks like they’re going only one way in the 
future . . . up even more! 

Yes, Van is a salesman. But as he has said him- 
self, ““A salesman is only as good as his product. 
It’s lots easier when you’re selling Shell!” 


Van and his men specialize in quick, efficient 
service. Asa result, they’ve more than doubled 
the station’s gallonage in 3 short years. 


It pays to be a Shell Dealer 
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INFRA-RED HOT NEWS FROM DUNLOP 


, 


DUNLOP...first with INFRA-RED 
for new strength in nylon tires 


Adding to an impressive list of major 
tire-building advances, Dunlop is the 
FIRST and ONLY tire manufacturer 
in the industry to increase the native 
strength of nylon tires through Infra- 
Red tempering. 


Now...nylon cord, stretched and 
heated under deeply penetrating infra- 
red lamps, achieves a high degree of 
strength and stability never approached 
by outmoded oven-heat processes. 
Combined with Dunlop’s AccuRay 


and other advanced quality control 
techniques, this unique and revolu- 
tionary process makes Dunlop nylons 
the STRONGEST on the road today. 


These are just some of the exciting, 
exclusive tio that keep Dunlop 
Dealers ahead of competition. . .just a 
few of the selling points that attract 
new customers and increase your 
profits. Get the complete Dunlop story 
...let us prove there’s MORE for 
YOU in a DUNLOP FRANCHISE. 


Dunlop's AccuRay®...a new atomic proc- 
ess which precisely controls cord ply thick- 
ness. Only EXACT amounts of protective 
rubber are uniformly applied to Dunlop 
plies. As a result... Dunlop tires are 
stronger... SAFER... better-balanced. 


@TRADEMARK OF INDUSTRIAL NUCLEONICS, INC. 


DU N LOP DEALERS 


are always a step ahead 


DUNLOP TIRE and RUBBER CORPORATION, BUFFALO 5, N.Y. / 
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ADVERTISEMENT 


There are only two types of motors you can 
specify for service-station compressor use — 
repulsion-induction or capacitor. But one 

of them can help save your company 


thousands of dollars yearly . . . 


ARE YOU MAKING THE RIGHT CHOICE? 


You’ve often heard the lament- 
“It’s not the original cost, IT’S THE 
UPKEEP!”’ This is the key to the con- 
troversy over whether single phase 
repulsion-induction motors or capaci- 
tor-start motors are best for service 
station compressors. 

On the surface, there appears to be 
little to recommend one type over the 
other. Both perform satisfactorily on 
pump and compressor applications; 
they are competitive with each other in 
price; and both conform to NEMA 
motor specifications (although the ca- 
pacitor motor is shorter in length and 
is about 30% lighter on a rating-for- 
rating basis). 

So much for the “original cost’. And 
so much for the similarities between 
these two motor types. From this 
point on, the wrong choice can cost 
your company thousands of dollars in 
unnecessary “upkeep’’. Here’s why: 

The capacitor motor is simpler and 
sturdier than the repulsion-induction 
motor. Simplicity means less main- 
tenance and greater reliability. How 
much simpler determines how much 
less maintenance—and therefore how 
much money you can save. So let’s 
compare the construction of these two 
motor types—feature by feature. 


1. THE CAPACITOR MOTOR HAS NO 
BRUSHES, while the repulsion-induction 
motor uses brushes. These brushes wear 
and stick in the brush holder and require 
periodic inspection and replacement. 
In addition, they are easily fouled by 
bits of dirt and grit, and wear out 
quickly in sandy environments—im- 
portant considerations in service station 
applications. 


2. THE CAPACITOR MOTOR HAS NO 
COMMUTATOR—the repulsion-induc- 


tion motor does. As you probably know, 
a commutator gets rough, particularly 
if there is sand or dirt in the air. It 
requires constant maintenance, and a 
badly pitted commutator causes motor 
failure. 

A second major disadvantage con- 
cerns the soldered connections on the 
commutator. When the rotor of the 
repulsion-induction motor overheats 
due to heavy overloads, the soldered 
connections melt and solder is literally 
thrown from the commutator. If only 
one of these connections becomes un- 
soldered, motor failure results. 


3. THE CAPACITOR MOTOR RESISTS 
HEAT MORE SUCCESSFULLY. Rotor 
temperatures of a single phase motor 
average 50% higher than the stator 
temperature. The repulsion-induction 
motor has a wound rotor with many 
coils of wire which are vulnerable to 
this higher temperature. The capacitor 
motor has a solid casting which is im- 
pervious to it. This assures longer life 
for the capacitor motor. 


4. THE CAPACITOR MOTOR USES A 
SIMPLE SWITCH TO DISCONNECT THE 
STARTING WINDING. Every time a 
motor is started, the starting winding 
operates to produce starting torque. 
When running speed is reached, this 
winding is disconnected from the 
electrical circuit. In a capacitor motor 
this disconnection is usually accom- 
plished by a simple, highly reliable, 
centrifugally-operated mechanism and 
totally-enclosed switch. To accomplish 
the same operation, the repulsion- 
induction motor requires an intricate 
construction of push rods or other 
mechanisms that run through the rotor 
to lift the brushes and short the commu- 
tator segments. 


June, 1957 + NATIONAL PETROLEUM NEWS 


5. THE CAPACITOR MOTOR HAS PER- 
MANENT ELECTRICAL CHARACTERIS- 
TICS. The characteristics of the ca- 
pacitor motor are permanent because 
they are cast into the motor. They 
cannot change with brush variations 
as the characteristics of the repulsion- 
induction motor can change when dirt 
and grime wear the brushes, or when 
the brush rigging is out of adjustment. 

These and other mechanical features 
of the capacitor motor mean simplicity. 
And simplicity means reduced main- 
tenance costs. 

In the face of this evidence, you 
might logically ask “Why have re- 
pulsion-induction motors been used in 
the past?’ In years past, before the 
advent of General Electric’s Tri/Clad 
55* capacitor motor line, capacitor 
motors often came off second-best to 
repulsion-induction motors in starting 
torque and sometimes in running 
speeds. The modern Tri/Clad 55 
motor, however, performs just as 
capably (and much more reliably) on 
compressor applications across the 
board. You no longer have to pay a 
high maintenance premium in order to 
get high starting torques and running 
speeds, because the G-E Tri/Clad 55 
capacitor motor gives you both of these 
features—plus long motor life and vir- 
tually maintenance-free service. 

To learn more about how G-E Tri/ 
Clad 55 motors can help your company 
reduce costs, simply contact your 
nearby G-E Apparatus Sales Office; or 
write: Sect. 840-7, General Electric Co., 
Schenectady 5, N. Y. and ask for 
bulletin GEA-6240 and GEC-1419. 
*Reg. Trademark of General Electric Co. 
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POWERFUL REASONS WHY A CHEVROLET 
STAYS ON THE JOB.. SAVES ON THE JOB! 











Chevrolet trucks are powered by V8’s that make 
every ounce count. Because of their trimmed- 
COMPACT CHEVY VS down design, they use less power to haul their 
(weighs up to 150 Ibs. less than others) own weight and put more power into hustling 
your cargoes. Like all Chevrolet truck com- 
© Shortest stroke of ponents, these engines are efficient performers— 
any truck V8 KOs : and that means top economy and dependability! 


S| Chevy’s the dollar saver de luxe of the American 
@ Short, durable . i road, and many of the reasons why can be found 
connecting rods ‘ beneath the Chevrolet truck hood. That’s where 
’ you'll often find a great V8 that’s at the head of its 
e Vertically compact d j class for compact, efficient short-stroke design. You 
cylinder block ~ - won’t find features to equal all those listed here 
Ts (at left) in any other truck V8’s today. Or, if you 

@ Rugged yet light ; rhs di prefer a 6, Chevy’s got the most popular 6- 
crankshaft 7 cylinder powerplants in the history of hauling. 
They’re honest-to-goodness truck engines, specially 
e Efficient hydraulic @ Long-wearing built to stay and save on rough, tough hauling jobs. 
valve lifters Moraine bearings You'll find that a Chevrolet truck gives you so 
much to save with! Your Chevrolet dealer is wait- 
ing to fill you in on all the facts. . . . Chevrolet 
Division of General Motors, Detroit 2, Michigan. 











Biggest sellers .. . because they’re biggest savers! 


CHEVROLET TASK: FORCE 57 TRUCKS 
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VAY 


in the chassis lubrication field 


“Brings me lots 
of extra business” 


Texaco Marfak represents the top in chassis lubricant 
quality. No other chassis lubricant matches it in 
performance, and no other chassis lubricant has been 
More than so heavily advertised and promoted. 


650 million pounds —_No other chassis lubricant does so good a job at 
of Marfak pulling in customers and bringing them back. You 
know what that means. It leads to more sales 
have been sold. : ; ‘ ‘ 
of oil changes, tires, batteries and other items. . . 
for Texaco Dealers in all 48 states. 


THE TEXAS COMPANY 


, such OUSY TC2 lop. 
S are es 
4 


“ 


O07 G7 }- FEXACO DEALER 
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Combination 





& 
Fits all cars 


H4IIR Valve for .453” and 
#54 Valve for 5,” rim holes, 
with #£3680C or #36806 
Extension. 


#4 #413R falar #420R Haier #55 
- < +_ << <_ -_ 


NEW TUBELESS SNAP-IN 
VALVE MOUNTING TOOL 7 SIZES OF TUBELESS VALVES USED ON 1957 MODEL CARS 


NEW! FOR 14” TUBES! 


ae) 
= . 


AD 


#992 FOR ALL TUBELESS Replacement Valve . . . and Valve Fishing Tool a division of SCOVILL 
VALVE LENGTHS ON ANY RIM for .453” and larger rim holes. 
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new tubeless tire valve 
Inventory savers 


Your choice of these tubeless tire valve 
combinations serves all sizes 
of the tubeless tires you stock 


COMBINATION #1. New All Service 
Clamp-In Type Tubeless Tire Valve 
Package. This inventory saver package 
unit reduces tubeless tire valve stocks 
to an absolute minimum. Ten Schrader 
Clamp-In Type Valves and five Exten- 
sions . . . the right combination to fit 
any ten Tubeless Tires you stock to 
various tubeless equipped cars rolling 
today. Extensions adjust the valve 
lengths to fit 95% of rims—where spe- 
cial ornamental covers are used. Order 
Schrader Unit No. 3640K-10 today. 


New Tubeless Tire Valve Mounting Tool (#992). 
Now you put in or remove Snap-in Valves . . . 
quickly and easily. Fits all rim widths and valve 
lengths—does the job right. 


New Chuck Gauge with Added Safety Feature 
for Mounting Tubeless Tires. Includes chuck clip 
and three feet of hose as recommended by the 
Industry for safety. Saves holding onto valve, 
frees one hand. Single push button control of 
all three: gauging, inflating, and deflating. Prac- 
tical for its extra safety 


FR EE 17” x 22” full practice tubeless Wall Chart hel - 
you pick the right valve to make your stocks 





Or if you stock tires for one or two car models—specially—Schrader packages 
each of the seven original equipment valves separately in boxes of 10 or 50. 


Plus NEW Products for Complete Tube and Tubeless Type Tire Service 


COMBINATION #2. New All Service 
Snap-In Type Tubeless Tire Valve 
Package. Services 100% of all passen- 
ger cars regardless of rim hole size, tire 
size, make or model of car, and type of 
rim cover. Contains two sizes of easy- 
to-install Schrader EZE-MOUNT Snap- 
In Valves (ten of each) and seven 
Valve Extensions to adjust valve 
lengths. Here is the package unit that 
eliminates your tubeless tire valve 
stock problems. ...Order Schrader Unit 
No. 990 from your supplier today. 


Clamp-in Type Truck Tubeless Tire Valves. 
Schader can provide you with Straight Type for 
side hole valve mounting, or with Bent Type for 
bottom hole valve mounting. 


More new Dns ag include the new Valve Fish- 
ing Tool (#991) for guiding a valve smoothly 
through .453” and larger rim holes while mount- 
ing tire and tube on 14” and larger sized rims; 
and the new #13R Replacement Valve that fits 
the .453” rim holes found in 14” rims used on 
1957 model cars. 


so 

| | } ig ae Ee 

REMEMBER! INSTALL A NEW VALVE WITH EVERY TUBELESS TIRE YOU MOUNT! p= TET. i 
A. SCHRADER’S SON, 470 Vanderbilt Avenue, Brooklyn 38, N. Y. = 5 55: 


Division of Scovill Manufacturing Co., Inc. 


FIRST NAME IN TIRE VALVES 








FOR ORIGINAL EQUIPMENT AND REPLACEMENT 
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Only 
ALEMITE 


on-the-car 


wheel 
balancer 


corrects both up-and-down and 
side-to-side unbalance...handles all size wheels, 
including new 14”! 


@ Balances wheels completely — without attach- 
ments! 


@ Exclusive Alemite “Vue-Scale” Meter gives pers — 
positive visual proof of balancing! © | 
i 


«ee And ALEMITE offers you a KINETIC UNBALANCE | DYNAMIC UNBALANCE 


FREE DEALER SIGH/ ‘v's nior on our tg warts os alee 2/1080 to 


inch at all speeds! 





to identify your service department 
with the powerful nationally adver- 
tised Alemite name! 


for ANT tions CONV godey! RATE paps fey 
mor pepresen™ Division of STEWART-WARNER CORPORATION 


piemite Dept. AS-67, 1850 Diversey Parkway, Chicago 14, Ill. 
WARNER 
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ATTN: PETROLEUM SALES MANAGERS 















for FULL PROFIT 
go FULL LINE 


























America’s Top-Quality Money-Maker... 


WITH A POLICY AND PROGRAM 
DESIGNED FOR YOU! 






























When your dealers sell General’s complete 
line of tires, batteries and accessories, they’re selling 
a quality line designed to produce 
full profits. Find out today how you can stir up new TBA 
sales among your dealers . . . make new and 
bigger profits with The General Tire, 
America’s top-quality money-maker. 
















THE GENERAL TIRE & RUBBER COMPANY 
AKRON, OHIO 


GENERAL 


gives you 


r e A complete line of passenger, truck 
and farm tires 


e@ Consistent and concentrated adver- 
tising help 

e A complete marketing and merchan- 
dising program 

e Warehouse facilities as near as your 
telephone 


e A Sales Training program designed 
to boost sales and profits 
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THE MOST ECONOMICAL TROUBLE- 
FREE REMOTE PUMP EVER OFFERED 


TRIED @ TESTED © PROVEN 


YOU CAN'T GO WRONG WHEN YOU INSTALL 
GENUINE ORIGINAL RED JACKET "EXTRACTA" PUMPS 


RED JACKET "FIRSTS" 


e@ % H.P. REMOTE SUBMERGED GASOLINE PUMPS 
@ % H.P. REMOTE SUBMERGED GASOLINE PUMPS 


@ % H.P. SUBMERGED BOOSTER PUMPS FOR EXISTING STATIONS 
USING SUCTION TYPE DISPENSERS 


@ EXTRACTIBLE SUBMERGED PUMPS THAT ELIMINATE PUMP PITS 
PUMPS THAT AUTOMATICALLY STOP WHEN STORAGE TANK IS EMPTY 


INSTALLATION AND OPERATING ADVANTAGES 


. Save over $600 per station 5. Simplified electric control panel — 


BO, another Red Jacket "First." 
. Permits economical, unlimited 


flexibility in station design —smaller 6, '/ H.P. readily handles 
piping, larger tanks, greater bury 8 dispenser stations 
depth and | lateral 
sage esta ic ot onan . No mechanical seals or stuffing boxes 
. Quiet — out of sight — 
lubrication and maintenance free . Use of Red Jacket remote pumps 
no longer requires 6 or 8 dispensers 
. No shut-off valves required in lines to justify cost of remote type stations 
bet d islands — 
= fed bet Pe” ‘ . Underwriters’ Laboratories approved 


. For large and small stations 


. Complete, sturdily packaged with 
all necessary controls, manhole 
and fittinas 





TYPICAL REMOTE GASOLINE 
PUMP INSTALLATION 
(For new stations) 


RED JACKET MANUFACTURING CO. 
Petroleum Equipment Division 
P. O. Box 270 Davenport, lowa 
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Look to Milwaukee for: 


MOST MODELS... 
GREATEST SIZE RANGE 


MODEL P-903 
SAFETY STOP VALVE 


All-bronze valve eliminates fire 
hozards and accidental losses at 
multiple dispensing remote pump- 
ing systems. Fusible link melts at 
160° F — shear section breaks un- 
der impact causing automatic clo- 
sure. Underwriters listed. 


MODEL P-2032-R—ALUMINUM 
HOSE NOZZLE VALVE 
Bulk delivery valve with full ca- 
pacity flow — quick, positive clo- 
sure. Three-speed, hold-open notch- 
es; dval poppets and bal d 
dash po? control. Brass or alumi- 

num available. 





MODEL P-519 

SWING CHECK VALVE 
Industry's most complete size range 
in screwed brass and flanged alu- 
minum models. Straight-through 
flow. Bronze, flanged type. Screw- 
ed cap, vertical seat, self-aligning 
check disc, 


MODEL P-546 
DOUBLE POPPET 
ANGLE CHECK VALVE 
This oall-bronze, full- 
capacity flow, surface 
extractor type valve has 
self-aligning swivel pop- 
pets. Available in 1'/2- 

and 2-in. sizes. 


MODEL P-901-U 
LEVER THROTTLE 
VALVE 
Widest variety both 
screwed and flanged 
types in the industry. 
Quick opening, positive 
closure. Perfect seating. 
Bronze Self-closing mod- 

els also available. 


Leading name in tank truck valves offers 


more profit opportunities; here’s why: 


MODEL P-2010 
HOSE NOZZLE VALVE 
R ded for aviation fueling. 
Twelve additional models available 
for filling station, bulk plant, farm 
use, Milvaloy nozzle body. Dual 
poppets and two-stage fulcrum lever. 





~~ Milwaukee you can get exactly the right model 
and size valve for all tank truck flow-control. You 
never have to settle for substitutes! You're always 
equipped to keep deliveries moving on a profitable basis. 

You'll like the quick-opening full flow — plus posi- 
tive shut-off . . . the built-in stability. Composition discs 
are impervious to gasoline or oil, leak-proof and long- 
lasting . . . quickly replaceable when necessary. 

And whether you select valves of Milvaloy, the strong, 
lightweight alloy, or bronze construction —you'll bene- 
fit from more exclusive, cost-saving advantages. 

Make Milwaukee (or Milvaco) valves your choice 
for all oil handling — bulk plant, tank truck or filling 
station. The extra value — and knowledge that you’re 
right — pays big dividends! Write today for literature 
or see your nearest jobber or wholesaler. 


THE MOST COMPLETE LINE OF PERMANENT QUALITY VALVES 


~ MILWAUKEE VALVE COMPANY 


A subsidiary of Controls Company of America 
2379 South Burrell Street © Milwaukee 7, Wisconsin 
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Pete Penn helps you 

ay Ee 
/S MAKE MORE OIL SALES 
WITH PENNSYLVANIA 


MOTOR OIL 


\/ 
7m 
\ Here are three benefits you can 
recommend to oil-change customers 
if they refill with your brand 
NZ 


~ ix of Pennsylvania Motor Oil: 


a ] e Better oil mileage 


2. Smoother engine performance 


a 3, Less engine wear 
i 


In 1957... 


96,500,000 MESSAGES 


Pete Penn will help build acceptance for your 
brand of Pennsylvania Motor Oil with 96,500,000 
advertising messages appearing regularly in these 
leading national magazines. 


MAKE MORE OIL PROFITS WITH A BRAND OF 


PENNSYLVANIA 
MOTOR OIL 
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FASTER LOADING 
EASIER HANDLING 
MAXIMUM FLOW 
SIMPLE MAINTENANCE 


Proven for Quality since 1892 
Wheaton Brass Works - Union, New Jersey 


REPRESENTATIVES IN ALL PRINCIPAL CITIES WORLD-WIDE 
United States Representatives RENICK & MAHONEY, INC. Foreign 
New York, New York 


P, R. GIRARD & SON PHIL S. CRUTCHER, JR. Manufacturers 
Chicago, Iilinois Louisville, Kentucky ag oo INC. EMCO LIMITED 
LUFKIN ENGINEERING MANNING, HONE | ery tne London, Ontario, 

& EQUIPMENT CO. — & SIEKMEIER INC. * EQUIPMENT CO. Conede 

ton, Mass. Denver, Colorado Albany, New York EMCO BRASS MFG. CO. 
C. H. CURRIER CO. a wy sTROYD EDWARD F DEN CO LIMITED 
Pasadena, California —_ Pittsburgh, Penna. Detroit, Michigan _Mareate, Kent, England 
~~ m0. J. A. SAVAGE Foreign WORTHINGTON CORP. 
Oakland, California Summit, New Jersey Representatives #0 € Janeiro, Brazil, S.A. 


THE WATTS CO. H. 0. LINK & SON E. A. TESSADA SOCIETE LUCEAT 
Houston, Texas Celtimere, Maryland Mexico City, Mexico Paris, France 





CONNOR & HARRIS EQUIPMENT SALES CO.INC. A, SOLARES Y CIA., LJUNGMANS 
Kansas City, Missouri Atlanta, Georgia S. En C., Havana, Cuba Maimo, Sweden 





AUTOMATICALLY / 


Faucets 
Yalwes 
Joints 


Tank 
Fittings 


Loading 
Assemblies 





New Centrifugal Sprayer spins off a continuous cur- 
tain of atomized lining material at a uniform rate. 


Centrifugal Spray process 

~ first of its kind! — employs a 

dynamically balanced wheel which 

spins at more than 3,600 r.p.m. As the 
wheel travels back and forth through each 
drum shell, the lining material is ‘spun 
out"’ through tiny holes in the wheel's edge. 


New Rheem process gives you 
a completely uniform lining 


...drum after drum after drum 


Uniform lining thickness—controlled to within .1 of a mil 
Uniform viscosity of lining materials with lower solvent content 


Uniform application: 


‘ Completely automatic - No air used in spray 
- Spray travels same distance to coat all surfaces 
‘No air turbulence, primary air or drum rotation 


Uniform curing: 


: 3-stage ovens with controlled temperatures 
‘Controlled air flow by placing drums upright in oven 


This new Rheem Centrifugal Spray 
process is so fully automatic, drum 
linings can’t vary from one drum to 
the next, one day to the next. 

It’s a vast improvement over all other 
lining methods. For it does away with 
troublesome air turbulence that causes 
oil, dust and dirt to gum up linings 


applied by conventional methods. 

It minimizes pinholing and blisters. 
It eliminates chance for human errors. 
It even helps the new Rheem high- 
temperature, vertical ovens do a still 
better curing job! 

Why not contact our nearest office for 
full details. 


YOU CAN RELY ON p WORLD’S LARGEST MAKER OF STEEL SHIPPING CONTAINERS 


Rheem Manufacturing Company 


Richmond and South Gate, Calif. * Chicago * Linden, N. J.* New York * Houston * New Orleans * Sparrows Pt., Md. 











Cash in on the plus values 
of A. 0. Smith TWIN dispensers 


This is it from A. O. Smith — the 
ultimate in twin dispenser design. You 
get big volume, “two-at-a-time” capacity 
in a remarkably compact package .. . 
accuracy plus functional beauty 
unequalled by any other brand of pump 
(twin or single). Your choice of 

models for one or two products... . 

and for service with the SMITHway 
Remote System. 

Consider these gleaming, customer- 
pleasing eye-catchers in terms of your own 
operations. See how they pay off with 
maximum pumping capacity in minimum 
island space, Write the office nearest 
you for facts about TWINS and other 
A. O. Smith business-building dispensers. 


PM-2 METER GUARANTEED 
TWO YEARS! 


Key to the long-life dependability of A. 
O. Smith dispensers, the PM-2 is self- 
purging. No chance for water, pipe scale, 
grit or sediment to cause wear or limit 
accuracy. Greater gallonage with service- 
free operation comes naturally. Replace- 
ment plan provides factory- reconditioned 
meter, with 12-month warranty, for only 
$15.00 exchange. 


Through research ...@ better way 


A.0.Smith 


METER PRODUCTS 


Model 13-DBP, standard, Model L3R-CP, remote, Model L3R-DP, remote, Factories: 5715 Smithway St., Los Angeles 22, Calif.; P. 0. Box 


with outside hose with concealed hose with outside hose Succasunna, N. J.; Offices: Atlanta 5, Ga.; Chi 4, UL; Meustes 
20, Texas; Los Angeles 22, Calit.; New York 19, N. Y.; : 
Toronto 12; Vancouver 1; International Division: Milwaukee 1, Wis. 
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ROCKWELL 
ROTOCYCLE 


METERS 
with New Crank Control 


The rotor in these meters is now controlled by a simple 
coordinated linkage. The new design does not alter the 
proven “floward” operating principle. It does enhance 
performance by providing the advantages of increased 
capacity, fewer parts, permanent timing and quiet oper- 
ation. These rotors are interchangeable with rotors in 
earlier model Rotocycle meters. 













No. 400 Rotocycle 

Shown with printing register. 
All other registers available. 
Made In cast iron or cast steel. 
Normal capacity range 80- 
400 gpm. 


No. 600 Rotocycle 

Shown with large reset regis- 
ter. All other registers avail- ; 
able. Made in cast iron or cast § 
steel. Normal capacity range 
120-600 gpm. 


No. 1000 Rotocycle 

Shown with non-reset register. 
All other registers available. 
Made in cast iron or cast steel. 
Normal capacity range 200- 
1000 gpm. 
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to make 


things that 


AIR ELIMINATORS 





Rockwell air eliminators are engineered | 
to remove all entrapped gases in the 
liquid before they reach the meter and 

adversely affect accuracy. In-line con- 

nections simplify installation. Unit : 
assembly of all working parts eases 

routine muintenance. 





ROCKWELL 


PITTSBURGH 8, PA. Atlanta Boston Charlotte 
Chicago Dallas Denver Houston Los Angeles 
Midland, Tex. New Orleans New York 
N. Kansas City Philadelphia ~— Pittsburgh 













these Rockwell Accessories 
your metering more profitable 








make your meters go—that improve measurement 


STRAINERS RATE LIMIT VALVES REMOTE REGISTRATION 
SYSTEMS 















IN-LINE STRAINER 










These valves are designed for use at 
meter outlets to control maximum flow 
rates and thus prevent over-speeding. 
They also have utility in providing 
equal distribution of liquid through a 
line of meters. 











REGISTER 
EXTENSIONS 












Register extensions 
ANGLE STRAINER permit installing me- 


ters under the load- 
Both types of strainers prevent for- ing rack platform or 


eign matter in liquid from damaging 
the meter. Both have large effective wadlerground. 
screening area and the economy of 
re-usable O-ring cover gaskets. RECEIVER 


























This remote registration system 
SWIVEL ADAPTORS permits centralized control over 
(Not Illustrated ) all metering operations. It trans- 






. _ mits meter registration from a 

ister to be rotated through a 360° turn emote location, such as on a 
for easy reading from any angle. loading rack, directly to a receiv- 
ing register of the printing type 

by synchronous electrical impulse. 
The transmitter is mounted atop 
the meter at the point of measure- 
ment. Its matching receiver is 
mounted in a central control office. 


ANGLE 
ADAPTORS 













Angle adaptors are used for ease of 
reading when meters are installed 
below ground, such as in airport pits. 





AUTOMATIC QUANTITY CONTROL VALVES 


Multistage type, for smooth non- 
shock shut-off of predetermined 
volumes of liquid. An invaluable 
aid when topping off loads or 









MANUFACTURING CO. 


San Francisco Seattle Shreveport Tulsa 
In Canada: Rockwell Manufacturing Company ~ 
of Canada, Ltd., Poronto, Ontario 
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TEFLON OR BUNA-N DISCS 
STEEL, ALUMINUM OR 
STAINLESS BODIES 


NEW WARREN 
HYDROLET in 
STRAIGHT (outlet 
parallel to inlet) 
fabricated design. 
Also available in 90° 
ANGLE fabrication. 


NEW LIGHTWEIGHT, LOW-COST, FABRICATED 


WARREN HYDROLET VALVE 


FOR HIGHWAY TRANSPORTATION TANKS 


M DRAINS COMPLETELY 
M pRIP-PROOF SHUT-OFF 
The new WARREN HYDROLET is a = cmt es corrosion- 


resistant, quick-closing valve with renewa 
and good fiow characteristics. 


Its unique design provides for complete drainage—no pocketing 

of product and no danger of contamination. 

Its fabricated construction provides greater strength with lighter 

weight. NEW WARREN 
The HYDROLET seals off products completely — my et — HYDROLET may be used 


for greater safety. It is maintenance-free as only a WARREN a eet ee 
Valve can be. WARREN Square 
Available in 3” size in STRAIGHT and 90° ANGLE types — in Manifold. 

Steel, Aluminum and Stainless. WRITE TODAY for complete 

information. 


le composition seats 


Manufacturers of 
WARREN Snap Seal® Safety Lamps f 


"Ort"o% 
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lead Termine! Crescent serves the largest in the in- 
Insulated Cable_ teas dustry. Let us show you the way to 
increased sales and profits. 


Lead Terminal 
Strap 


 Civis CRESCENT COMPANY, INC. 
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“Suanoan Koyal-T 


FIXTURE 


on ALL counts!”’ 


-..field proven! 





Guardian originated the Royal-T *—the island 
fixture that set the pattern for the whole 
Industry—built it to the highest engineering 


and construction standards. And the 





Guardian Royal-T has been field tested 


and field proven for a full year! 


Get the facts; write for the bulletin that 
shows why the Royal-T is still first in 
preference—by a mile! 


*Patent Applied For 


cvanoian_lightvcommany 


S00 NORTH BLVD. OAK PARK, ILLINOIS 
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personalized 
container service 


from 


’ 


Your US Steel representative makes it his business to understand yours, so he can help you select 
the right container for your needs. Profit from this know-how and personal service next time you 
shop for containers. Your US Steel salesman is always as near as your telephone. 


Profit from all 5 of these US Steel extras, too. 
Best rust protection—there’s more zinc phosphate on every USS rust-inhibited 
container. 


Eye-catching containers—your containers not only ship your product, but ad- UNITED STATES STEEL PRODUCTS 


vertise it, too—when color-decorated by U.S. Steel. whesen 
Prompt container delivery—a 7-point factory system gives you next-door service nf 
anywhere—any time. UNITED STATES STEEL CORPORATION 

po oe maaan variety—from 2%s-gallon pails to 55-galion drums, including 30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 
Lower unit cost— USS stainless-steel containers with their patented design give _ Los Angeles and Alameda, Calif. * Port Arthur, Texas 
lifetime service at unequaled long-run economy. Chicago, Ill. * New Orleans, La. * Sharon, Pa. * Camden, N. J. 


USS STEEL DRUMS & 
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Ford’s new fully automatic transmission 

provides six forward speeds... multiplies 

engine torque over 14 times for fast getaway and 
heavy going... retards speed on downgrades !/ 





_— 


tm retiene 


SAVES WORK! Just flick Transmatic’s control cs 
lever to the desired driving range and you’re done preesrewnn “a 





- opt]. | 


F oma BOUL 


with shifting! Transmatic Drive thinks and works SN 
for you, ending the strain of constant shifting! we 


ee ww Pn = == 


x 
SAVES TIME! Transmatic Drive keeps loads mov- oe a: hm ers gece 
ing! Starting torque is nearly double that of conven- Pe es) 
tional transmissions. It automatically selects the right “ 
gear! You get away fast, reach high gear sooner! 
Transmatic ends shifting lag: maintains momentum! 


SAVES FUEL! At cruising speeds you operate 
economically in direct drive with torque converter 
locked out! Under all driving conditions, Ford’s new 
Transmatic Drive keeps engine speed within the 
most economical, most efficient range! 


SAVES MAINTENANCE! Transmatic’s hydrau- 
lic retarder acts as a built-in brake; saves service 
brakes! Clutch maintenance is eliminated. The power 
train lasts longer because shock loads are hydrau- 
lically cushioned —a critical factor on off-road jobs! 

Transmatic Drive is another reason why Ford 
Trucks cost less . . . less to own... less torun... 
last longer, too! Call your Ford Dealer; he’ll gladly 
come out, at your convenience, with full details 
including model application data! 


Easier going up Easier going down Easier on the level 
No shifting lag. Transmatic preserves Sure control!“ The retarder acts as No-shift driving in traffic; 
your momentum . . . automatically! built-in brake; saves service brakes! the right gear always! 
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TRANSMATIC DRIVE 
Duty FORD TRUCKS! 





Time-saving, money-saving Transmatic Drive and Ford’s ern 
Heavy Duty trucks make a tremendous team to help you get 
more work done at less cost. Both are designed and built to 
last longer and give you a better return on your investment. 


FORD TRUCKS COST LESS 


—~<iiy . ..bESS TO RUN LAST LONGER, TOO! 
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Straight 


we 














Deep-sleeved 
UV screw cap 


Tamper-proof 


UV inner seal 





Deep-channelled 
UV nozzle 


sed 


sible Spouts 
s in pails 


Tri-Sure* UV Reversible Spout Assemblies—offering the most 
advanced features in pail closures—now have a new deep-type nozzle 
designed to receive a self retaining inner seal. This seal effects a 
tamper-proof closing, and gives products in pails an effective 
safeguard against pilferage, substitution and losses. 


Threads extend to the top of the nozzle, providing fuller thread 
engagement with the screw cap, and Neoprene gaskets—in the 
channel and in the base—give additional security. 


Ship your products in pails equipped with Tri-Sure UV Reversible 
Spout Assemblies. There is a spout for every kind of product and 
market— with the unique reversible feature that assures safer shipping 
. . . better pouring . . . easier stacking. 


Just specify the Tri-Sure 244” UV Nozzle and dust cap to your 
supplier—then order the spouts and screw caps that meet your needs. 


*The “‘Tri-Sure’’ Trademark is a mark of reliability backed by over 35 years sePving industry. 


\ 


and 
for drs 


CLOSURES 4 


AMERICAN FLANGE & MANUFAC TURING CO. INC., 30 ROCKEFELLER PLAZA, NEW YORK 20, N.Y. 
CHICAGO, ILL, + LINDEN, N. J. » NILES, OHIO 


Tri-Sure Products Limited, St. Catharines, Ontario, Canada 

Tri-Sure S/A Indiastria e Comércio, Sao Paulo, Brazil 

American Flange & Manufacturing Co. Inc., Villawood, N. S. W., Australia 

Compania Mexicana Tri-Sure S/A, Avenida No. 1 y Piramide, Naucalpan, E. de Mexico, Mexico 

B. Van Leer N. V., Stadhouderskade 6, Amsterdam, Holland 

Van Leer Industries, Ltd., Seymour House, 17 Waterloo Place, Pall Mall S. W. 1, London, England 
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Ahead of the Ne 








No Drop Likely—Crude imports probably 
won't be forced much under present levels by the ad- 
ministration’s current efforts. Reasons: the touchy dip- 
lomatic situation and the competitive need for foreign 
crude by companies not now in the importing picture. 
Future status of fuel oil imports is a question, since 
there’s no move to hold back the influx of products 
from overseas. 


Turnover Sleuths—American Petroleum Institute’s 
service station advisory subcommittee will take a nation- 
wide dealer turnover survey, to be completed next 
year. In charge will be George D. McDaniel, Socony 
Mobil dealer-jobber relations specialist. Turnover will 
be categorized by deaths, retirements, improvements, 
and losses to competitors, as well as by dissatisfaction 
with the business and inability to operate successfully. 
That’s more exhaustive than the breakdowns now used 
by most oil companies. 


Aid for Consignees—API’s commission wholesale 
marketers advisory committee will probe ways to “en- 
hance” the status of consignees, now that results of its 
new survey are in. Majors who participated are also 
expected to give special attention to the situation. Some 
survey findings on the consignee segment: 

@ 54% do under 1-million gal./year; 25%, 1-2 
million; 12%, over 2-million. (About 9% didn’t reply 
to question.) 

@ Over 80% are “satisfied” with supplier contacts. 
@ Consignees want more frequent calls by supplier 
reps; better reps; more and better advertising; more 

ier-built stations and equipment; less paperwork; 
better dealer training programs. 


i 


ah, in the iberling Rubber Co. may 
another firm in 1957. In an attempt to expand 
and diversify its manufacturing interests, Seiberling 
has “looked over 23 other companies and negotiated 
with more than 12.” - 


Jobber Tax Hopes Fade—Two tax breaks sought by 
National Oil Jobbers Council seem blocked, at least 


opposition is likely to stop proposals to change the 
level of gasoline tax collections and to create tax 
refunds for stock loss. Both were dropped from the 
ee en are bY Seocee Wags aad 
a Committee. NOJC general counsel Otis Ellis 
hopes to a non-controversial tax 
, but experts say its a dim chance. 

se ngfleenr ting esis eiglbalage! Under 







Re-Brand Warning—Suppliers who make re-brand 
gasoline available at low prices are heading for trouble, 
according to a warning being quietly passed around 
by a major. This creates an unrealistic retail price 
differential on the same product. Competitors won't 
tolerate the differential and can be expected to meet 
the low prices. The multi-price supplier will see his 
branded operators suffer, according to a major company 
observer, who comments: “This double standard can’t 
be justified.” 


NCPR to Furnish Figures—House Small Business 
Committee expects to get organizational data from Na- 
tional Congress of Petroleum Retailers. Committee 
chairman James Roosevelt (D., Calif.) has requested 
total membership, financial structure and source of 
revenue from NCPR. Subcommittee spokesmen say the 
information will be held confidential when it is re- 
ceived. Many oil marketers doubt NCPR’s claim of 
30,000 members. 


Margin Ceiling—Jobbers have been hearing with 
increasing frequency this spring that present margins 
represent a ceiling. Suppliers argue they are likely to 
think of shifting to salaried operations before piercing 
this ceiling. A warning on margins was sounded publicly 
by Indiana Standard marketing vice president Dwight 
Benton in February. Since then, that word has been 
repeated informally at jobber meetings. Some jobbers 
describe this as psychological warfare calculated to 
counteract jobber claims that increased operating costs 
justify a push for additional margin. 


Goodbye to Spillage?—A new electronic control de- 
vice to prevent overfilling of storage tanks will soon be 
tested by several majors. The device works with any 
product. Hook-up is made to pumps which shut off 
automatically when the right amount of product is in 
the storage tank. The manufacturer says the device 
can be utilized for truck loading as well. 


Humble Eyes West—Humble Oil & Refining Co.’s 
long-range marketing plans include possible west- 
ward expansion past New Mexico, says incoming presi- 
dent Morgan Davis. Humble’s in New Mexico now, and 
has no other immediate plans, says Davis. But “when 
it becomes more economically feasible, we will prob- 
ably expand westward.” Davis is expected to continue 
Humble’s basic marketing policies, including a general 
policy of marketing direct rather than through jobbers. 


More Ahead of the News > 
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“Good Faith’ Outlook: Still Muddy — Supreme 
Court’s refusal to review Enterprise Industries’ case 
against The Texas Co. doesn’t clarify the “good faith” 
issue. Refusal was on grounds that Enterprise didn’t 
prove damages inflicted by alleged price discrimination; 
the Court didn’t rule on applicability of Robinson- 
Patman Act “good faith” defense in price wars. But 
test may materialize during current FTC actions against 
Sun Oil and Pure Oil. 


Costly Change Coming?—A regulation to require the 
use of zero-start ticket printers on fuel oil delivery 
truck meters will be considered this month by the 
National Conference of Weights and Méeasures. 
Marketers oppose the rule because of the high cost 
of converting trucks now using accumulative printers; 
one company figures the switch would cost $570,000. 
Elimination of pump visigages wil] also be considered. 
It was voted down last year. 


New Refinery for Northwest—U.S. Oil & Refining 
Co.’s $10-million refinery in Tacoma, Wash., is slated 
to go on stream July 1. Initial capacity will be 6,500 
b/d, but the figure will eventually be raised to 25,000 
b/d. Crude supply will be from Canada via tanker 
from Vancouver. Refinery is financed by All-State 
Insurance Co., a subsidiary of Sears-Roebuck Co. 
Controlling interest in common stock is held by J. 
Edward Miller, Washington oi] man who also controls 
Time Oil Co., expected to be the refinery’s biggest 
customer. 


Haste Makes Waste—Indiana oil marketers will get a 
$750,000 windfall from a king-sized goof by the state 
legislature. To get more money for road-building, the 
lawmakers increased the state gasoline tax from 4¢ 
to 6¢ per gal. They intended, at the same time, to 
reduce the 3% shrinkage allowance to 2%. But in 
the rush to adjourn, no one noticed that the reduction 
had been applied only to distributors of diesel fuel. 
Gasoline distributors still were left with the old 3% 
allowance. Result: Indiana wholesalers will pocket the 
$750,000 difference between collections under the 3% 
and 2% allowances. That’s an average of nearly $1,500 
each for the 500-plus wholesalers in the state. 


Expansion plans—El Paso Natural Gas Products Co. 
plans to build at least 50 new service stations this 
year in Texas, New Mexico, Arizona and Colorado. 
The company will also upgrade “quite a few” stations 
acquired from the old McNutt Oil and Refining Co. 
El Paso has been steadily expanding since its recent 
acquisition of the McNutt interests, and has its eye on 
a still bigger share of the market. 





90 


New Station Showcase—Continental Oil Co. will 
soon open a new colored porcelain enamel service sta- 
tion in St. Louis. Land for the site cost about $100,000 
and the air-conditioned building costs in the neighbor- 
hood of $80,000. 


Give ‘Em the Air (6uspension)—P car air 
suspension systems during the 1957 model run will 
probably be limited to the $13,500 Cadillac Eldorado 
Brougham. That’s being produced at the rate of three 
a day. Here’s the 1958 outlook for air suspension: 

e General Motors—All cars (Chevrolet, Olds, Buick, 
Pontiac, Cadillac) will offer it as standard or optional, 
depending on model. 

e Ford—Only those Fords, Edsels, Mercurys and 
Lincolns operated by Ford are likely to have it, but 
competition may force company’s hand before the 
year is out. © 

e American Motors—tIn the works. 


e Chrysler—Sticking to new torsion-bar system. 


Truck Trend, Too—Look for a similar, speedier trend 
to air suspension in trucks. GMC already offers it as 
optional on all its models, has conversion kits for 
trailers. Coming Ford trucks may offer it also. Truckers 
seem to like air suspension because it increases vehicle 
life (less bouncing when Pil cuts breakage of goods 
on dry cargo hauls, lowers maintenance costs, Grey- 
hound buses have used air suspension for some time. 


Jobber Aid Plan—A major oil company is considering 
- management institute for its own jobbers and sales- 


purpose, of course, is to help the jobbers be better 
businessmen, 


: 


“Little Inch” Switchover?—Legal tug-of-war 
reconversion of Little Inch pipe line from gas to 
products may last all year, but odds 
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NPN PRICE AVERAGES* 
Refinery/Terminal 


May Apr. May 
1957** 1957 1956 





















GASOLINE ~~ 


———— 


Gasoline 

(regular) 12.74 12.71 12.01 
Kerosine 11.84 11.90 10.93 
Distillate 10.32 10.38 9.36 
Residual 645 6.42 5.19 
4 principal 

products 10.45 10.43 9.51 
Lube oil 24.17 24.17 22.45 
Crude at 
well ($ 
per bbl.) 3.18 3.18 2.84 
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*Weighted average price, prin- 


1 cipal markets. **Through May 10 
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MONTHLY PETROLEUM STATISTICS 


Primary stocks (Last Day) May 1957* Apr. 1957 May 1956 
Finished and unfinished gasoline (thous. bbl.) ............. 197,402 199,142 186,673 
Demme (Gl Gr Ce OO |... nes Eevee... 82,260 77,260 75,928 
rene (ONE, SUE oe os oo is cic cae k cove as ev sa bees se 21,907 20,735 21,883 
Residual] fuel oi] (@hous. bbl.) ..................... ae 38,745 37,240 36,607 
Crude oil-—B. of M. (thous, bbl.) .................... ne 261,876 261,050 277,497 
Refinery Activity 
Crude runs to stills (thous. bbl. daily) ................... 7,925 7,746 7,896 
Foreign crude included (thous. bbl. daily) ........... bis 841 862 907 
% of refinery capacity operated .................... oak 88.8 86.8 92.9 
Refinery Output 
Ces (thous. WA daly). oc... ec 3,725 3,741 3,756 
Bee (lous. Bon, Gl os. ek. 296 282 292 
Distillate fuel oil (thous. bbl. daily) ..................... 1,803 1,765 1,667 
Residual fuel oil (thous. bbl. daily) .... . a eee ns os ROBE 1,178 1,165 1,149 
Crude Supply 
U. S. crude oil production (thous. bbl. daily) .............. 7,463 7,527 7,064 
a __ Crude oil imports (thous. bbl. daily) ..................... 849 891 937 
. *Through May 10. 


Source of Data: API Weekly Reports, except 1956, Bureau of Mines. 


“Mi = MONTHLY MARKET TRENDS 








Latest Month Previous Month Year Ago 

Exports of crude and refined products (thous. bbl.) ......... 26,471 (Feb.) 25,849 7,879 
Average station gasoline price, ex tax (¢ per gal.) .......... 22.20 (May) 21.95 21.48 

~ Gasoline consumption (million gal.) .................... 4,406 (Jan.) 4,520 4,070 
Service station permits (number) ................ Sas «iis 695 (Dec.) 874 659 
cars—domestic shipments (thous.) ............. 569 (Mar.) 557 555 

Trucks and buses—domestic shipments (thous.) ........... 74 (Mar.) 74 87 
Automotive replacement tire shipments (thous) ........... 5,579 (Mar.) 5,051 5,034 
Replacement battery shipments (thous.) .................. 1,955 (Feb.) 2,638 1,340 

- Oil burner shipments (thous) .......................... 43 (Feb.) 46 45 






cays sah oes 1,146 (Mar.) 1,067 





Supply and Demand 


Post-Suez Demand Is Back in the Groove 


THE LAST HALF OF 1957 will find 
petroleum demand at U. S. refineries 
settling down to a normal basis, after 
the flurry of shipping emergency sup- 
plies to Western Europe in the early 
months of the year. 

Total demand for the coming six 
months is now forecast at 9,588,000 
b/d average, an increase of 4.7% from 
the last six months in 1956, in the re- 
vised NPN forecast. This supply-de- 
mand survey, like its first-of-the-year 
forecast, is based on data submitted to 
NPN’s editors, individually, by econ- 
omists with oil companies, banks, oil 
associations, and other authorities. 

The current survey shows that total 
gain in demand for all 1957 will be 
around 6%. Without the additional 
Western Europe shipments, 1957 de- 
mand would likely be around the 5% 
rate of growth of the past years. 

Total domestic demand for the last 
half of 1957 is now estimated at 9,- 
225,000 b/d average, a gain of 7.4% 
from the last six months of 1956, and 
a much larger rate of growth than in 
the first six months of 1957. The larg- 
est gains in shipments will be in dis- 
tillate fuel oil, kerosine and jet fuels. 
The current forecasts of domestic de- 
mand are slightly less than the demand 
estimate made at the start of 1957. 


Midyear Appraisal of 1957 Petroleum 
(1000 b/d average) 


Domestic Demand 


Gasoline 
Kerosine 
Dist. Fuel Oil 
Resid. Fuel 


Dist. Fuel Oil 
Resid. Fuel 
All Other 


Total Exports *** 
Total Demand 


Dist. Fuel Oil 
Resid. Fuel 


Total exports for the last half of 
1957 are now forecast at 333,000 b/d 
average, a drop of 38% from the 535,- 
500 b/d rate for the last six months 
of 1956. The emergency shipments to 
Europe started in November. Largest 
declines in export shipments will be 
in the middle distillate products. 

For all of 1957 total petroleum de- 
mand is now forecast at 9,730,000 b/d 
average, an increase of 5.9% from 
9,185,000 bbl. in 1956. Total export 
demand, including crude oil, for the 
year will average 504,000 bbl. daily, 
17.8% larger than the 428,000 b/d 
avg of 1956. During the first six 
months, estimated export shipments of 
679,000 bbl. daily, are more than 
double the 322,000 b/d average ex- 
ports for the first half of 1956. The 
third, and the fourth quarter particu- 
larly, will show a material drop in 
exports from the corresponding quar- 
ters in 1956. 

Total demestic petroleum product 
demand for all of 1957 is now fore- 
cast at 9,226,000 b/d average, an in- 
crease of 5.4% from the 8,757,000 
b/d rate for 1956. Of the volume 
products, the largest rate of gain will 
be in distillate fuel oil, where daily 
average demand for 1957 will be 1,- 
803,000 bbl., 7.1% larger than in 


First 6 Mos.* 
% Chge 
from 756 


1956. Fourth quarter demand will be 
close to 2,200,000 bbi.. 

Domestic gasoline demand for all 
1957 will average 3,965,000 bbl. 
daily over the year, 5.3% larger than 
in 1956, with third quarter shipments 
reaching 4,160,000 bbl. daily. 

Domestic residual fuel oil demand 
will average 1,564,000 bbl. through 
1957, 1.9% larger than in 1956. Kero- 
sine shipments are expected to be only 
1.3% larger for domestic trade, but 
will show a large gain in export. 

Impact on Product Stocks—Heavier 
than crude runs to stills in 
the early months of 1957, in anticipa- 
tion of the emergency demand, built 
up product stocks to higher than ade- 
quate levels at the end of the first 
quarter. Distillate fuel oil stocks, 
March 31, were 75,700,000 bbl. This 
compares with around 62,100,000 bbl. 
inventory March 31, 1956, and “ade, 
quate” inventories of 61,000,000 bbl. 

Gasoline stocks March 31 were 
about 203,500,000 bbl., compared 
with around 198,000,000 bbl. the year 
before, and 200,000,000 bbl. “ade- 
quate” inventories. 

Residual fuel oil stocks were about 
37,250,000 bbi., as against 33,900,000 
bbl. the year previous, and 33 re 
bbl. “adequate.” 


Demand 
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This Bennett By-Pass Valve, machined to gleaming perfec- 
tion of bronze, exemplifies the standard of quality, value 
and engineering excellence typical of every part of a 
Bennett 


Its advanced design en gp significant features in- 
cluding extra large valve area, fluted sagas gam 
siubiosiag-end to eliminate chatter. If you examine it fur- 
es, yor a 


Compare ot ep eee 
will see why, complementing every other 
part eal a Bennett, it produces those inherent characteristics 
of “traditionally low maintenance cost” and long life 
acknowledged by marketers everywhere. 


JOHN Woop COMPANY * Bennett Pump Division, Muskegon, Michigan 


in CANADA: JOHN WOOD COMPANY LIMITED: Toronto + Montreal + Winnipeg + Vancouver 





The Standard for Comparison 


Model 256 
Hluminated Oil 
Merchandiser 


Model 246 
AWTH Islander 


Model 248 
AWC Islander 
with Cash Box 


Model 98 
Tirefiator 


Model 789 
Fleetmeter Pump 
with Ticket Printer 


i 


Model 100 BMF 
Grease Dispenser 


Model 2008 G 
“Big G” 


Transfer Pump 


Model 506 
Barrel Pump 


Oil marketers know and appreciate the vast 
margin of safety built into the Bennett fam- 
ily of dispensing equipment—the margin of 
safety in engineering and fine workmanship 
that assures users of day-by-day, year-in- 
year-out dependability. 


Built to the world’s highest standards of 
quality, Bennett-Eco products also give users 
that EXTRA margin of safety that means 
lowest maintenance cost—and may mean the 
extra margin called profit. 


Model 56 
Fleet Jr. 


: 


Model 656 
Highboy 


Model 32 
Hose Reel 


Model 244 
AWT Islander 


JOHN WOOD COMPANY . Bennett Pump Division - Muskegon, Michigan 
District Offices: Albuquerque « Atlanta « Baltimore * Boston * Buffalo * Charleston « Chicago * Cleveland « Dallas * Denver © Detroit 
Kansas City * Los Angeles » New Orleans * New York « Philadelphia Pittsburgh * Rochester © Salt Lake * Seattle © St, Paul * San Francisco 


IN CANADA: JOHN WOOD COMPANY LIMITED - Toronto + Montreal * Winnipeg * Vancouver 
Export: John Wood International Corporation, 29 Broadway, N. Y. Cable “WOODINTER” 








Coming month... 


How to Improve 
Jobber Efficiency 


outlining sharp ideas for 
‘better jobber management and operations. 


It’s based on a nationwide survey of successful 
jobbers and key major-company officials. 
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THIS IS IT! 


GREATEST AD CAMPAIGN IN SINCLAIR HISTORY 
CREATING NEW SALES FOR SINCLAIR DEALERS! 


Sinclair’s great new advertising campaign features the Sinclair Dealer in every Dino, the Sinclair Dinosaur, says: 
ad. It emphasizes the important part he plays in the operation of a service sta- “Sinclair lead 
tion. It depicts the Sinclair Dealer as the good neighbor, good friend and good mane wees 
business man he is. In addition, it does a powerful job of promoting new the industry 
Sinclair Power-X Gasoline with the exclusive new X-Chemical “Octane Booster.” 
Sinclair’s new campaign is in hundreds of newspapers. It’s on thousands of big y * 
billboards. It’s on 880. . . that’s right . . . 880 radio stations. And it includes assistance. 
FREE colorful, vigorous point-of-sale and sales promotion items, too. 

New customers, new business, new profits can be yours as a Sinclair Dealer. 

Now, right now, is the time to talk it over with your Sinclair Representative. 

Or write Sinclair Refining Company, 600 Fifth Avenue, New York 20, N. Y. 

Ask, too, about the Sinclair TBA franchise, featuring Goodyear, the greatest 

name in rubber. 


SINCLAIR 


NATIONAL PETROLEUM NEWS * June, 1957 


in dealer 





Jobber Headaches 


What bothers the jobber these days? Many things, from impertinent 
salesmen to tight money, according to a recent NPN survey. 

The problems fall into two main categories—those over which the 
jobber has control and those beyond his control. An example of the second 
type is the commercial account, a class of business jobbers are finding increasingly 
difficult to retain. This business has been lost not only to major suppliers but to 
other jobbers and independent refiners. At least two majors have stated openly 
that jobbers should no longer rely on this kind of business. While jobbers. may 
lament the loss of this business, it is unlikely that it can be restored through any 
sort of intervention. 

On the other hand, the manpower problem is something that can be solved. 
This turned out to be one of the ranking problems. 

Considering the multiplicity of problems, a jobber might well divide 
his own into two groups—the ones to which he can realistically seek a 
solution and those he is being unrealistic about if he expects relief. The survey 
(page 98) indicates that some jobbers are worrying about unrealistic things and 
wasting time at it. The time might better be spent in clamping down on realistic 
problems. 


Take It Easy, Jimmy 


The Roosevelt small business subcommittee got off to a reckless start 
in Washington. But it has run into snags. 

After ordering several oil marketing figures to produce financial statements, bank 
books and other confidential records, the subcommittee discovered that it was 
not able to sustain charges against them. In some cases, subpoenaed persons were 
put to unnecessary inconvenience and expense. One of them, H. A. Inness 
Brown, publisher of “Gasoline Retailer”, a business publication, charged that 
the committee was “treading near to violating the Bill of Rights.” 

The National Congress of Petroleum Retailers got one black eye because some 
of its officers put the Roosevelt committee up to charging major company 
domination of other people in oil retailing circles. The committee later excoriated 
NCPR officials. 

In the midst of its cross-country hearings, the committee received the news 
that representative Shell dealers, in a secret ballot, rejected four of the committee’s 
own bills, which the committee drafted ostensibly to favor dealers. 

The Roosevelt committee should realize that the oil marketing industry 
is too complex for impetuous action. It should proceed cautiously and 


temperately. 
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These 10 Problems Are 


OU’LL FIND an extensive summary of the 

business problems facing today’s jobber in 
this eight-page special report. It’s the result of 
the first major survey ever made to find out 
how oil jobbers size up their problems. 

To get the answers, NPN took a scientific 
sampling of 300 jobbers—both the grass roots 
and those who are very active in jobber associa- 
tion affairs. Each jobber was asked to name the 
five biggest problems he faces today in oper- 
ating his business. 

No two jobbers came up with exactly the 
same list of difficulties; all in all, 46 different 
problems were mentioned. But there was a large 
area of agreement on the ten biggest problems. 


Some of the problems are things that the 
jobber, and his supplier, can improve. NPN will 
present another special report next month that 
gives some concrete suggestions for improve- 
ment. However, some of the others are likely 
to remain jobber problems for a long time— 
unless they’re eliminated by government in- 
tervention, radical shifts in major-company 
policies, or a drastic change in the whole dis- 
tribution system that would put the jobber on 
top. 

The report that follows outlines the problems 
as reported to NPN by jobbers themselves. 
Some of them asked that their comments not 
be identified. Here are the highlights: 


Manpower is the jobber’s foremost problem. Good men are 





hard to find and keep, whether dealers or employes 


Margins aren't high enough, while products prices and 


investment costs are rising 


Unstable markets and price wars bother jobbers, who blame 





major companies more than independents 


Working capital is hard to get, but many jobbers can't 





expand or carry accounts receivable without it 


Commercial account practices still anger jobbers who say 





no one should be able to buy below their price 
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the Jobber's Toughest 


Credit and collections plague jobbers who give credit 





to keep customers, but can't afford to carry them 


Station overbuilding is charged against majors. Jobbers 





say it cuts volume, hikes land prices 


Fuel oil prices are way out of line, jobbers believe— 





and natural gas profits by it 


Taxes are getting worse. They cut incentives, eat up 


profits and require too much paperwork 


Unfair practices charged to suppliers include equipment 





loans and too much advertising for jobbers to compete 


For the full report, turn the page 


Jobber Ranks His Problems* Nee 


How Todays 

markets 

capital 
noms 


a 


in Ree 
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The Jobber’s 


Big Problems 1 The Manpower Squeeze 


FINDING AND KEEPING good men is the job- 
ber’s most troublesome problem. It popped up on 
well over half the returns in NPN’s survey. 

The need for manpower hits every phase of the 
jobber’s operations. Good salesmen and truck 
drivers are almost as hard to find as good dealers, it 
seems—though it’s on the station front that jobbers 
are hurting most. 

What’s at the root of the problem? 

Money, for one thing. Says a Minneapolis distrib- 
utor, “One of the chief troubles is long station hours 
for what figures out to be a low hourly pay. The 
laborer in our area makes $2.20 per hour with a 
40-hour week, swinging a pick.” 

And when a man is attracted to service station 
work, he still needs money to go into business. 
Sometimes his jobber wants to help—but tight 
money is another big jobber headache. 

Training and experience are important qualifica- 
tions, too. They’re also hard to find. “In small 
communities we find no adequate facilities for train- 
ing men,” says a jobber in South Dakota. “It’s 
practically prohibitive for a company of our size to 
send men away for proper training or to supply such 


training ourselves. This results in a hit-or-miss 
program.” 

Some jobbers hope distributive education courses 
in schools and colleges (NPN—Mar. ’56, p 38) will 
help. But several observe that the flow of DE stu- 
dents into service stations is still a relative trickle. 

The shortage of salesmen bothers jobber H. B. 
Wren of Texarkana, Tex. (though he also says 
securing satisfactory dealers “is larger than all the 
other problems combined”). Wren says he can find 
truck drivers and office workers, but not satisfactory 
salesmen: “Nobody seems to want to produce 
any more.” 

A Michigan distributor says truck drivers worth 
their salt are equally scarce. “We find it difficult to 
have our driver salesmen keep posted on various 
changes in products, advertising and general poli- 
cies, and pass the changes on to our customers,” he 
says. “Interest in various promotional programs is 
not easy for them, as they seem unable to grasp the 
real need of helping dealers and customers.” 

It’s summed up this way by an Arkansas jobber: 
“It’s very hard to find good men who are interested 
in anything except five o’clock and payday.” 


2 Inadequate Margins 


LOW MARGINS, especially in the face of rising 
costs of doing business, are the second most fre- 
quently mentioned jobber problem. 

Several distributors replying to the NPN survey 
say margins are virtually unchanged since before 
World War II, or that increases have been too little 
and too late. But “with the tremendous increases 
in investment required for service stations, equip- 
ment and other facilities,” says a New York jobber, 
“margin increases are a must to justify continuing 
business as an independent distributor.” 

It’s not only investment costs that are rising, 
says a Virginia marketer. Products prices “keep 
going up with little or none of the increase going 
to the jobber. Thus his percentage of profit gets 
smaller every year.” 

When an increase does come, things can get 
even gloomier, points out jobber W. C. Tufts, of 
Grayling, Mich. “If we get an increase,” he says, 
“some fly-by-night operator uses it to cut price and 
leaves us in much the same position as before— 
we either lose the margin or some customers.” 

Retail margins aren’t big enough, either, say a 


number of jobbers. That relates back to the man- 
power problem: no profit, no operators. 

Jobber Don Condon, of Ripon, Wis., thinks “sug- 
gested retail prices”—an effort intended to stabilize 
markets—actually aggravates the margin problem. 
He says the reason some suppliers are suggesting 
prices is “to recoup business they lost to large in- 
dependents or cut-rate stations.” These suggested 
price plans, says Condon, “in the long run cut the 
dealers’ and jobbers’ margins.” 

Percentage or graduated margins are a common 
suggestion for margin relief. A number of jobbers 
surveyed feel a percentage system is the answer be- 
cause it would give the distributor a share of price 
increases. 

But a Phillips jobber in the Midwest indicates a 
sliding-scale, percentage margin (such as Phillips 
offers) is no cure-all. For one thing, he points out, 
the Phillips plan does not apply to premium gasoline 
or fuel oil. For another, it has a low base. He does 
say, “If the sliding scale had been in effect for the 
last ten years, the jobber would be in better financial 
shape today.” 
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3 Unstable Markets 


THIS PROBLEM is about as prominent as the mar- 
gin question in jobber minds. It has two faces: out- 
and-out price wars with posted prices dropping 
lower and lower, and discount practices that create 
messy markets but stop short of a “war.” 

Some jobbers complain that what they call “un- 
sound” merchandising policies make for an unstable 
market. This means offering a discount or cutting 
prices out of your margin to attract more gallon- 
age. 

Most distributors who feel weak markets are a 
problem blame major-company policies, however. 
A Missouri jobber says simply that the majors are 
the ones who cut prices. Most others feel it’s more 
complex than that. 

For instance, Tom Witt, Pender, Neb., president 
of the Nebraska Petroleum Marketers Assn., calls 
it “dumping of surplus petroleum products at low 
prices. In some cases suppliers are selling these 
products at lower prices than afforded their regular 
contract jobbers . . . This saving should be passed 
on to the jobber.” 


It goes even further and becomes something of a 
vicious cycle, in the view of Lyle Douglas, Vermont, 
Ill. He says, “As I see this, the big majors place the 
squeeze on the small jobber as they flood the mar- 
ket with cheaper petroleum. Then they lose some 
direct business owing to cut prices; then they meet 
it with their major name brand. Thus the jobber is 
forced to meet it likewise, when he is unable to get 
any help from his supplier.” 

Large-volume dealers as well as cut-rate jobbers 
are also to blame for unsettled markets, say several 
jobbers. “Why should branded jobbers with large 
investments have to compete with service stations 
that buy gasoline by transport and buy at jobber 
cost?” asks Ward Rainey of Ozark, Mo. 

The major companies compound the sin of selling 
to these customers, say some jobbers, by giving 
“insufficient price protection during price wars.” 
This gets back to the margin difficulty, according to 
an Illinois jobber. He objects to sharing “temporary 
allowances” equally with his supplier, because it 
cuts his margin “disproportionately.” 


4. Getting Working Capital 


LACK OF CAPITAL is one of the jobber’s basic 
problems: lack of funds and the difficulty of getting 
financing were mentioned in 54% of the answers to 
NPN’s survey (about as many as margins and un- 
stable markets. ) 

Money worries, of course, tie in with other prob- 
lems. Accounts receivable, for instance, are basic- 
ally a question of credit and collections—but you 
can’t carry receivables without capital. 

Some jobbers also indicate that station over- 
building would be less of a problem if they had the 
capital to compete with major companies for desir- 
able locations and modern buildings. 

The basic reason that marketers need capital, 
however, is for expansion. And the desire for ex- 
pansion is more than just a wish for more money. 
A Dakota jobber points out that you must expand 
“if you are going to cut costs or even hold even 
with increasing costs.” But there isn’t much left to 
expand with, he says, once you deduct taxes, life 
insurance, disaster insurance, and just minimum 
living expenses. 

Increased need for capital may have an effect 
even worse than choking off expansion. Wisconsin 
jobber Don Condon points out, “The investment 
required today makes it impossible for any new 
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blood ever to start in the jobbing business.” 

How much the need for capital has increased is 
measured by one jobber: “During the past five years 
I have invested approximately $150,000 of new 
capital just to hold my competitive position.” 

Many marketers would be happy just to be able 
to get that kind of new capital. “While short term 
working capital bank money is still available,” says 
a New York distributor, “long term investment 
capital for service stations and permanent facilities 
is practically unobtainable.” 

A Michigan jobber reports that even the banks 
are not much use. “Our local bank does not realize 
the needs at different times of the year for financing 
to cover high periods of accounts receivable and 
high inventories,” he says. 

When the banks can’t help, sometimes suppliers 
can. But many jobbers feel that supplier loans cut 
down their independence. “Suppliers are offering aid 
in building new stations,” reports jobber C. G. 
Skartvedt, of Rapid City, S. D., “but this nearly 
always involves loss of independence and impairs 
our bargaining position.” What’s more, says Don 
Neverman, of Marinette, Wisc., “Suppliers demand 
as much or more collateral than banks do.” 

(Continued on next page) 














The Jobber’s 
Big Problems 


SOME MAJOR COMPANIES and some indepen- 
dent observers have been saying jobbers might as 
well forget about lost commercial accounts be- 
cause there isn’t much they can do. They see it as 
a basic question of economic competition—“If we 
don’t sell at or below the jobber price to big ac- 
counts, somebody else will.” 

Jobbers still don’t like the idea, however. The 
majors’ commercial accounts activities stand fairly 
high on their list of problems. 

It’s not just selling below the jobber price that 
they object to. Many jobbers feel it’s just as unfair 
for a major to sell to a large consumer at the jobber 
price. 

One of the firmest stands is taken by jobber M. 
R. Davis, Waukegan, Ill. He says, “I feel that 
jobbers should receive a price lower than any other 
user regardless of size,” and objects to the fact that 
“the jobber is expected to keep the public brand- 
minded with the small sales while the large com- 
panies pick off the large buyers at lower prices.” 
Davis adds, “I do not advocate the entrance of 





THIS IS RELATED to the other financial prob- 
lems, of course: credit is more difficult to give when 
you have less margin or capital to work with. 

Sometimes credit problems go with expansion, as 
a New York jobber points out: “Increased volume 
brings pyramiding receivables, which have become 
increasingly difficult to collect in the last two years.” 
Much more office processing and collection effort is 
required, with corresponding cost increases. 

On the other hand, says Swannie D. Bryan of 
Raleigh, N. C., credit problems may be due to poor 
management. “The jobber is entirely too lenient on 
extending credit,” Bryan believes. “As a result, we 
find ourselves behind the eight-ball because major 
companies are more careful in extending credit and 
follow up on a collection better than the jobber. A 
jobber with good results in collections, who keeps 
his current bills in line, is far healthier . . .” 

Another view holds that majors are less careful 
about extending credit, in a sense. “We find that the 
major oil companies are using their vast financial 
reserves to gain business by easy credit terms that 
are harder to compete against than price cutting,” 
says marketer Jack Coughlin, Minot, N. D. 

Many credit complaints center on the farm custo- 





6 Credit and Collections 


5 Commercial Accounts 


legislation, however, as I think regulation by gov- 
ernment would be less desirable.” 

Many jobbers express wonder at the practices 
they object to, because they feel suppliers are getting 
hurt, too. A New York City jobber says, “Gasoline 
price concessions to commercial consumers by 
integrated oil companies are continuing to render 
this class of business unprofitable to all concerned.” 

A North Dakota distributor cites the case of a 
dealer who switched from tank wagon to transport 
purchases—at 2.2¢ under jobber cost—from two 
majors. “I don’t see how they can face their deal- 
ers,” he says, “whom they charge almost 6¢ per gal. 
more for the same product out of the same truck.” 

And jobber J. K. Glenn of Winston-Salem, N. C., 
says, “It is beyond our comprehension that a major 
oil company can justify its position of pricing its 
product cheaper to a commercial account than to a 
jobber, based on the fact that the commercial ac- 
count does not profit by advertising, credit, etc., 
whereas they feel they must price these services in 
the prices paid by the jobber.” 





mer. “On credit with farmers we consider ourselves 
lucky to get accounts paid once a year,” says N. D. 
(Doppy) Distel, a LeSueur, Minn., jobber. An 
Illinois jobber reports that although half his gallon- 
age is in farm accounts, “We no longer actively 
solicit small farmers (under 100 acres, buying per- 
haps 100 gal.), as most of them are getting deeper 
in debt each year.” 

Farm and other credit problems frequently re- 
flect a customer’s lack of awareness that credit is a 
service to him, jobbers say. And some customers 
just try to get out from under, according to R. D. 
Merritt, Mt. Pleasant, Mich.: “We have the farmer . 
who thinks we should supply him until he can sell 
his crop, and if he has a failure that we should wait 
for another year and see if he has better luck, but 
will try and get another supplier for the next year 
without paying us.” 

Another Michigan jobber says there’s another 
trouble spot on collections—“personally knowing 
many customers always poses a problem.” 

And collections bother a Virginia jobber who 
says his problem is “lack of a proper means of 
charging each customer an extra charge for carrying 
the account beyond 30 days.” 
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7 station Overbuilding 


THIS COMPLAINT is directed at the majors and 
appeared in 34% of NPN’s survey returns. Jobbers 
point to areas where there are “dozens of stations 
in a row,” or communities where major companies 
have closed stations because they can’t attract good 
operators. This is the jobber’s answer to supplier 
statements that they don’t want to lose money on 
unprofitable outlets, and to predictions of a decline 
in the number of stations. (The latest Census report 
shows a slight increase.) 

Like commercial account practices, station 
building by majors is something over which jobbers 
have virtually no control. It bewilders some job- 
bers even more than commercial accounts. 

One reason for the bewilderment is cited by 
jobber J. K. Glenn, Winston-Salem, N. C.: “It is 
quite evident that a number of the major compa- 
nies are building service stations where there is no 
hope of a return on the investment on sales to that 
station at tank wagon price.” 

That kind of reasoning has caused many jobbers 
to conclude that depletion allowances are used to 
subsidize marketing. To them the “concrete” evi- 
dence of a half-mile stretch with a dozen stations 
on it outweighs major-company denials of subsidies. 
How else, they ask, could a major afford “the build- 
ing and operation of show places that independent 
marketers couldn’t afford to dream of”? 

Many jobbers express concern about the effect of 
major-company building programs on their opera- 


tions. J. L. Rawls, of Norfolk, Va., calls it the 
“high cost of land brought on by frantic bidding by 
majors.” Jobbers Lawrence Setzer, Camp Hill, Pa., 
agrees: “This spending of money without too much 
regard for costs has raised real estate values when- 
ever the name of an oil company is mentioned.” 

Many jobbers say overbuilding also hurts their 
operation in other ways. One lists it as a main cause 
of the manpower problem. Another says it makes it 
hard for him to obtain lessor-built stations: “Rea- 
sonably enough, lessors are more inclined to accept 
a major supplier’s lease as a guaranty than that of a 
small distributor.” 

Texas jobber H. B. Wren takes the view that 
overbuilding not only raises prices, but gets him 
out of his competitive financial depth. He says, “A 
jobber is reluctant to run the risk of the possibility 
of a station costing as much as 10¢ a gal. Some 
curtailments should be placed on this. We are far 
over the limit on expensive stations.” 

Jobbers are annoyed, too, over what they regard 
as the poor marketing philosophy expressed in over- 
building. “I imagine,” says a Minnesota distributor, 
“if it were possible to secure the percentage figure 
each company feels it’s entitled to of a given market, 
one would end up with a total . . . close to 150% 
of the actual business the market could produce.” 

Most majors deny overbuilding. They point to 
marginal outlets closed to offset new ones. Unfor- 
tunately, there are no comprehensive statistics. 


BHich Fuel Oil Prices 


“HOW CAN WE OVERCOME the terrific price 
disadvantage of heating oils?” asks Frank Fehsen- 
feld, of Grand Rapids, Mich. “In our area, heating 
oil is 45% higher in cost than natural gas.” 

That pretty well sums up jobber opinion on this 
question. And jobbers again give suppliers much 
of the blame. Pennsylvania Lawrence Setzer calls 
it “utter disregard of supplying companies in pric- 
ing their products without regard to public opinion.” 

He says, “Fuel oil keeps rising despite hard gas 
competition. Large development builders put gas 
units in because they are cheaper. The oil com- 
panies will raise the price of oil the minute winter 
comes without a word of explanation. This is bad 
public relations.” 

Other jobbers look at it less as a matter of heating 
oil prices than as a question of margins. Anton 
Fassero, of Benld, Ill., says “Our supplier recently 
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raised margins on fuel oils to 3¢ from 2.75¢. 
However, we are frequently quoted as much as 
1.45¢ lower by the independent refiners. We do 
not feel the difference in quality of the fuel oil and 
the name of our supplier warrants such a difference 
in prices.” Along this line, another jobber says 
high prices and low margins make peddler compe- 
tition tough to meet. 

Some jobbers might be willing to forget about 
high fuel oil prices if there were some other weapon 
against natural gas. But jobber John Bero, of 
Duluth, Minn., complains, “Not all suppliers are 
willing to contribute toward consumer educational 
plans to promote oil heat as against gas. Some will 
support a brand name fuel oil promotion, but seem 
to forget that if natural gas takes a market, there 
will not be much volume left for brand name fuels.” 

(Continued on next page) 





The Jobber’s 


Big Problems 


FEW OIL JOBBERS are happy about their tax 
situation. But the tax problem may be as far down 
as ninth on the list because it’s so familiar it doesn’t 
seem like a problem any more. 

There are different variations on the tax theme 
in every state. There is a theme, however, common 
to almost all complaints about the tax problem. It’s 
three-fold: taxes are too high; jobbers have to pay 
them at the wrong time, and there’s too much paper- 
work. 

Don Neverman, who markets on the Wisconsin- 
Michigan border, sums it up this way: “There is 
such a duplication of taxes, it is reaching the point 
of killing incentive. The jobber pays much more in 
taxes than the majors, in proportion . . . The jobber 
is at a tax disadvantage with the majors in that he 
pays the federal tax to his supplier when he buys. 
They pay it when they sell it. Local taxes are on the 
increase, too.” 

Jobber K. C. Loftin, of Kinston, Colo., takes an 
even gloomier view. “As I see it,” he says, “Taxes 
take all of any surplus that a small business can 
make, and in many cases mean bankruptcy . . . It 
seems to me that our tax laws need revising for the 
little man. There is no encouragement to grow.” 

Taxes are a disadvantage in competition against 
co-operatives as well as the major companies, notes 
North Dakota jobber Jack Coughlin. He, too, 


be The Big Tax Bite 


thinks taxes inhibit growth. “It’s difficult to prop- 
erly finance expansion with 60% of the profit going 
to federal and state government,” he says. Phil 
Hotchkiss, of Fredericksburg, Va., cites another 
form of unequal taxation: “Uneven and discrimina- 
tory tax bases and write-offs against local or small 
oil companies.” 

Just the red tape of taxation can be a burden, 
says George Kroenert, of Pueblo, Colo. “Manage- 
ment is loaded with tax reports and details as never 
before,” he complains. More importantly, “The 
government tax structure doesn’t permit the small 
jobber to compete. Profits under $25,000 won’t 
permit the adequate reinvestment of earnings that is 
necessary to stay in business. Depreciation of equip- 
ment is wrong.” 

Jobbers also feel another kind of tax worry. It‘s 
about the taxes their customers pay. Like most 
other marketers they believe taxes make up a dis- 
proportionately large part of gasoline prices. 

G. V. Hurst, Peoria, Ill., says, “We are worried 
about the present trend in Illinois to increase the 
state motor fuel tax and use this money for pur- 
poses other than highway construction and repair.” 
And Harold W. Gay, of Winfield, Kan., says tax 
relief might help farm credit. He’d like to see a 
state and federal tax exemption for farmers, instead 
of rebate systems like that used in Kansas. 


10 ‘Unfair’ Supplier Practices 


THERE IS A MULTITUDE of grievances here— 
all of which jobbers put at suppliers’ doorsteps. 
These problems have only one thing in common— 
jobbers believe they are “unfair.” 

The most serious charge is put forth by a Ten- 
nessee marketer. “Over the long pull, I believe every 
major company of any size is working for integra- 
tion,” he says. “The jobbers they cannot buy out, 
they are going to force out.” Another jobber 
doesn’t go quite that far: “In most cases, anything 
good for the majors will not benefit the jobbers. 
Majors don’t like jobbers, but consider them a 
necessary evil.” 

Many majors, of course, would say those charges 
are not true. 

A more common complaint is that suppliers do 
more advertising than jobbers can afford. This 
sometimes forces jobbers to get in over their heads. 
“In order to do a decent job locally, we must go 
beyond the permissible advertising budget, or in 


other words, exceed advisable unit costs for adver- 
tising,” says South Dakotan C. G. Skartvedt. On 
the other hand, some jobbers complain that their 
suppliers don’t provide enough regional advertising 
support. 

Another “unfair” practice mentioned by several 
jobbers is giving or lending equipment — tanks, 
pumps and the like—to farm or commercial ac- 
counts. Distributors report losing customers who 
expect them to follow the majors in this practice. 
Suppliers, however, note that this practice has been 
started by jobbers in some areas. 

TBA suppliers are unfair in changing distributor 
contracts from year to year, says a Texas jobber. 
“Many times this leaves the distributor with no 
profit on tires he has purchased previously,” he 
says. 

And many jobbers single out their district man- 
agers for allegedly trying “to retain their share of 
the market by any means.” 
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Plus a host of smaller problems .. . 


NPN’S SURVEY brought to light many jobber 
problems besides the ten most frequently men- 
tioned. They range from fuel oil troubles other than 
prices, mentioned in 14.9% of the returns, to prob- 
lems like competition from post exchanges and too 
much demand for free service. The latter were 
among 19 problems mentioned only once. Here 
are brief summaries of the significant ones: 


Fuel oil quality 


The problem here is both product and equip- 
ment. One jobber complains, “BTU content is often 
lower than 140,000 BTU/gal. on No. 2 fuel.” An- 
other says, “We have had a lot of filter plugging, 
nozzle and screen clogging with No. 2 oil.” An Ohio 
jobber reports “lousy tank, filter and piping in- 
stallations by furnace companies,” says they pass the 
buck when furnaces don’t work. And a Massachu- 
setts distributor remarks, “Our country’s tech- 
nicians can build jet planes and rockets, but can’t 
build a 275-gal. basement tank which will stand 


up.” 


Premiums and giveaways 


These merchandising devices are considered a 
problem by many jobbers even when they do not 
lead to price wars. A Minnesota distributor calls 
trading stamps “a gimmick that plainly tells the 
thinking consumer that he is paying too much for 
the stamp-supported product.” Giveaways are con- 
sidered an inadequate substitute for service by some 
jobbers. 


Accounting controls 


Solving this problem is a question of jobber man- 
agement education, the NPN survey indicates. One 
jobber says, “Too many men in business do not un- 
derstand the cost of doing business and know very 
little as to the margin of profit it takes to make 
returns on their money invested . . . So few have 
accurate bookkeeping and operate only on a bank 
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account.” Inventory controls and dealer accounting 
practices also contribute to this problem. And 
jobber R. L. Beers, of Durango, Colo., wishes there 
were more outside advice to be had: “Many firms 
seem to be available, but to a great extent seem to 
lack understanding of our peculiar troubles.” 


Legislation 

Perhaps surprisingly, only 5.4% of the returns in 
the survey listed legislation as a big jobber problem. 
Those who did mention it were thinking mostly of 
S-11, the “anti-good-faith” bill. Jobber John R. So- 
back, of York, Pa., notes, “Misguided legisla- 
tion threatens our life and all others like us.” 


And still more prob'ems 


Jobbers included the difficulty of getting forceful 
sales promotion; highway changes that make it 
difficult to plan new stations; and swollen inven- 
tories, among problems that received several men- 
tions. 

Bypass sales are still a problem, says jobber Ted 
Groebl, of Big Spring, Tex. He believes, “A sup- 
plier should channel all sales through jobbers in 
jobber territory . . . If in dual operation territory, 
the jobber should be given his proportionate share 
—all with reasonable profit.” 

Local obligations bother South Dakota jobber 
C. G. Skartvedt: “Independent jobbers are expected 
to carry the load as to contributions in support of 
local charities and projects for the entire oil industry 
inasmuch as the majors . . . sidestep requests for 
aid.” 

In addition to the problems already covered, 
there were 28 other sore spots or variations on a 
broader worry mentioned in the NPN survey of 
jobber problems. Each was mentioned by only one 
or two jobbers. Survey responses indicate that most 
of today’s problems, large or small, are not just 
something jobbers want to complain about. They 
want to solve them. . 











Brief But Significant 





@ Standard Oil Co. of Ohio is giving 
up liquid lawn fertilizing after a two- 
year test in Toledo and Cleveland. 
Customers were satisfied with the serv- 
ice, but Sohio, noting that heating and 
fertilizing seasons overlap, fears a loss 
of quality in service to heating oil 
customers. 
SIGNIFICANCE: Sohio’s move accelerates 
a trend away from summer fertilizer 
sales, once considered a bright pos- 
sibility for balancing winter heating 
oil business. 


@ The administration is considering a 
new tax on aviation gasoline. A Com- 
merce Department spokesman told a 
House subcommittee that such a tax 
would help finance airway operations 
and facilities on a “user basis.” 
SIGNIFICANCE: Commerce Department 
sees the tax as “the only equitable way 
of charging all airway users” for fa- 
cilities maintained by the government. 


@ A West Texas equipment supplier 
has temporarily shelved plans for a 
contract pump maintenance program. 
The program was originally scheduled 
to start this spring or summer. But 
new pump sales have been so good 
that the supplier is holding off for 
another day. 
SIGNIFICANCE: Multi-grade programs 
particularly those of Gulf and Humble, 
have given the Southwest pump market 
a needed shot in the arm. 


@ A Presidential commission study- 
ing the farm surplus problem has ad- 
vised against the blending of grain 
alcohol with gasoline. After nine 
months of study, the commission con- 
cluded the grain requirement for such 
a project was in excess of annual sur- 
plus, and would add from $1-billion 
to $2-billion annually to consumers’ 
gasoline bill. 

SIGNIFICANCE: This seems to kill any 

chance of the proposal’s becoming law. 


@ Four more majors have joined the 
premium gasoline battle. Deep Rock 
and Richfield of California are adding 
Boron to their premiums under license 
from Standard of Ohio. Indiana Stand- 
ard and Standard of California have 
raised premium octanes. 

SIGNIFICANCE: Decisions lend new 
weight to the two-grade side of the 
multigrade controversy. 
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@ Shell and Socony Mobil officials 
opened company books at a recent 
jobber meeting to emphasize their de- 
pendence on jobber distribution. Facts 
disclosed: Shell has raised its total of 
full-line jobbers from 597 to 853 since 
1950, now moves 32% of its gasoline 
through jobbers. Socony has 2,752 
distributors, who handled 39.3% of 
volume in 1956, against 37.4% in 
1955. 
SIGNIFICANCE: Straws-in-the-wind like 
these seem to herald a new accent on 
the importance of jobbers on the part 
of some majors. 


™@ Two Texas subsidiaries of the Pe- 
trofina group are included in Petro- 
fina’s plans to expand its world-wide 
refining capacity. Panhandle Oil Corp. 
is expected to get an additional 10,000 
b/d of capacity. Projected increase for 
American Liberty Oil Co. has not yet 
been revealed. 
SIGNIFICANCE: This could mean still 
heavier competition for Southwest in- 
dependent refiners already struggling 
to hold a share of the market. (see 
page 124. Some majors could also 
feel the pinch. 


@ An assistant attorney general is 
proposing that Congress make the 
Small Business Administration a per- 
manent government agency. Simulta- 
neously, the House Select Small Busi- 
ness Subcommittee is seeking ways to 
weed out market leaders from small 
business classification. House group 
thinks some big firms are classified as 
“small” because they have less than 
500 employees. 
SIGNIFICANCE: The two moves are part 
of a drive to halt the continued 
shrinkage in the number of defense 
department contracts held by small 
businesses. 


@ The latest Milwaukee Journal con- 
sumer survey finds Standard Oil Co. 
(Indiana) leading the Milwaukee mar- 
ket. Pate Oil Co., market leader at the 
time of its sale to Standard Oil Co. 
(New Jersey) in 1956, slipped to sec- 
ond place. Pate officials, however, still 
claim top gallonage. They say the 
Journal survey measures number of 
users, not sales. 

SIGNIFICANCE: The battle of the 

Standards predicted by Midwest 
marketers is shaping up. 
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@ Esso Standard Oil Co. is adding an 
“appeals group” to its dealer and re- 
seller relations program. In the present 
set-up, dealers and jobbers take com- 
plaints to district level meetings and 
panel discussion groups. Under the 
new program, appeals can be taken 
“up the ladder” to division headquar- 
ters and finally to a top-level advisory 
board in New York. 
SIGNIFICANCE: This is one more step 
in Esso’s attempt to forge better 
communications between the company 
and dealers and jobbers. 


@ A former official of the Justice De- 
partment says department higher-ups 
have jeopardized chances of grand 
jury action in the investigation of oil 
marketing by dictating “unwise pro- 
cedures.” The official is Horace 
Flurry, recently resigned as anti-trust 
aide in charge of the investigation. 
SIGNIFICANCE: The charge may in- 
crease the government’s determination 
to get an indictment—in order to 
avoid any claim of laxity. 


@ An official of Hancock Oil Co. has 
told a House subcommittee that opera- 
tion or control of service stations by 
suppliers is not necessary to the health 
of the industry. The statement conflicts 
with testimony by major company offi- 
cials that divorce of retail marketing 
would have a disastrous effect on 
jobbers and would bring higher prices 
to consumers. 

SIGNIFICANCE: The oil industry is 

divided over possible effects of pro- 

posed divorcement legislation. 


™ Most effective TV ads are those in 
which either sound or picture can 
stand alone and sell by itself, accord- 
ing to a new study by Gallup & Robin- 
son. “Television needs a language of 
pictures,” says Gallup, but most ad- 
vertisers do not use the visual side of 
the medium to its greatest advantage. 
Pictures are often merely an exten- 
sion of sound. 
SIGNIFICANCE: “Failure to video 
results in wastes of millions of dollars 
and lost opportunity,” the study re- 
port concludes. 





What's Ahead for 
independents? 


. . » A bright future, according to 
W. H. Hansen of Wisconsin Independ- 
ent Oil Co. To learn why he thinks so, 
turn to page 109. 
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Lights that guard Independence! 


One of the greatest privileges in America is 
he eo fe, independeat coe! ee 
nd it is a privilege tha 
REFINING COMPANY always preserves REFINING COMPANY 
completely for its Jobbers or Marketers. Home Office: Ashland, Kentucky 


More and more jobbers who value an on ah - seainiiniiad Tact RE 

P : = ° i = i eS , HLL. ichi _ 
opportunity to handle the highest quality pt ge Peay nada i 
petroleum products . . . who value ASH- CLARKSVILLE, IND., 214 Center St.— CLEVELAND, 0. 
LAND’S success-tested merchandising and Standard Bldg. — DETROIT, MICH. Dearborn P.O. Box 
promotion plans . . . and their own freedom 6025--EVANSVILLE, IND., 2500 Broadway—FINDLAY, 0., 
of operation . . . are turning to ASHLAND PG, Oe PERE PR LOUIEVRLE, AY. 


1202 S. Third St — NASHVILLE, TENN., 5 E. Main — 
OIL & REFINING COMPANY. r ad oe, ab Male eit 


Join these dominant independents . . . call 
us now. 


The Independent Brandt Independents 
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LADY DRIVERS TO INCREASE 
35.8% by 1961 





The women’s influence will be seen more and more at 
service stations during the coming years, as record- 
numbers of lady drivers swell station volume. 

Station design has already been changed by many 
companies in a manner that is sure to attract more 
women, as well as men. Ditto for packaging. 

All that remains is for dealers to develop a special 
touch with the ladies (and many already have) to cap- 
ture more than their share of this great and growing 
market. 





THEY’RE NEW! 


Striking new pole signs 
typify station modernization 


Determined to gain an even 
bigger portion of service 
station business and im- 
plant itself more firmly in 
the motorist’s mind, Cities 
Service is now furnishing its 
stations with bright, newly 
designed pole signs. 
Unusually distinctive and 
clearly read froma distance, 
the new signs have won acclaim from all dealers and 
provide mounting evidence that Cities Service is on the 
march to new sales heights for ’57. 
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Brand New Gasolenes Boost Volume 
for Cities Service Dealers 


Fuels are 4 years shone of their reed 


In the boldest marketing 
move in many years, Cities 
Service has supplied its 
dealers with totally new 
gasolenes for each grade, 
not just a new premium. 
Literally fuels of the fu- 
ture, these new gasolenes 
have octane ratings as high 
as the predicted industry 
average for 1961! 
Motorists have been 
quick to observe this fact 
in increased performance. 
Meanwhile, Cities Service Dealers have already reported that 
this marketing strategy is ringing up large sales gains. 
In the past, the rate of increase in Cities Service gasolene 
sales has se exceeded the petroleum industry. With these new 
fuels, Cities Service is expected to take an even greater lead. 





Average tire costs about 


one tenth of ¢ a | cent per mile 


Recent figures indicate that 
the average automobile tire 
travels 27,000 miles, 

This means that it actu- 
ally costs your customers 
about one tenth of a cent 
per mile...a sp aed good 
buy in anyone s boo 

What’s more, whatever 
the motorist’s normal tire 
mileage is, he can expect it to increase by 25% if he’s riding 
on Cities Service Tubeless Milemaster Tires. Another good 
reason why Cities Service TBA sales are soaring. 








Cash in on Bigger Profits as a 
Cities Service Dealer or Distributor 


Never before has the outlook for Cities Service 
dealers and distributors been more profitable. Never 
before has Cities Service offered so much incentive, 
so much assistance to new dealers and distributors. 

If you're interested in the full Cities Service story 
write: Cities Service Oil Company, Sixty Wall Tower, 
New York 5, N. Y. 
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Big multi-pump stations like this average 60,000 gal. a month for Wisco 99. Here’s the story of . . 





How a Fast-Moving Marketer 
Built Its Gallonage to 40-Million 


® Wisco 99 is just starting to grow. But it's already 
a solid sixth in Milwaukee with only 22 stations 


® Now Wisco’s spreading statewide. It has ready capital, 
a tailor-made merchandising formula—and it's looking 
for the right kind of jobbers 


Please turn the page > 
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(Story begins on page 109} 


Volume selling demands big stations and 
quick service. Wisco has both. Its multi-pump 
Milwaukee stations average 720,000 gal. 
each a year. Fourteen jobber stations in 
Racine and Madison do a big business too. 
All are open 24 hours a day, seven days a 
week. 


Wisco frowns on price merchandising, con- 
centrates on cleanliness and efficiency, com- 
bined with heavy advertising. It has no dealer 
franchises, keeps a tight rein on operations. 

Following this formula, Wisco has added 26 
new stations in ten years, and its gasoline gallonage 
has gone up over 500%. Wisco officials hope the 
next ten years may be even better. 

Big Stations—High traffic count and easy access 
are features of the modernistic Wisco stations. The 
company makes its big pitch for neighborhood 
trade (80% of total station volume). But it believes 
all motorists are drawn by convenient, neat looking 
stations. 

Wisco looks for settle spots—those that won’t 
be affected by expressway development and one- 
way street routing. It develops stations for a 15- 
to 20-year life span. After that time, it’s ready to 
rebuild or abandon the site. 

Stations follow a uniform pattern of design. They 
have a minimum frontage of 200 ft. and a minimum 
depth of 125 ft. Newer stations are bigger still. 
One in Madison measures 478 ft. by 455 ft. Wide 
drives and eight or more pumps signal the fast 
service Wisco builds its reputation on. 





By RICHARD C. SCHROEDER 
Staff Writer A 
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Big, clean Wisco stations have an inviting look Quick two-man service brings customers back 


Sharp Merchandising Is Wisco's Big Strength 


The buildings are slope-roof, fabricated from 
glass and steel. There are no lube bays and only 
limited space in showrooms. For this kind of out- 
let, Wisco usually spends from $60,000 to $70,000, 
half on land and half on developing. In its last 
installation, the total price soared to $90,000. 


Quick Service—On the driveway, two or more 
salesmen come running at an incoming car. They 
clean all glass, including headlights and taillights. 
One man raises the hood to check the battery, 
water and oil. The other takes the gasoline order 
(offering premium grade) and asks to check tires. 

Cleanliness is gospel in Wisco’s philosophy. 
Employes work hard at it. Driveways and build- 
ings are scrubbed several times a day; rest rooms 
look like new. Even banjo signs get a daily hosing. 

Stations never close. At night, they’re flooded 
with brilliant light. Salesrooms shine. As Wisco job- 
ber Donald H. Gallagher puts it, “I want my lights 
like my men—on when I need them, off when I 
don’t.” 

The company sells two grades of gasoline— 
Wisco Wonder Fuel (premium) and Wisco Pace- 
setter (regular). The ratio of premium to regular 
sales is about 70 to 30 (Milwaukee is traditionally 
a heavy premium market). Wisco president William 
T. Hansen says both grades are competitive in 
octane number with top major brands. One sales 
gimmick: Wonder Fuel is insured for good perform- 
ance by a commercial insurance company. 

Since they have no lube or repair bays, Wisco 
stations are equipped with vacuum oil changers 
for three minute oil service. Several lube oil grades 
are sold, along with a limited line of accessories 
and specialty products. 
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The company runs its own credit card system. 
It has no reciprocal agreements with other oil com- 
panies, but jobber Gallagher estimates his credit 
volume at 25% to 30% of total business. Hansen 
says Wisco’s overall credit ratio is about 25%. 

To exploit the current craze for premium stamps, 
Wisco has its own stamp plan. One stamp is given 
with each gallon of gasoline. Twenty are redeem- 
able for $1.00 in cash. (Wisconsin law stipulates 
that redemptions be in cash). For the customer, this 
is a %¢ discount per gallon. But at the present 
rate of redemption (approximately 60% and ris- 
ing), it costs Wisco only about 0.4¢ per gal. 

Hansen thinks stamps are more effective as a 
merchandising tool than straight pump discounts. 
“They bring customers back again and again,” he 
says, “especially the women.” 

Constant Advertising — From the beginning, 
Wisco has mixed sharp station merchandising with 
aggressive advertising. 

It pitches ads to the neighborhood market (“We 
are locally owned”); to consumer economy (“Profit- 
sharing’—by virtue of discount stamps); and to 
the desire for quality (“Newest and finest ethyl 


Merchandising 





obtainable anywhere”). But the core of the ad 
program is spreading the word about clean stations, 
sharp service and long hours. 

To get this word across, Wisco uses all media 
available—except direct mail. Hansen thinks the 
latter is too costly for the return. Ads are run on a 
sustained basis—no one shot campaigns or shifting 
themes—for maximum impact and lasting impres- 
sion. The yearly ad budget is about $300,000. One 
half of that goes for radio shows and spot an- 
nouncements. 

Grand Openings—A new station gives Wisco a 
chance to cut loose. Teaser ads and station give- 
aways are favorite Wisco techniques. 

They pay off, too. At its most recent opening, 
the company set what may be a record for opening 
day gallonage. In 24 hours, weary salesmen 
pumped 32,000 gal. of gasoline. 

The opening followed the Wisco pattern. For 
a week before, concentrated spot announcements 
ran on local radio. The day before, a full page 
newspaper ad (in color) gave the news. At the 
station, the giveaway was a set of three mixing 
bowls (retail price $1.05). 


Here's How Wisco Keeps Employees on the Ball 


Tight control is the key. Employes are 
thoroughly trained before they‘re put on the 
driveway. Then they are closely supervised. 
A station incentive program, a profit-sharing 
plan, and a commission plan keep driveway 
salesmen hopping. 

Most of Wisco’s driveway salesmen are young 
(under 30), clean-cut, alert. The majority come to 
Wisco on their own, some are drawn by classified 
ads. Supervisors are trained in interviewing tech- 
niques to separate the good prospects from the bad 
at the outset. 

Training—Wisco maintains a training 
center at one of its big Milwaukee stations. A class- 
room next to the station holds 125 men. Wisco 
jobbers have their own centers, on a smaller scale. 
According to Hansen, it takes at least a week to 
train recruits, sometimes longer. When older Wisco 
employees seem to be slipping at the pump, they’re 
sent back to the center for retraining in the Wisco 
system. 

Thus, there’s a constant stream of employes 
going through the center. Training classes vary 
in size, but they never rise above 25 men. During 
the course of a year, Wisco sends about 120 new 
recruits to the center. 

The big classroom is also used for monthly 
training meetings which all employes attend. Sev- 
eral are held each month. Driveway salesmen and 
managers are expected to attend at least one of 
these, more if possible. 

Wisco’s two full-time trainers are old hands who 
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have come up through the station ranks. They use 
the conference method in meetings and classes. The 
basis of the program is Wisco’s own training 
manual. The manual gives a detailed analysis of 
the company product line and the way Wisco thinks 
it should be merchandised. Often, supervisors from 
the service stations pitch in to help train employes. 

Tight Supervision — Wisco’s training, like its 
advertising, is no one shot deal. “We could give just 
classroom training and let it go at that,” Hansen 
says, “but the all-important thing is follow-through 
at the pump.” 

Wisco may seem slightly top heavy in super- 
visory personnel, but it’s to maintain an effective 
follow-through. Out of an average station comple- 
ment of eight men, one is a manager and two or 
more are assistant managers. But all of them work 
on the driveway. 

Station managers report to supervisors, who are 
charged with over-all responsibility for a number 
of stations. In Milwaukee, each supervisor has an 
average of seven stations. In jobber territory, the 
ratio is lower—five per man in Racine and two 
per man in Madison. 

Supervisors are old hands who, like the trainers, 
have moved up through the ranks. They keep a 
close check on pump service and station appearance 
and report periodically to Johnson. 

Incentive Plans—Wisco driveway salesmen and 
managers can earn more money through these three 
incentive programs: 

(Continued on page 112) 





(Story begins on page 109) 


1. Monthly Station Contest — Stations are in- . 
spected six times a month, and rated on cleanliness, ~ 


service, employe neatness and attendance at train- 
ing meetings. Cash awards go to the top three sta- 
tions, to be split among employes. First prize is 
$100, second is $80, third is $60. To make sure 
there are no favorites, stations are rated by man- 
agersor supervisors from other stations. 

2. Profit-Sharing Plan—Monthly gallonage in- 
crease quotas are set for each station. They’re based 
on the expected national increase and Wisco’s share 

~of the market. The usual quota is about 5% over 
the gallonage of the same month in the preceding 
year. Once the quota is exceeded, the station col- 
lects a share—about 2.5¢—for every extra gallon 
of gasoline sold. This is split among employes. 


Big Wisco truck fleet is a real money-saver 


3. Commission Plan—Driveway salesmen get a 
12% commission on motor oil sales and 5% on 
accessories and anti-freeze. Managers draw a 2% 
override commission. 


Competition in the station contest is always close 
“Sometimes there’s less than one percentage point 
between the first and last place station,” Hansen 
says. “A plaque is awarded to the winning station 
and you’d be surprised how much the boys think 
of it.” 

There’s another good reason why competition 
is so keen. Winning the station contest means an 
extra $15 in a driveway salesman’s pocket. Under 
the profit-sharing plan, a salesman can draw an- 
other $15 to $20 extra. With regular commissions 
figured in, a driveway salesman might take home 
close to $50 extra in a good month. 


Main bulk plant stores 2.5-million gal. of fuel oil 


High Volume Helps Cut Wisco's Operating Costs 


To keep costs low, Wisco runs its own truck 
transport fleet. It has transport dump storage 
at all stations. For maximum efficiency, the 
sales emphasis is on one product—gasoline at 
the service station. 

Wisco stations have storage capacities of 20,000 
gal. or more. This allows direct drops by tank trail- 
ers. There’s no bulk plant stop between terminal 
and station. 


Under Wisconsin law, product must be delivered 
from terminal to bulk plant. But because of their 
huge capacity, Wisco stations qualify as bulk plants. 

Transport Economy — Hansen figures direct 
transport drops save the company 1.5¢ a gal. He 
says it costs .5¢ a gal. just to take product in and 
out of bulk plants. 


The big Wisco truck fleet is itself another money- 


saver. The company hauls all its own product, 
lifting mainly from Cities Service’s Jones Island 
terminal in Milwaukee. The fleet has 10 tractors 
and 14 trailers, each with a 7,300 gal. capacity. 
Here’s what Wisco’s transportation costs from 
Jones Island look like: 
Fuel Oil: to Milwaukee ... ; 
Racine (26 mi.) 
Madison (81 mi.) 
Gasoline: to Milwaukee 


0.43¢ gal. 
. 0.44¢ gal. 
1.00¢ gal. 
. 0.38¢ gal. 
Racine 0.38¢ gal. 
Madison 0.85¢ gal. 
Keeping transportation outlays low is a matter 
of economic necessity for this type of operation. 
Wisco vice-president Floyd Hansen estimates the 
cost of pumping gasoline on the driveway at 3¢ gal. 
In real estate, too, Wisco keeps a sharp eye 
peeled for ways to pare costs. The company tries 
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to buy land in developing areas before price specu- 
lation sets in. Sometimes Wisco grabs a big chunk 
of land, builds on part of it, and resells the rest 
later to cut its real estate investment. 


Accent on Retail—“The heart and soul of this 
business is at the pump,” Hansen says. Only about 
1% of Wisco’s gasoline business is done outside 
service stations. 


Gasoline emphasis is not the result of a hit and 
miss guess. After careful study, Wisco decided there 
isn’t enough payout on lube and repair facilities. 
Hansen points out that Wisco stations—with no 
bays—average 60,000 gal. a month, “while regular 
stations with bays average less than 15,000 gal. 
a month.” 


Jobber Gallagher explains the reasoning in 
detail: “Cars get more mileage than ever before. 
Tires last longer. There are more frequent car trade- 
ins. Lube drains (manufacturer recommendations) 
are up to 2,000 or 3,000 miles and self-contained 
lube systems may be on the way. 


“As far as heavy repairs go, you can’t do two 


Merchandising 





jobs well. A faulty job reflects on the gasoline end 
of the business. 

“Our philosophy is this: give the best you 
can on the item that people buy the most. That’s 
gasoline. All other sales are a small part of service 
station revenue.” 


Fuel Oil—Nevertheless, Wisco does have a lucra- 
tive trade outside stations. Its fuel oil business is 
18-million gal. a year. Of that, 4-million gal.de<cin 
heavy oils. In lighter oils, the company sells two 
grades of furnace oil and two of heating oil. 


Fuel oil sales take lots of storage capacity. Wisco 
has five bulk plants in Milwaukee with a combined 
storage of more than 2.5-million gal. In Racine, 
jobber Thor Thompson has a 1.5-million gal. plant. 
Jobber Gallagher uses underground storage at his 
main station in Madison. 


In Milwaukee alone, Wisco runs 25 fuel delivery 
trucks. But the company stays away from service 
and installation work. It employs one trouble 
shooter for big accounts, contracts the rest of the 
work to other firms. 


Why Wisco Plans to Expand Through Jobbers 


As the business grows, Wisco wants to 
avoid spreading itself too thin. Direct opera- 
tion throughout the state could mean loss of 
control at the pump, and it would cost more. 
Wisco thinks the answer is expansion through 
jobbers who subscribe unconditionally to the 
company’s merchandising philosophy. 

Wisco is moving slowly in taking on jobbers 
for franchise. One reason for this: the company 
is breaking 15 years of non-jobber tradition. 
Another reason: the kind of man Wisco wants 
is hard to find. “We’ve turned down, conservatively, 
150 applications,” Hansen says. 

In 1954, Wisco accepted Thompson Oil Co. 
for a Racine franchise. “They were well-financed 
and a wholly independent operation,” Hansen re- 
calls. In 1956, Gallagher was taken on. He had 
no oil company at the time, but he was an old 
hand at the business—a former competitor of 
Wisco in other marketing companies. He had (and 
still retains) a tire distributorship in Milwaukee. 
“We were willing to take this step,” Hansen says, 
“because we knew Don and had faith in him and 
in the potential Madison area.” 

Minority Control—Wisco helped Gallagher set 
up the Hollywood Oil Co. of Madison. Fifty-one 
percent of the stock is owned by Wisco, 49% 
by Gallagher. Under a unique agreement, Gallagher 
retains operational control of the company, within 
the framework of Wisco franchise policy. 

Wisco finances station building for Gallagher. 
In the past year, about $350,000 has gone into 
land and building for his Hollywood Oil Co. 
operation. Wisco buys the land on Gallagher’s 
recommendation, develops it, and leases it to 
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Hollywood. Wisco does the same with new stations 
built by Thompson, but it owns no stock in 
Thompson Oil Co. 

Merchandising Formula—Both jobbers adhere 
strictly to the Wisco way of selling and servicing. 
There’s a clear cut agreement on merchandising 
philosophy written into the franchise contract. 
For instance, both jobbers participate in a com- 
pany-wide advertising program handled by W. B. 
Donner, the Wisco agency in Chicago. 

The franchise agreement covers all services 
from product to training aids and advertising. 
Jobbers get product at Wisco’s cost and pay 1.5¢ 
gal. more for the Wisco name and business aids. 
Jobbers can expand the ad program in their own 
territory if it doesn’t conflict with the over-all 
Wisco philosophy. Gallagher, for instance, recently 
sent out his own direct mail pieces. 

How Jobbers Gam—The Wisco package is 
paying off for Thompson and Gallagher. 

“When we were negotiating with Dick and Thor 
Thompson, I didn’t want to seem overenthusiastic,” 
Hansen says. “But I did tell them they would be 
the number one oil company in Racine. In one 
year, their gallonage went from 140,000 gal. a 
month to 280,000 gal. a month.” Dick Thompson 
confirms these figures. His present gallonage, he 
says, is 4-million gal. of gasoline and 3-million 
gal. of fuel oil a year. 

Thompson also benefitted in two other ways. 
Under the favorable Wisco supply contract, his 
product price was immediately lowered 1.5¢. At 
the same time, he raised his pump price in 
accordance with Wisco’s policy of not selling price. 

(Continued on page 114) 





Wisco’s Hansen: “It would be impossible now to 
set up this operation without a barrel of money” 


(Story begins on page 109) 


“Independent operation is one thing that’s kept 
gasoline prices at the level they’re at .. .” 


Wisco's History: A Steady Growth Pattern 


Wisco is fast becoming a powerful factor in 
the Wisconsin private brand market. Advertis- 
ing carries the Wisco name throughout the 
state. There are some gaps fo fill, but it’s a 
good bet Wisco will soon spill out beyond the 
Racine-Milwaukee-Madison triangle. 

Wisco’s four founders were originally with Barns- 
dall Oil Co., an integrated firm finally absorbed by 
Sunray Oil Co. (now Sunray-Midcontinent). They 
started out on their own in 1939, when Barnsdall 
began disposing of its marketing properties. 

Starting from Scratch—At first they had only 
one station and a bulk plant. In 1942, the first 
“dream station” was built. This was an eight pump 
outlet, billed as “a service station supermarket.” 

World War II halted growth, but in 1946 the 
company picked up again. At the end of that year 
Wisco had six stations and an annual gasoline 
gallonage of 3-million. By 1951 the six stations 
had grown to 13, with six transports in the fleet, 
and gallonage of 8.6-million. Today Wisco boasts 
36 stations, 14 of them jobber-operated. Volume 
this year will be better than 40-million. Of that, 
24-million will be gasoline, 14-million light fuel, 
and 4-millien heavy oil. 

The original four horsemen are still active. 
W. T. Hansen is president. Richard Johnson, a 
vice-president, supervises training. John Hume, 
another vice-president, runs the fuel oil business. 
Arthur Haberstroh is secretary-treasurer, and in 
charge of the office. 


The Independent—Hansen believes in private 


brand marketing. “Independent operation is one 
thing that has kept gasoline prices at the level 
they’re at,” he says. “The biggest need in jobber 
associations is for truly independent jobbers. With 
a large number of them, associations would be 
even more effective than they are now. In a sense, 
many jobbers are employes of majors doing a job 
that majors can’t do as cheaply.” 

Wisconsin is a good market for private brand 
operation, Hansen thinks. He intends to keep right 
on growing. But the company is fast approaching 
the saturation point in Milwaukee. There’s only 
one way to move, and that’s outward— into the 
jobber areas and undeveloped territories. 

Future Outlook—‘“Expansion is always part of 
our plans,” Hansen explains. “We have no jobbers 
in direct negotiation right now, but we are in- 
terested eventually in state-wide operations. We 
have to be careful not to jump ahead of our 
advertising program. The fact that Thompson has 
two stations in Illinois—not under the Wisco label 
—could conceivably give us a foothold outside 
the state.” 


“If we had to do it all over,” Hansen muses, 
“it would take a barrel of money to set up an 
operation like this. Then, we had low priced 
land and a brand new merchandising idea. Now, 
land is way up, and our techniques are copied 
by a lot of competitors.” 

Future expansion will come, he says, as all 
Wisco’s success has come. “It’s the result of good 
old-fashioned, hard, consistent work.” s 
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THE GILBARCO ROTO-PRIME 
CUTS MAINTENANCE, BUILDS PROFITS 


Self-priming and lubricated with ordinary motor oil, Before you buy any pump, check these 
the Roto-Prime cuts maintenance problems to a mini- important features. You’ll find no 
mum. And the great versatility of this pump often other pump can compare! 
makes possible 30% to 50% savings in equipment costs, © Positive self-priming on suction lifts 
savings you'll find registered in your profit column!  Self-evacuating against discharge pressure 
With a capacity range of 50 to 1500 G.P.M. and heads e Efficient volute design 
up 160 feet, the Roto-Prime is the only pump designed © No gear reductions; operation at standard 
exclusively for petroleum handling jobs. motor speed 
@ No air reservoirs or relief valves 
° Designed for outdoor use without secondary 
covering 
® Mechanical type seal for trouble-free 
operation 
®@ Motor oil lubricated; minimum maintenance 


© Ball-bearing equipped for long wear and 
smooth, quiet operation 


® Dynamically balanced impellers 
Write today for catalog and full information: 


HOW THE AUTOMATIC VARIABLE-CAPACITY PRIMING PUMP OPERATES 


Full Priming — With Partial Priming — As Neutral—When all dir and 
air or vapor in the the pump evacuates vapor are removed, liquid 
lines, pressure of air and vapor from pressure equalizes spring 
spring on top of the the lines, liquid pres- pressure and the pump au- 
movable slide holds sure builds up on the tomatically slides into neu- 
the priming pump underside of the slide, tral . . . where it remains 
in full pumping po- moving it upward to- until air and vapor again 
sition. ward neutral. appear in the system. 
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1 Community service draws customers 


2 Top station service holds them 


Two Steps to Bigger Profits 


You can help your dealers build their volumes by showing them 
the value of Sam Bell's program. It’s built a booming business 
for Bell, who takes home $20,000 a year 


4 .°) 4 This was Sam Bell’s first full year 

of operation. He pumped 18,000 
gal. a month. Gross sales for the year were 
$60,000. His supplier, Shell Oil Co., hopefully 
told him his station might someday pump 30,- 
000 gal. a month. 


To da Bell’s pumping over 80,000 
y gal. a month; he'll probably 

top a million this year. Gross sales will be over 

$400,000, and he hasn‘t hit the top yet. 


Secret to Bell’s success is his boundless energy 
and organizing ability. You see it off the job in his 
community activities, and on the job in a well-run 
station that offers a full range of services. 

Bell has complete lube and work files on 1,200 
regular customers. Seven hundred of them hold 
Shell credit cards. 

He pumps 2,200 gal. on a “slow” day. But he 
points out there’s more to his business than just gas- 


By RICHARD C. SCHROEDER 
Staff Writer 


oline. “We sell tires every day. We have a stock- 
room jammed to the ceiling with them.” With a 
new tire volume of $15,000 a year, he is one of 
very few dealers on a direct supply basis with Fire- 
stone. He also sells over $26,000 in accessories (See 
table on page 119). 

For Bell, volume doesn’t come from discount 
selling. “In fact,” he says, “my prices may be a 
little higher than competition—especially on lube 
and wash jobs.” (He charges $1.75 for a wash; 
$2.00 with whitewalls; $1.75 for lubes.) 

Bell’s volume doesn’t come from lush station 
layout, either. His outlet is squeezed into an over- 
crowded lot at the corner of 47th St. and Lake 
Park Ave. in south-side Chicago. Its six pumps and 
three bays spill out to the ends of the lot. Space is 
always at a premium. 

Even with this disadvantage, Bell proved his 
pulling power last year. He had sold a record 843,- 
000 gal. in 1954. Then in 1955 he dropped to 589,- 
000 gal. when the Outer Drive (an expressway that 
exits a block from his station) was closed for re- 
pairs. Yet during this period, Bell raised his repair 
income from $19,000 to $22,000. And in 1956, 

(Continued on page 119) 
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Merchandising 


Regular sales meetings, featuring eather movies, keep Bell’s lube file contains 1,200 regular-customer diate 
Sam Bell’s crew aggressive. Bell has his own projector He checks all cars in bays, sends out monthly reminders 


Control is one key to Bell system. He supervises all New-tire sales gross $15,000 a year. Bell gets volume 
work closely, sells an average job ticket of $12 discount from Firestone, which supplies him direct 


Service income comes to more than $30,000 annually. Bell | nes private office—and secretary—next door. It’s 
Three bays keep long hours, are nearly always full connected with service station by intercom system 
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Who can afford poor lighting... especially when 


GOOD LIGHTING COSTS LESS! 





CROUSE-HINDS service station floods 


pay-off in efficiency, economy, flexibility 


Poor lighting is always expensive: In the impaired speed and efficiency 


Typical Combination Mounting of rvicing cars. In the loss of “window-shopping” customers who are attracte 
Crouse-Hinds MDB-10 and MDB-14 of se 8 pping cted 


Service Station Floods. to well lighted stations. In the failure to attract women drivers who will only 
stop at clean-looking, brightly-lighted stations. 


Crouse-Hinds MDB Series Floodlights are designed specifically for service 
station applications. Two types of lights and five lenses provide the most flexible 
station lighting system available. Pole mounting brackets, complete with terminal 
blocks, mount up to seven floods with ideal ease of installation, maintenance and 
future alterations. Lamp costs and power consumption are reduced to the same 
figure you would ordinarily pay for half the illumination with other systems. 


Crouse-Hinds new type SFL. sign lighting feodtight / Write Today! 

delivers twice the light on the sign... with the Ye. for Service Spetion Lighting Bul- 

same size lamp \ 1 )} letin No. 2689. For down-to-earth 
Provides higher level illumination, unobstructed lighting advice and product infor- 

view of sign, true color retention and is glare-free. ou mation just send a ptint of your 

Two models—adaptable to most seus: top, bottom Fela Engr | ‘. A nee 

‘ ge ‘ ens 
or side mounting; 150 to 300-watt lamps. ~ aguas yoo? Daceener mG 


“scism\ CROUSE-HINDS company 


exclusively through 


CTRICAL 
Sec menecon a Main Office and Factory: Syracuse, N. Y. 


Crouse-Hinds Company of Canada, Lid.: Toronto, Ont. 


Offices: Baton Rouge Birmingham Boston Buffalo Chicago Cincinnati Cleveland Corpus-Christi Dallas Denver Detroit Houston Indianapolis Kansas City 
Los Angeles Milwaukee New Orleans NewYork Philadelphia Pittsburgh Portland, Ore. SaltLakeCity St.Louis St.Paul SanFrancisco Seattle Tulsa 
Washington RESIDENT REPRESENTATIVES: Albany Atlanta Baltimore Charlotte Chattanooga Jacksonville Reading, Pa. Richmond, Va. Shreveport 


FLOODLIGHTING ° SIGN LIGHTING ° EXPLOSION-PROOF ELECTRICAL EQUIPMENT 
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These Civic Jobs Helped Dealer Bell 
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(Story begins on page | 16) 


with the Outer Drive reopened, he bounced back to 
a new record of 852,000 gal. and service income of 
over $30,000. 


He’s Important to the Community 


That’s how one of Bell’s regular customers ex- 
plains his appeal. “This is a self-conscious commu- 
nity,” the customer says. “We've elected our own 
independent alderman and state senator. There are 
fifty leaders here and several thousand pushers. Sam 
is one of the leaders.” 

Another adds, “There isn’t anything Sam isn’t 
active in. He’s a hard’ worker and not just a name 
on the rolls. There are few people he doesn’t know 
on a personal basis.” Bell’s customers range from 
professional ballplayers to monastic priests. And 
most of them, says a woman customer, “have a 
warm feeling about Sam.” 

Bell’s community is the Kenwood-Hyde Park 
section in south side Chicago. Near the University 
of Chicago, it has a good share of professional 
people. Currently, it has more than its share of 
growing pains, too. Bell’s activities in 10 different 
organizations reflect his interest in the problems of 
the area. He is secretary and past president of the 
Lion’s Club and the Chamber of Commerce, and 
still makes time for steady work in eight other 
groups (see list above). 

In the window of Bell’s office are more than a 
dozen bowling trophies won by four teams he regu- 
larly sponsors. His walls are lined with plaques and 
certificates of appreciation awarded by civic groups. 
Once a year, Bell holds a two-day carwash jamboree 
with all proceeds going to the Kenwood-Ellis Com- 
munity Center. 

On Top of the News—Community activities keep 
Bell’s name in headlines. The advertising manager 
of the weekly Hyde Park Herald remarks, “Sam is 
in the news every other week. It’s all legitimate 
news, too, but we take a lot of ribbing about it.” 
Bell’s name frequently pops up in the big metro- 
politan papers in connection with city-wide chari- 
table projects. 

The maze of community activities didn’t develop 
along planned lines. “One thing led to another,” 
Bell says. “When I took this station, Shell advised 





. Build These 1956 Sales Figures 


ci &F 


re ww mH 


me to get into a few activities. I went several steps 
further.” 


Salesmanship Means Showmanship 


Bell merchandises with a flourish. His lubrication 
reminder cards tell customers, “You are one of our 
VIPs.” They get this treatment in Bell’s station. 

It’s a personal operation with Bell in full control 
of every phase. To be everywhere at once, he has 
installed a loudspeaker and intercom system link- 
ing the office, salesroom, driveway and lube bays. 

“My customers buy service,” Bell says. “And I 
give them a little showmanship, too. I’ve seen deal- 
ers slouching at the doors of their stations with their 
hands in their pockets and I wonder what the hell 
they’re thinking about. That doesn’t happen around 
here.” 

The station is open seven days a week from 
6:30 A.M. to midnight. Bell services include nearly 
everything recommended by his suppliers, but few 
“extras.” Here’s what the complete system means to 
customers: 

Two or three men meet an incoming car. Win- 
dows are cleaned, the hood raised, and a salesman 
asks to “fill it up with Shell premium.” Door jam 
stickers are always checked—for mileage and for 
the customer’s name. (Bell wants his men to recog- 
nize customers). Batteries, fan belts and other ac- 
cessories get the once over on the driveway. 

When work needs to be done, Bell talks it over 
with the customer. Few people argue with him. They 
trust his judgment. When a car is in one of the bays 
for any reason, Bell or one of his key men checks 
the lube work file. 

Bell says, “I always get the customer’s phone 
number. I know there'll be more work than he asked 
for.” For his effort, Bell writes an average job ticket 
of $12. Total lube sales last year were over $20,000. 

The check is so complete that Bell tells a story 
on himself. “One time,” he says, “a man came in to 
ask the time. Before he left, his bill was $43.” 

Give Them What They Need—Bell emphasizes 
that he doesn’t oversell. “I give customers what they 
need, and that’s why they trust me. I even cancel 
some orders my men take.” 

The extra sell effort invades the entire Bell sales 


(Continued on page 121) 











you can meet any lubrication specification if ‘you 


BLEND WITH ENJAY PARANOX® 


ETERGENT-INHIBITOR ADDITIVES) 
Blended with Paranox, lubricants can be compounded to combine both minimum 
wear and maximum engine cleanliness characteristics. That’s why more and more 
refiners and blenders are relying exclusively on Paranox in formulating lubricants for 
heavy duty equipment and all engines that are subjected to tough operating conditions. 
Through years of intensive research and development work with manufacturers and 
oil companies, Enjay has developed the only complete line of high quality additives 
(Paramins®) that can assure maximum performance characteristics. Why not let 
this experience and know-how work for you? Contact the Enjay Company today. Pioneer in 
Petrochemicals 


ENJAY COMPANY, INC., 15 WEST 51st ST., NEW YORK 19, N. Y. 
Akron * Boston * Chicago * Los Angeles ¢ New Orleans ¢ Tulsa 
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“You have to follow a process of 


natural elimination. The bad men 
fire themselves.”’ 


(Story begins on page 116) 

force. He constantly drums the sales theme into his 
driveway men. He holds regular sales meetings in 
the stations and has his own projector to show Shell 
and Firestone sales movies. (See picture). 

The training pays off in the attitude of driveway 
salesmen. They believe, as Bell does, that they are 
responsible for the condition of every car they 
handle. 

On a busy day, a mechanic hurriedly told Bell, 
“This car needs an oil change.” Bell kidded him; 
“Just an oil change? You know I don’t sell just an 
oil change.” The mechanic went back to check the 
car more thoroughly. 

Another time, a driveway salesman came into 
the station with a fistful of money from filling a car 
with gasoline and adding oil. Bell glanced at the 
departing car streaked with road grime. “Why 
didn’t you get a wash job?” he asked. The salesman 
looked genuinely unhappy and answered, “We were 
just dumb, Sam.” 

Bell tries to talk to as many customers as possible. 
He makes it a rule to greet all new customers per- 
sonally, and to get their names and addresses. 
Shortly after his first visit, the new customer re- 
ceives a card from Bell thanking him for his patron- 
age and inviting him to come back soon. “The card 
makes them feel wanted,” he says. 


Advertising on a Grand Scale 


A sound newspaper program is an important part 
of the Bell system. He places 40,000 lines yearly in 
the Hyde Park Herald. A newspaper official says, 
“Sam has a big business philosophy. He knows the 
value of advertising. Few other stations do the 
amount of advertising he does.” 

Bell’s yearly ad budget is about $8,000, including 
co-op programs with his suppliers. Copy in the 
Hyde Park Herald is “personalized” as much as pos- 
sible. Some of it is created by Bell himself, some by 
the newspaper and some by suppliers. All of it car- 
ries the slogan—known throughout the area—“Buy 
Shell from Bell.” 

He also has a direct mail campaign for his 1,200 
regular customers. Material comes fom Shell and 
Firestone. “Even at that,” he muses, “we don’t use 
enough. We’re going to increase that item this year.” 

The station name appears in a complimentary ad 
in nearly every charitable or civic program booklet 
in the area. Some of this is charged to advertising, 
some to contributions. 

No Price-Cutting Here—Like most dealers, Bell 
keeps a plentiful supply of giveaways the year 
round. They include balloons, matches, flower 
seeds, pan scrapers and calendars. 

But unlike many retailers, Bell doesn’t believe in 
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merchandising through price — giving discounts, 
premium stamps, or holding “drastic reduction” 
sales. 

“Anybody who sells at discount is crazy,” he says. 
“This is a service business and customers are al- 
ready getting some things free. I just do not believe 
in discounts. 

“Gasoline is 85% of this business. We make our 
normal markup on that and we simply can’t go 
below our normal margin. Our second biggest item 
is tires, and sometimes we can reduce prices on them 
a little bit for seasonal promotions. We use traffic 
builders—special prices on certain accessories each 
month—but generally speaking, low price is not a 
technique we use.” 

Bell is also outspoken on credit. “I’ve never given 
personal credit. I don’t think it would be good busi- 
ness for me. But we do a big volume on Shell credit 
cards and we’ve found them a tremendous help.” 

He puts his emphasis on salesmanship, service 
and control. A sign on his desk reads, “Organiza- 
tion is the art of getting men to respond like 
thoroughbreds. When you call upon a thorough- 
bred, he gives all the speed, strength of heart and 
sinew in him. When you call upon a jackass, he 
kicks.” 


The Men Behind the Pumps 


Customers say Bell has gathered the best crew 
in the area. And like the clientele, the employe 
team is interracial. 

“It’s admittedly rough getting a good group,” Bell 
reports. “You have to follow a process of natural 
elimination. The bad men fire themselves.” Many 
men whom Bell interviews are recommended by 
customers and already have a head start on good 
customer relations. 

Bell looks for some retail experience, but that’s 
not the only consideration. He wants his men to live 
within walking distance of the station—‘just in 
case.” He is impressed by a neat appearance and 
an alert mind. 

Raiding other stations for help is out, Bell says. 
He’ll give a man due consideration if he comes to 
him from another station. “But it takes six months 
to learn my system,” Bell says, “regardless of what 
a man’s previous experience has been. We have to 
make maximum use of small space plus giving the 
best in courtesy and service.” 

All Bell employes attend Shell training schools in 
the area. Bell himself says his policy is “never, 
never to miss a sales meeting.” And the men are in 
constant retraining at the station, Bell adds. 

Careful selection and training pay off for Bell. 
One customer says, “The boys have always been 
nice to me. I’ve never had the feeling that it was 
because they wanted something in return. You feel 
that all the people who work for him enjoy it.” 

A woman customer emphasizes that she trusts 
Bell’s employes as well as their boss: “I can leave 
my car here, have it delivered, and know it will 

(Continued on page 122) 
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Six-pump Bell station is squeezed into small lot at busy south side Chicago intersection. 


(Story begins on page 116) 
always be in good shape.” 

Small Army in the Station—Fourteen people are 
needed to man the busy outlet. Besides Bell himself, 
there are six full-time and one part-time driveway 
salesmen. Three full-time mechanics are in the lube 
bays. He has one full-time and one part-time car 
washer who can shine up 40-50 cars in one day. 
One of his mechanics is on duty at night until 
closing time. 

Employe turnover is negligible. He hasn’t lost a 
man in 18 months. An assistant manager has been 
with Bell for 13 years. A mechanic has worked at 
the same job for five years. 

He maintains his low turnover and high sales fig- 
ures without benefit of an incentive system. “We 
tried it once,” Bell says, “and it didn’t work.” 

What does work is a good salary scale. Most of 
his men are unionized, but get better than scale 
wages. His annual payroll is about $45,000. Divided 
among the 11 full-time employees, this averages 
about $4,000 a year per man. 

A private secretary helps Bell keep up to date on 
his correspondence (much of it for his outside activ- 
ities) and lubrication follow-up system. She works 
four days a week, but Bell says he could use her 
even more. 


The Man Behind the Bell System 


Sam Bell is a short, slightly balding, former 
jobber and accountant. He still audits his own books 
and can tell at a glance his profit and loss figures for 
any period. To everyone from the mayor of Chicago 
down to his customers and employes, he is simply, 
“Sam.” 

He spends seven days a week in his station and 
in community activities, despite doctor’s orders to 
take it easy. Two years ago, he was troubled with a 


respiratory condition and was confined to his home 
for some time. He carried on his business from 
there. His secretary says, “Sam doesn’t know how to 
relax.” 

As a concession to his heart, Bell takes off about 
six weeks a year. And he claims, “When I go home 
at night, I completely forget about the business.” 

The names Bell and Shell have been linked for 
more than 30 years, through several service stations 
and a fuel oil jobbership. Bell has been at his present 
site for 13 years. 

He became an accountant through night school 
studies, and has a 21-year-old son, Dennis, who re- 
cently passed CPA examinations. Dennis is now in 
the Army. At home are Bell’s wife and an eleven- 
year-old daughter. He’s been married 25 years. 

Success Is a Full Time Job—‘“Sam is definitely 
not the country club type,” says an associate. “Every 
organization he is in is a civic, community or busi- 
ness group.” Bell himself says, “I have deep respect 
for anyone who is successful.” Most of his activities 
are directed at the success of his business and com- 
munity projects. 

Kenwood-Hyde Park is currently in the throes of 
redevelopment. A few years hence, Bell’s station 
will be torn down to make room for a new wide 
boulevard. 

He has his eye on a new site a few blocks away. 
Bell says there may be some difficulty getting it. But 
those who know him say it will be his, if he puts his 
characteristic energy into nailing the deal down. 

They point to the way he took the news when he 
learned he had missed being named Brand Name 
Retailer-of-the-year. Bell has been nominated five 
years in a row. His wife asked, “Sam, aren’t you 
discouraged?” 

“Hell no,” Sam answered. “I’ve already ag 
preparing next year’s presentation.” 
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How to Facelift Your Premium Pumps 


All is not gold that glitters—Shell makes 
a bright pump plaque from plastic powder 


“WHAT'S IN the new white pump?” 
was a catchword a few months ago. 
Shell wouldn’t tell—at least not until 
its new super-premium was ready for 
release. 

Now the question is “What's on 
the white pump?” This time Shell is 
less coy. It’s a gold-colored plastic 
plaque—the first of its kind to be 
attached to a gasoline pump. 

It’s another gimmick in the battle 
for recognition of improved premiums 
and third grades. Shell—and other 
marketers—want customers to know 
their new gasolines are really different 
from any that came before. 

The plaque springs from the same 
motivation as Sun’s banning of the 
word “gasoline” from advertising 
(NPN—May ’57, p110) and Gulf’s use 
of gaudy purple for its new Crest 
pumps. 

(The purple pumps recently in- 
spired a Gulf dealer to ask a motor- 
ist, “Fill it up with grape juice, Sir?”) 

The Shell plaque was conceived 
nearly two years ago. A company 
engineer was impressed by reflecting 
plastic signs on parkways in Connect- 
icut. “Why not make use of this idea?” 
he asked. 

The first reflecting plastic effort 





Gold-colored plaques for one pump cost 
$7-$8 for a set of two 


was not a plaque at all, but the giant 
red letters that appear on the top of 
Shell stations. When plans for the 
new premium were afoot, a team of 
Shell engineers, designers from Ray- 
mond Loewy Inc., and plastics manu- 
facturers came up with the idea for 


a pump plaque. 

The small plastic plaque has posed 
its share of problems for the Shell 
organization. Because sheet plastic is 
too cumbersome, designers have had 
to develop a molding process using 
powdered plexiglas. Molds currently 
cost about $20,000 apiece, accord- 
ing to Shell engineers. 

Another expensive item—the shim- 
mering gold color in the three-ply 
plaque is produced by vacuum-plating, 
instead of more conventional methods 
of dipping or spraying. 

After originally working with a flat 
design, Shell hired a_ professional 
sculptor to produce an embossed plate. 
The yellow shell now rises % inch 
above the surface of the plaque. 

Among other minor headaches: 
how much curvature should the plaque 
have to fit the maximum number of 
pumps snugly? What kind of backing 
would best protect the plating? (To 
solve this, Shell used a technique 
similar to automobile undercoating). 
Damage-proof packaging, lighting, 
and a fool-proof set of instructions 
for application—all these problems 
had to be licked. 

Now that the obstacles are disposed 
of, Shell is shipping plaques to dealers 
in Michigan and Indiana. Marketing 
executives expect the plaques to help 
premium sales. But they’re still on the 
lookout for more gimmicks. 


Outdoor Advertising Looks at Its Readers 


TURNABOUT is fair play. Outdoor 
Advertising Inc. is peeking from be- 
hind its billboards to learn what sort 
of people are in the audience. 

So far, OAI, the national sales arm 
for the outdoor medium, likes what 
it has found. Poster readers are young- 
er, more plentiful, and have more 
money than was previously believed. 

Preliminary results from a new 
Starch study of poster readers show 
a high concentration of readership 
among age groups below 35. Starch 
also finds higher readership among 
larger family groups and, surprisingly, 
among higher income groups. 

OAI points out that billboards have 
an “all-embracing nature.” For this 
reason, there is little difference in 
the readership scores of men and wo- 
men and a small variation between the 
scores achieved by different product 
groups of a widely scattered nature. 
Spark plugs, in other words, score 


nearly as well as scotch. 

Readership scores and audience 
characteristics data being supplied to 
advertisers free of charge by OAI. 
A second part of the survey, impres- 
sion studies of individual posters is 
being made available by the Starch 
group for a fee. 

OAI’s research director, Franklin 
R. Cawl, Jr., says the impression 
studies show that in viewers minds 
a wide range of ideas are developed 
from limited poster copy. There are 
“a great variety of reactions—a high 
degree of response. Reverberations 
extend beyond the initial idea em- 
bodied in copy.” 

Some other highlights of the Starch 
report: 

In a 30 day period, 66-million 
people remember at least one bill- 
board. OAI draws its sample from 
88-million people in the so-called 
“urban market”—towns of 2,500 or 
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more people. Of the 88-million, 66- 
million reportedly recall some outdoor 
posters, although the exact number 
remembered is not determined. 

By occupation, highest readership 
scores are for clerical and sales groups 
—90.1% report seeing posters. 

By income, households with $10,- 
000 or more yearly income, have 
the highest scores—85.3%. 

Car owners score higher than non- 
owners, but the figures are surprisingly 
close—84.2% to 71.4%. 

Oil marketers are non-committal 
about the survey. They say it is im- 
possible to compare the results with 
surveys on other media. One market 
research director adds that he has 
“reservations about any survey that 
attempts to measure effects in terms 
of people exposed.” But this execu- 
tive, as others, says the study will 
become one more tool in planning 
an effective advertising program. & 
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Southwest Trend: Independent 


e@ Markets are shaky for Southwest independents. Majors are 
buying less gasoline than ever; private branders’ shopping 
around keeps refiners off balance 


e New Midwest refineries supplied with Rocky Mountain 
crude are taking the top off Midwest demand. And the 
Canadian market is shrinking, too 


@ What can independent refiners do about it? Many think 
the answer is to invade the retail field with brands of 
their own. Here’s how they're going about it 


A BIG PUSH to brand retailing by independent 
refiners in the Southwest could bring major 
changes in Southeast and Gulf Coast markets. 
You'd feel it all the way from Brownsville, Tex., 
to the Carolinas—and far up the Mississippi River. 

Alarmed at the dwindling market for their un- 


branded gasoline, independent refiners on the 
Texas-Louisiana coast are going brand-conscious 
in various ways. Some are expanding retail opera- 
tions that were limited up to now. Others are set- 
ting up new retail facilities, or getting ready to do 
so within the next few weeks or months. 


Which refiners are going branded? 


There are about a dozen independent refiners on 
the Texas coast and half a dozen in Louisiana. The 
latest to join the brand trend is Texas Gas Corp., 
headquartered in Houston, Texas Gas’ refinery is at 
Winnie, 50 miles away on the site of the old Mc- 
Carthy Chemical plant. Since taking over the plant 
in 1952, Texas Gas has been operating on crude 
distillate. The company has been easing into the 
Texas coastal marketing picture for five years. 

For a while, the company sold unbranded prod- 
ucts to barge and cargo buyers. Then it started to 
concentrate on truck transport buyers between 
Beaumont and Houston. Last January, it quietly 
started putting up its own pump globes and “Plat- 
inum” brand signs at independent service stations. 

Meantime, Texas Gas has been adding to its 
Winnie plant. It can now turn out six grades of 
gasoline, testing up to 100 octane. Shortly, it plans 
to launch a big local advertising campaign. Then it 
will bring into the open its aim of establishing its 
own brand. 

Texas Gas is still a newcomer and relatively 
small. For that reason it isn’t creating a big stir in 
the Southwest by going branded. The company has 
no set timetable for getting branded jobbers, either. 
Says sales manager Roger McKillip, “Right now 





By MARVIN REID 
Southwest Editor 


we are trying to hold on to the business we have. 
That’s our primary reason for going branded. 
Eventually, we believe that by establishing a brand 
that will be recognized for quality, we can interest 
plenty of jobbers.” 

That emphasis on quality is Texas Gas’ way of 
spreading confidence in the new brand. Test sam- 
ples are frequently taken from branded stations to 
keep close quality control. McKillip and his staff 
often visit stations, check through on customer 
complaints about “knocking.” Where gasoline qual- 
ity is up to par, McKillip offers to check the cus- 
tomer’s car for mechanical difficulties. 

Texas Gas isn’t doing this simply to make each 
customer happy. It’s also to show station men and 
their jobbers how dedicated the company is in its 
goal of building a quality brand. 

New Leader?—A more formidable competitor 
than Texas Gas, at the moment, would be Eastern 
States Petroleum Corp., which has been studying 
all angles of branded operation. The company has 
one of the most modern refineries in the country— 
a 50,000 b/d plant in Houston. Eastern States is 
expected to move soon, and others may follow. 

Gulf Coast marketers say Eastern States has al- 
ready chosen a station design and made real estate 
surveys in potential market areas. The company is 
said to have earmarked $6-million for the brand 
project; some competitors say the figure is much 
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Refiners Move to Brands 


higher than that. 


Other independents are nearing a decision. Delhi- 
Taylor of Corpus Christi, for example, has no de- 
finite plans now but is eying a move into the Middle 
Atlantic area. The company has a lot of money and 
a lot of production, and recently bought three 
terminals in the Carolinas. 


Bay Petroleum of New Orleans, a subsidiary of 
Tennessee Gas Transmission Co., has acquired one 
station near its refinery at Chalmette, La. The sta- 
tion is said to be mainly for company employes in 
the area, but it could be a forerunner of more Bay 
stations through the Southeast. The company has 
marketed its own brand in the Rocky Mountain 
region for many years. 

Triangle Refineries may also produce an entry 
in the new-brand derby. Some years ago Triangle 
marketed its own Clover Leaf brand, and had re- 
cently been considering a return to it. Late in April, 
however, the company was acquired by Kerr- 
McGee Oil Industries, Inc. 

There are two big brands in the Kerr-McGee 
setup—Deep Rock and Kermac. One of these may 
go into areas where Triangle is losing unbranded 
jobbers to major competition. But some marketers 


think Kerr-McGee may turn to the Clover Leaf 
brand in such areas because of its acceptance. 

Competition among the johnny-come-lately 
brands will be intensified by the presence of a few 
companies that fall somewhere between the in- 
dependent and major refiner categories. They, too, 
are building up brands. 

Some examples: Crown Central Petroleum, with 
headquarters in Baltimore and a lot of retail opera- 
tions in the East, has a 35,000 b/d refinery in 
Houston. Until recently the company ran only a 
few stations in the city. Now it’s building new 
modern-design outlets, and stepping up advertising 
in Houston newspapers. 

Ingram Products Co. operates a 10,000 b/d 
refinery near New Orleans. The company has been 
busily establishing its own brand along the Louis- 
iana coast for two years. 

American Oil Co. of Texas has been building 
and acquiring outlets in Texas City and Houston. 
Amoco of Texas is a wholly-owned subsidiary of 
American Oil Co., one of the companies of the 
Standard Oil Co. (Indiana) group. Expansion by 
this marketer may be part of Standard’s moves to 
the west. 


Here's why the trend is shaping up 


For the past few years independent refiners have 
been faced with diminishing markets for unbranded 
gasoline. Now they’re hoping that branded opera- 
tions will help them check the decline by preserv- 
ing and extending an assured products market. 

“I think such a move is inevitable if the inde- 
pendent refiner is to stay in business and survive,” 
says the marketing manager of a Southwest major. 

What’s Happened—A chief cause of the slipping 
markets is the disappearance of major-company 
customers. One independent refiner puts it this 
way: “Major companies have become too self-suf- 
ficient. They used to have to depend on us to sup- 
plement their own products output. They still do, 
to some extent, but not like they did a few years 
ago.” 

A broker for a large major confirms this. He says 
his company hasn’t bought a cargo of gasoline in 
ten months. One observer says flatly, “The inde- 
pendent really doesn’t have too much place in the 
refining picture today—and he knows it.” 

Refinery capacities have increased in the past 
few years as all companies have taken advantage 
of the fast tax write-off policy adopted by the 
federal government to bolster reserve refining ca- 
pacity. The reserve capacity is intended by the 
government for use in emergencies. But, despite the 
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tax advantage, the new units cost a bundle of 
money. It’s hard for refiners to resist the urge to 
make use of the costly new equipment. Result: the 
expanded refineries are running full blast. 


Canadian Problem—Independents say the growth 
of Canadian refining industry is a minor reason for 
the market slump. While the Gulf Coast refiners 
didn’t produce directly for Canadian markets, they 
did sell to brokers who supplied the Canadians. 
Now those sales are few and far between. 

Another rags-in-the-midst-of-riches factor is the 
expansion of refineries along the upper Mississippi 
River. New plants there are on full stream, supplied 
with lower-priced Rocky Mountain crude. Gasoline 
is cheap enough in the upper Midwest to price 
Texas independent refiners right out of the market. 
Even on the Gulf Coast, there’s an inequity among 
independents. Freight rates favor Louisiana ship- 
pers to the disadvantage of those in Texas. 

Complicating the picture further is the threat of 
Congressional legislation, which some independent 
refiners think may change the whole jobbing set-up. 
No one knows what laws are coming, but some fear 
a loss of all private brand distributors as customers. 

Bargain Hunters—Private brand distributors, 
themselves, have been creating ill will among in- 

(Continued on page 126) 
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General 


(Story begins on page 124) 
dependent refiners by their habit of shopping for 
gasoline at bargain prices. 

Along the Gulf Coast, there’s a heavy concentra- 
tion of private brand distributors, from one-station 
operators to king-size outfits like Billups and Site. 
The latter two are known as dependable customers. 
Some of the others aren’t. 

“We never know when we have one of these 
operators on our books, and when we don’t,” says 
one independent refinery sales manager. “As far 
as they are concerned, a contract isn’t worth the 


What the growth of refiners’ 


Here are some of the effects you'll see if enough 
independents go branded: 


e Hard bidding by refiners to line up more and 
better jobbers; 


e Increased sales competition for established 
jobbers, especially those under major brands; 

e New gasoline price wars at the retail level; 

e Tighter gasoline supply for unbranded jobbers 
—especially along the Gulf Coast—who buy from 
independent refiners. Many unbranded jobbers, of 
course, buy from major companies. 


Most independent refiners agree it will take 
money and time to put the new brands across. For 
a few years, private brand distributors will still be 
choice customers and they'll be pretty much in the 
driver’s seat as before. 

At least one refiner plans to solve excess gasoline 
problems by going into petrochemicals. That would 
cut gasoline output sharply. But other refiners say 
petrochemicals are not the real answer. Eastern 
States and Texas Gas have been in the field for 
some time. And both are currently seeking a more 
stable gasoline market to cure their headaches. 


The move to brand retailing by independent re- 
finers puts the spotlight on private-brand jobbers. 
For them, the trend can be both a blessing and a 
curse. 

Pleasant Picture—On the good side, refiners will 
have to make overtures to the already established 
jobbers. The more going jobberships that refiners 
can sign up, the easier will be the job of spreading 
a new brand. Just what refiners can offer—and how 
hard they can push it—remains to be seen. 


In the case of Texas Gas, the company has of- 
fered only its brand name to jobbers so far. For 
jobbers who agree to sell “Platinum Premium” 97 
octane, and “Platinum Regular” 89 octane, it puts 
up brand signs and pump globes at stations. 


“We do feel that once a jobber agrees to sell 
our brand, he is more likely to stay with us than 
one buying unbranded,” Sales Manager McKillip 
says. “Anytime they wanted to remove our signs, 
though, and start buying from someone else, they 
could do so.” 


paper it’s written on. If they get a cheaper price 
from another supplier, they do one of two things. 

“They either come around and start trying to 
beat our price down, or they just don’t show up. 
When they don’t show up, then you know you no 
longer have a customer.” 

Eastern States has started selling more to these 
private branders recently, and companies like Bay 
Petroleum in New Orleans deperd heavily on them 
along the Southeastern Coast. Among others, vol- 
ume is big enough to keep refiners constantly off 
balance by the shifting of accounts. 


brands could bring 


Texas Gas hasn’t offered price incentives to 
branded jobbers yet. The company feels it must 
hedge a bit right now by balancing branded against 
unbranded sales. For that reason, there’s one dock 
price at the Winnie refinery for both branded and 
unbranded customers. 

Unbranded jobbers can buy all six grades the 
company offers from a “white gas” to 100 octane. 
Branded jobbers, if they wish, can go to three or 
more grades, provided they sell the agreed-upon 
regular and premium. 

There are, however, jobber aids in the offing. 
Texas Gas hopes to have its own credit card system 
soon. In addition, the company is working on a 
standard station design that jobbers can use. 

“So far, we haven’t been able to offer financial 
aid to jobbers or even paint for their stations, 
says McKillip. “We are too small to talk about 
financing anybody, but I’m sure we will be offer- 
ing other services soon.” 


McKillip won’t say how many Texas jobbers 
have started using the company brand, or what the 
whole program will cost Texas Gas. He does say 
the expense is so high that a company of Texas 
Gas’ size “can’t think too much about buying or 
leasing its own stations. At least, not to start with.” 

Rocky Road—On the debit side of the ledger, a 
move by several independent refiners to brand 
operations could bring long-range trouble for job- 
bers who decide to continue as private branders. 
Some major jobbers may find it rough going, too. 

Heavy advertising programs and aggressive at- 
tempts to cut into a big slice of the market will 
almost certainly accompany the moves. The inde- 
pendent refiner will probably try selling cheaper 
than majors, at least until he gets established. If 
majors retaliate with a price drop, retail gasoline 
price wars are inevitable. 

The aim of independents like Texas Gas and 
Eastern States is to develop a steady, dependable 
market—one they know will be with them month 
after month, not day-to-day. The future supply 
picture for the unbranded jobber depends in part 
on how successful these refiners are in reaching 
their goal. bad 
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World’s first TEL tank-ship commissioned 


Rebuilt ship brings convenient Du Pont TEL 





NEW ASSISTANT 
REGIONAL MANAGER 





WILLIAM W. WINGATE was recent- 
ly appointed assistant regional man- 
ager in the Petroleum Chemicals Divi- 
sion’s Mid-Continent Region, with 
headquarters in Tulsa, Oklahoma. He 
replaces Barrett B. Russell, Il, who 
has been transferred to the Gulf Coast 
Region in a similar capacity. 
Previously Bill was active in region- 
al sales and technical service work on 
all DuPont additives other than tetra- 
ethyl lead. This includes DuPont Es- 
tersil GT grease thickener, metal deacti- 
vators, lube and fuel oil additives, anti- 
oxidants, dyes and grease stabilizers. 
Bill Wingate had an early introduc- 
tion to the oil industry doing gasoline 
and lube oil testing for Socony-Mobil 
Oil Company, Inc. while earning his 
B.S. degree in chemical engineering at 
the University of Pennsylvania. 
During World War II, Wingate was 
a lieutenant in the Navy and spent 
three years on submarine duty with the 
Pacific Fleet. 
He is a member of Sigma Xi and Tau 
Beta Pi. 





supply to Gulf Coast refining area 


MV PETROCHEM — the first chemical carrier for overwater transport of bulk shipments 
of TEL antiknock compounds. Rebuilt for the exclusive use of DuPont, the 6,000-ton 
tank-ship was recently put into service to meet the expanding needs of Gulf Coast refiners. 


SHIP-SUPPLIED STORAGE AND DELIVERY 
TERMINAL AT BEAUMONT COMPLETED 


Another important TEL delivery 
convenience for Gulf Coast refiners 
became a reality with the recent 
rechristening of the MV PETRO- 
CHEM — the first TEL tank-ship. 
This unique ship makes possible a 
major source of DuPont TEL sup- 
ply right in the Gulf Coast area. 
Also, TEL handling facilities have 
been constructed at Beaumont, 
Texas. These will provide dock ac- 
commodations for the new ship, and 
storage and distribution facilities 
for its cargo. Thus, the Beaumont 





terminal is equipped to provide the 
same TEL-availability and delivery 
service as DuPont's manufacturing 
plants at Carney’s Point, New Jersey 
and Antioch, California. 


Bulk shipments 
MV PETROCHEM'’S maiden voy- 
age marked the first time tetraethyl 
lead compounds have been trans- 
ported over water in bulk. To ac- 
complish this safely, the tanker was 
redesigned and rebuilt, from the 
hull up, to rigid DuPont specifica- 


OVER 








R. R. SHOP SUPERINTENDENT: 
Incompatible economy diesel fuels are 
causing injector-sticking and filter-plug- 
ging that cost us plenty in time and 
money. 


OIL SALESMAN: 
We've been hearing that lately. Incom- 
patibility is the problem — but there's a 
way to solve it. I'll tell the refinery about 
it. 


REFINERY EXECUTIVE: 
Yes, I've been reading your ads telling 
how DuPont's FOA-2 helps eliminate 
most diesel fuel incompatibility troubles. 
What about it? 


DUPONT REPRESENTATIVE: 
That's right, it does! Here, let me show 
you our dato. I'll show your customer, loo. 





R. R. SHOP SUPERINTENDENT: 
This injector’s clean as a whistle—and it's 
been in operation 35 days. 


DUPONT REPRESENTATIVE: 
In most cases DuPont FOA-2 keeps fuel 
oils gum-free. And while it helps prevent 
injector-sticking, filter-plugging it does 
not contribute to sparking tendency, be- 
cause it burns without ash. 





Tanker shipments 


tions—so rigid, in fact, that the PETRO- 
CHEM meets or exceeds the require- 
ments of any port authority in the 
world! 

TEL to Texas — raw materials back 
The converted ship is in reality a two- 
cargo vessel. Designed primarily to 
move bulk shipments of TEL south 
from Carney’s Point, it is also equipped 
with separate tanks for transporting 
ethyl chloride and ethylene dichloride 
back to Carney’s Point. 

Safety for crew and cargo 
The PETROCHEM is _ permanently 
compartmented, with solid bulkheads 
dividing the operational and cargo sec- 
tions. Still other solid bulkheads — 
welded to the hull itself—separate each 
of three cargo spaces. Safety and prod- 
uct cleanliness were the primary design 
considerations. 
Unique features 

Many new safety features were special- 
ly designed for this 6,000-ton tank- 
ship. Each compartment is ventilated 
separately by a system which effects a 
complete change of air throughout the 
entire ship every three minutes. A 
vacuum system is another of the many 
special facilities for safe maintenance, 
repair, and product handling. 

If you operate a refinery in the Gulf 
Coast area, the new ship and terminal 
are your assurance of a nearby ample 


supply of DuPont TEL. 





Voice of America 
to broadcast 
Magic Barrel excerpts 


Parts of the oil industry’s “Magic 
Barrel” presentation have been re- 
corded for broadcasting to people be- 
hind the iron and bamboo curtains as 
well as in free countries of the world. 

Members of the Voice of America 
staff first became acquainted with the 
Du Pont-designed Magic Barrel when 
visiting the company to develop a spe- 
cial program using the voices of ap- 
proximately 100 foreign-born and na- 
tive American DuPont employees. At 
this time, the Magic Barrel was shown 
to the Voice staff to acquaint them 
with the group of DuPont products 
made from oil. They saw in this pres- 
entation some of the fruits of American 
enterprise — presented in a dramatic 
and convincing fashion. So they asked 
to have parts of it taped for broadcast- 
ing to their listeners. 

The Magic Barrel broadcast has 
been included in a more comprehen- 
sive program in 32 languages under 
the title, “The People’s Capitalism.” 

This program will also explain the 
widespread sharing of benefits under 
the American economic system and tell 
some of the history of the DuPont 
Company. Recorded interviews with 
employees who emigrated from 44 
foreign countries will appear on the 





program, along with company execu- 
tives, scientists and union representa- 
tives. The interviews were all spon- 
taneous . . . no prepared scripts. 

The Voice of America program is 
the first concerted effort to tell the 
story of an American company in many 
languages. 
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Management 


Want to See Your Sales Zoom? 


Barney Brown & Sons did it with five management tools: 


1 Lending money to dealers to get new outlets 


; ee sharp eye for good real estate deals 
3 A shrewd, harmonious, father-and-sons management team 
4 Profit-sharing and commission incentives for employes 

5 A tire recapping plant to boost TBA sales 


BARNEY U. BROWN & SONS was 
once shunned when it needed a new 
supplier desperately. Now, suppliers 
are busy figuring out new lures—the 
Oklahoma City Anderson-Prichard 
jobbership is one of the most sought 
after in the state. 

The reason is simple: with Barney 
Brown acting as a guard to keep them 
from getting too far out on a limb, 
his two “boys” have been setting a 
pace other Oklahoma City jobbers 
find hard to match. Fast-stepping and 
hard-working (16-18 hours a day), 
Barney, Jr., and Eugene Brown have 
pushed Brown & Sons near the top 
in a city noted for tough competition. 

“Near the top” means selling close 
to 600,000 gal. of gasoline and diesel 
fuel a month through 30 outlets. 
That’s up about 100,000 gal. a month 
from what they did last year. 

The Browns sell about a carload 
and a half of lube oils and $20,000 
worth of TBA a month. That’s a TBA 
ratio of $33 per 1,000 gal. of motor 
fuel (the national average is about 
$18.) They also sell recapped tires 
to their dealers from a $20,000 re- 
capping plant they own. It grossed 
$7,000 a month last year. 

Two of the Browns’ 30 outlets are 
salary-operated truck stops that never 
sell under 100,000 gal. a month and 
do enough service work to take care 
of almost all their overhead. 


‘Gambling’ to Build 


To build their business, the Browns 
have gone in for methods that more 
conservative marketers might shy 
away from. They take the view that 
when you start from practically noth- 
ing, as they did after World Wor Il, 
you have to gamble. So far their 


lending a lot of money to independ- 
ent dealers in order to get them as 
accounts, Brown & Sons has also 
financed lessee operators up to 100%. 
And Brown frequently violates an 
industry taboo by dumping one load 
of gasoline to dealers on credit, then 
carrying them one load behind on 
their books. 

Currently, according to Barney 
Brown, Jr., the company’s dealer 
loans run from about $73,000 to 
$75,000. Some of this money is bor- 
rowed from Anderson-Prichard 
at 5% and reloaned: to dealers at 
the same rate. For larger loans, 
Brown & Sons co-signs the note with 
the dealer borrowing direct from 
Apco. 

The Browns make three basic types 
of loan: 

e To independent dealers. Oper- 
tors who own their own stations may 
need money to remodel or repair 
their outlets. To get loans, they must 
agree to let Brown & Sons supply 
them for at least the duration of the 
loan. 

e To property owners. These peo- 
ple, or those with cash to buy land, 
may wish to get into the service sta- 
tion business. If they can put up 25% 
of the total value of the new station 
and property, and agree to be sup- 
plied by the Browns, they can get 
the rest from the Browns. 

e To prospective lessees. A dealer 
without the necessary capital to buy 
a station’s inventory may be able to 
borrow up to 100% of the total 


investment required. These loans, like 
the others, are judged on an individ- 
ual basis. 

The Browns have also made possi- 
ble at least one loan that was too 
large for them to make themselves 
or co-sign. They brought together a 
twenty-year veteran dealer and An- 
derson-Prichard. Apco loaned the 
dealer $52,000 directly. He was able 
to build the kind of station he had 
always wanted, right down to a pub- 
lic-address system that pipes radio 
music and news to his driveways and 
lube bays (see picture, page 132). This 
station was doing 45,000 gal. a month 
within two months of its opening. 

The “risk” of making dealer loans 
is hedged a bit. “According to our 
agreements, few of the dealers we 
have helped could switch to other 
suppliers without paying off the 
loans,” Barney, Sr., says. “We hold 
a mortgage. If a dealer goes under 
and we have to take over, we have 
another station.” 

Anyway, Brown says, they’ve never 
had a dealer want to switch. “We've 
found there are a lot of men who 
want to be independent and operate 
a station, but they don’t have any 
money. Most of these men will do 
a good job for you, if you'll loan 
them a little money to get started. 

“We have found that if you help a 
man to be an independent business- 
man, he feels obligated to you. He 
will usually stick with you.” 

On loans made to independents, 
repayment is usually arranged on a 


’ How Brown & Sons Has Grown 


No. of Outlets Gallonage 


. Gross Sale 


risks have paid off. _ 12 1,000,000 
Chief among the “risky” ideas is 20 2,300,000 
30 6,000,000 


$180,000 
$374,000 
$1,903,000 


By MARVIN REID 
Southwest Editor 
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Family management: Barney, Sr., likes to listen at the Saturday sessions while 
sons Gene (left) and Barney, Jr., (right) do the talking 


(Story begins on page 129) 

flat monthly basis. Loans to lessees 
are set up either the same way or 
on a per-gallon rental arrangement. 


Building on a Family Team 


The “risky” policy of lending to 
dealers is only the latest step in 
Brown & Sons’ fight for expansion. 

At the end of World War II, 
Barney Brown, Sr., had a successful 
truck service station, some farm busi- 
ness, and a few dealer accounts. It 
would have supported him as it stood. 

“But I told my boys when they 
came home from the war,” Brown 
recalls, “that what I had wouldn't sup- 
port all of us. However, I pointed 
out to them that if they liked the 
business, and were willing to work, 
we could do something with it. They 
liked the idea, and they haven’t let 
any grass grow under their feet 
since.” 

The Brown boys’ job was made 
harder by a bad supply situation. 
Tied up with a small refiner who 
couldn’t fill all their needs, they tried 
to find a larger one for three years 
before Anderson-Prichard took them 
on in 1953. 

(At that time, most Oklahoma City 
suppliers were interested in direct 
marketing rather than the jobber 
route. They felt it was the best way 
to compete with the mushrooming 
independents in the area. Now ex- 
amples like the Browns’ are causing 
some majors to change their minds 
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and they’re making offers to the 
Browns.) 

Brown & Sons still needed volume. 
To get it, they had to have stations: 
the farm business the elder Brown 
had was fading badly in the face of 
LPG, and most of the city’s com- 
mercial account business was in ma- 
jor-company hands. 

That’s why the Brown boys started 
making loans to independent retailers 
first, and later encouraged other men 
to build their own stations, with An- 
derson-Prichard’s help. When gallon- 
age and profits rose thanks to these 
independent accounts, the Browns 
were able to start building stations 
of their own. 

Their growth record is fairly im- 
pressive: in 1948 Brown & Sons 
grossed $180,000 on 1-million gal. 
In 1953, it was $374,000 on 2.3- 
million gal. In 1956, it had risen to 
$1,903,000 on 6-million gal. 


How the Team Manages 


Barney Brown, Sr., gives all the 
credit for his company’s growth to 
his boys. The sons, in turn, say they 
couldn’t have made it without their 
father’s knowledge and experience to 
fall back on. 

“He’s been in the business all his 
life,” they say. “Everybody knows 
him. He can do a lot on personal 
friendship that we can’t, because we 
just haven’t been around long enough. 
But where he helps us the most is 
the advice he gives us. He keeps us 


from getting too high off the ground 
when we need somebody to hold 
us back.” 

Barney, Sr., has the title of pres- 
ident; Barney, Jr., is general mana- 
ger, and Gene is secretary treasurer. 
But nobody pays much attention to 
titles. Ownership is split three ways, 
and in effect, Brown & Sons has no 
one boss. 

“We have our individual jobs,” 
Barney, Jr., says. “Gene keeps the 
transports rolling, calls on dealers, 
and makes real-estate deals. I try to 
keep the administration going here 
at the office, at our two truck sta- 
tions, and at our tire recapping plant. 
Dad circulates to find out what our 
competitors are doing and _ builds 
good will by keeping in touch with 
our accounts.” 

“Still,” Gene says, “we all work 
as a business team. We huddle every 
Saturday to go over the week’s ac- 
tivities, and make decisions. We try 
to leave all personalities out of these 
meetings. If one of us disagrees, we 
say so and why. 

“In other words, outside Brown & 
Sons we are father, sons and brothers. 
Inside the company, we are nothing 
more than business partners.” 

At the Saturday meetings, the elder 
Brown does more listening than talk- 
ing. He lets his boys kick things 
around, then gives advice if he thinks 
it’s meeded or he’s asked for his 
opinion. For the most part, he tries 
to let his sons run the company. 

Generally, no new deal is consum- 
mated, or any policy changed, without 
agreement by all three. There are two 
reasons for this: first, it keeps 
all three informed on just what is 
going on; second, they feel three heads 
are better than one in making deci- 
sions. 


Making a Shrewd Land Deal 


Now that the company is building 
its own stations, Gene Brown spends 
a lot of his time in the real estate 
market. Brown & Sons prefers loca- 
tions on main arteries rather than 
strictly neighborhood sites for com- 
pany-owned outlets. 

Where possible, Gene tries to pur- 
chase, rather than lease, station sites. 
But to keep from tying up too much 
money he makes some deals like this 
recent one: 

He found an elderly man who 
owned a good possible site. The man 
quoted the cash price he wanted. 
Gene talked with him about the pos- 
sibility of buying the property over 
a period of several years, thereby 
assuring himself a steady monthly 

(Continued on page 132) 
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Whether it’s one building or 
several, Davidson Porcelain Panels 
are individually “tailored” for on-the- 
job erection economy. 


Individual building unit treatment by Davidson, 
with panel assemblies keyed to your construction 


plan, means your building can be open for business ENCLOSE IT QUICKER 


sooner, at less cost. with 


Get design identification, too, with Davidson panel * 
assemblies, engineered to duplicate building designs, 
whatever the location — whether it’s new construc- 
tion or modernization of existing structures. 
PORCELAIN PANELS 


Contact a Davidson distributor 
(listed in your phone book under 
“Porcelain Enamel”) or write direct. 


Engineered to fit your design 


ey DAVIDSON ENAMEL PRODUCTS, INC. 
; 1123 €. KIBBY STREET ° LIMA, OHIO 
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This modern station is the result of a $52,000 loan from Apco to a dealer, 
arranged by the Browns. It has everything the dealer ever wanted 


(Story begins on page 129) 

income. The owner liked the idea, 
and that’s the way the purchase was 
completed. 

In effect, the Browns have a site 
they will own when they finish paying 
for it, and it’s costing them no more 
than it would have to lease the loca- 
tion—if as much. 

Gene’s operations have brought 
Brown & Son six company-owned 
stations, including the two truck stops, 
with a seventh now under construc- 
tion. All but the truck stops are lessee- 
operated. 

The company also leases four sta- 
tions from Anderson-Prichard and 
subleases them to dealers. It has leas- 
ed seven other sites from third parties, 
built stations on them, and put lessees 
in them; and it supplies 13 more. 
That totals 30, with one a-building. 


Incentive: Profit-Sharing 


Brown & Sons set up an employe 
trust for profit-sharing two years ago. 
It serves three purposes: 

e Provides incentive for the 29 
employes (eight wholesale, four re- 
capping plant and 15 retail) to stay 
with the company. 

e Provides capital the company 
can borrow at 6% interest. (It will 
be a while, though, before there are 
enough funds accumulated for bor- 
rowing.) 

e Helps set aside money for the 
Browns themselves, which would 
otherwise be lost to the tax-collector. 
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The profit-sharing plan works this 
way: each year, the company pays 
15% of an employe’s total salary 
into the fund. The employe puts up 
nothing. 

If an employe leaves before com- 
pleting five years’ service with Brown 
& Sons, he gets nothing, but the 
money put in for him is prorated 
among the other employes. 

At the end of five, 10, or 15 
years’ service, an employe is allowed 
to draw money from the fund in 
amounts agreed to by the company— 
so long as he remains with the com- 
pany. If a man resigns after five or 
more years, he is paid what has 
accumulated to his credit. 

The plan was approved and set 
up by the certified public accountant 
who handles the company’s books. 
(He’s not an employe, but is paid a 
fee to keep the records in shape and 
help Brown & Sons on tax matters.) 
The CPA checked the plan out with 
the Internal Revenue service to make 
sure there would be no tax problems. 


Incentive: Commissions 


Brown & Sons are firm believers 
in encouraging their employes to 
make more money—thereby bringing 
in more profits for them. 

That’s why the drivers of the com- 
pany’s two 6,000-gal. transports are 
paid no salary, operate strictly on 
commission. They act as salesmen, 
and the commission gives them “more 
incentive to work,” says Gene Brown. 


They get 18% of the gross sales they 
deliver, with a guaranteed minimum 
of $300 a month. 

They pick up at Anderson-Prich- 
ard’s Oklahoma City refinery, have 
schedules mapped out so that dealers 
know just what day deliveries will 
be made. They work from midnight 
to noon the following day, making 
their deliveries when the stations are 
least busy. All deliveries are direct 
from refinery to station. 

Brown & Sons also has a TBA 
wagon. Its driver works on a salary 
plus commission basis. He calls on 
each station account at least once 
a week; he carries tires, most access- 
ory items, and all major brands of 
motor oil. 

Another salesman recently started 
work for the company to see if he 
could sell the tires from the recap- 
ping plant. He’s been on straight 
salary, calling on truckers, commer- 
cial accounts and all Oklahoma City 
service stations (not just Apco out- 
lets). 

His sales “indicate we'll have to 
set him up on commission, too,” 
Barney Brown, Jr., says. “He has 
been very successful in selling the 
recaps, and with more incentive, he 
should really do a job for us.” 

Attendants at the salary-operated 
truck stops get a 5% commission on 
TBA sales, and porters get 5¢ for 
each lube and wash job. Both are 
bonuses over and above a straight 
salary. 

Recaps and Truck Stops—Brown 
& Sons bought their tire recapping 
plant two years ago when it was 
doing $900 a month business. Its 
gross has reached about $7,000 a 
month and it’s still climbing. The 
Browns say it adds to their regular 
TBA business, and its profits run 
around 10%-12% of the company’s 
gross profits. 

The truck stops are the Browns’ 
old standbys; they’ve been the com- 
pany’s most profitable operations over 
the years. (The Browns won't say 
just how profitable, “because some 
competitors don’t know just what 
we are doing in them.”) 

Besides providing wash and grease 
facilities for truckers, the two sta- 
tions, located near Oklahoma City’s 
stockyards, act as a drivers’ head- 
quarters. Messages for the drivers, call- 
ed in by their companies from dis- 
tant cities, are put on special bulletin 
boards at each one. 

It isn’t a big service, or an ex- 
pensive one. But it is typical of the 
little “personal touches” Brown & 
Sons uses to make its business grow. @ 
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Big Fall “PRESTONE” anti-freeze ad campaign will tell car owners: 


Ree 


provide proper servicing!” 


@ The campaign on Radio, TV and newspapers promotional staffs stay free to concentrate 
will send customers to those dealers— your dealers on your all-important petroleum products. 


—who can provide proper servicing... attach the Let us show you more facts — more outstandi 
ae tanding 

Green Tac with its famous Guarantee! advantages of product, service and promotion. 

Add these facts: They all add up to greater sales, greater profits, 


1. America’s most preferred brand...easiest greater economy for you with America’s most 
to sell. preferred anti-freeze brand! 


2. Guaranteed supply—no procurement 


problems. a Bids iE ANT |- 
* freon beaioeas<bfos © complete mer FREEZE 


chandising set-up. Your own sales and BRANO 


The terms ‘‘Prestone’’,’‘Eveready’’, The Green Tag, and ‘‘Union Carbide’’ are trade-marks of Union Carbide Corporation 
NATIONAL CARBON COMPANY - Division of Union Carbide Corporation - 30 East 42nd Street, New York 17, N. Y. 


June, 1957 + NATIONAL PETROLEUM NEWS 








Orman-Rupp 


When you need a pump, you generally need it right now. Maybe 
it’s for fire protection, dewatering, emptying a sump... all sorts 
of jobs. Water, petroleum or industrial liquids. 

Whether it’s for emergency, routine or stand-by use, we build 
your pump. 

Gorman-Rupp pumps are motor or engine driven. For construc- 
tion, fire fighting, jetting, transfer service, sanitation, mining, 
petroleum marketing, irrigation and other applications. Sizes as 
small as 34”. Large as 12”. Complete units or basic pumps. 

We’d like to send you free, ‘How To Use Portable Pumps in 
Industry”. . . reprinted from Power Magazine. Write today. 


THE GORMAN-RUPP COMPANY 


305 Bowman Street + Mansfield, Ohio 











“© Series” Petroleum Products Pumps: 
Centrifugals that prime. Straight-in suction, 
No check valve. Powered or basic units. 


New “80 Series” Lightweight Pumps: 
Self-priming. Straight-in suction. No check 
valve, Sizes 1%", 2” and 3”. See cutaway 
at left. 


a er 


Dual Fire Fighter Pumps: Fight fire direct 
or relay enough water to pumper for two 2” 
nozzles at 100 Ibs. Quick prime. Portable. 
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Bulk Plants and Terminals 


With this recently completed, $220,000 pipe line terminal at New Goshen, Ind., . . . 


Socony Prepares for Midwest Growth 


Major's new terminal for Indiana-lllinois area 


can be tripled in size as market swells 


“WE CAN PROVIDE the area 
with Mobil products and give better 
service to consumers and dealers.” So 
says Socony Mobil Oil Co.’s Lubrite 
Div. as it views a $220,000-plus 
investment at New Goshen, Ind. 

Located 11 miles north of Terre 
Haute and hard by the Indiana-Illi- 
nois state line, the 65,000-bbl. pipe 
line terminal is a big step in upgrading 
Socony’s marketing operations in the 
area. Until late last year, when the 
plant went on stream, Socony had to 
work on an exchange basis. 


Getting Close to Customers 
Socony now has more direct contact 
with its jobbers, dealers and other 
accounts in an area that extends about 
100 miles in all directions except 
eastward. The company’s penetration 
in that direction is shorter so it won't 
overlap the area served by another 
terminal at Clermont, near Indiana- 
polis. : 
The New Goshen terminal covers 
10. acres, giving Socony plenty of 
room to grow with the market. “We 
can come close to tripling our pres- 
ent capacity,” the company says. 
Currently the terminal's 65,000- 
bbl. storage capacity breaks down 
into a 15,000-bbl. tank for premium 


gasoline, a 25,000-bbl. tank for regu- 
lar, a 10,000-bbl. tank for No. 1 
heating oil and a 15,000-bbl. tank 
for No. 2 oil. 

The terminal receives products 
from Socony’s 38,000-b/d capacity 
refinery in E. St. Louis without re- 
handling. Product for New Goshen 
moves over Ohio Oil Co.’s 10-in. line 
to within one mile of the terminal, 
and then over a spur Ohio Oil laid 
down to reach New Goshen’s tanks. 
Socony uses the same main line to 
pipe product to its Clermont ter- 
minal near Indianapolis. 

Socony has office space for its 
two-man terminal crew and ware- 
house space for TBA and motor oil. 
Both are in a 24 x 36 ft. concrete 
block building. 


What Socony Uses 

To conserve gasoline, the storage 
tank for Mobilgas Regular has a wet- 
seal lifter roof that is interconnected 
to a reinforced cone roof tank for 
Mobilgas Special. 

Both gasoline tanks are painted 
white, but Socony switched to tan 
and brown for the No. 1 oil tank 
and to light and dark green on the 
No. 2 oil tank. 

Socony uses two types of gages. 
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Gasoline tanks have Shand & Jurs 
DLB 9340 tank-top gages, a semi- 
automatic device with a manually- 
operated plumb bob enclosed in a 
housing, making it possible to gage 
tanks without opening them. The 
other storage has Shand & Jurs 800C 
ground-reading gages. 

All piping is aboveground, with 
diameters ranging from 8 in. for 
pipes from tanks to pumps, 6 in. to 
the rack and 4 in. through the rack 
to the loading arms. 

All lines have color-coded gate 
valves, A. O. Smith strainers and 
A. O. Smith (Nos. 45658 and 45100) 
air eliminators. 

Pumps are Allis-Chalmers Models 
SSN and SSL powered by Allis-Chal- 
mers pumps, 10 hp on the gasoline 
lines and 15 hp for fuel oil. They 
hit a 600-gal.-per-minute delivery 
rate. 

The two-bay rack has four 4-in. 
OPW No. 2750 loading assemblies, 
with deep loading arms for all prod- 
ucts. In place of the conventional 
loading rack platform, Socony in- 
stalled overhead railings for drivers 
when they are on the truck catwalks. 

Veeder-Root registers (No. 3314) 
are used on all lines. Loading is 
controlled at the rack through push- 
buttons. 

Driveway layout is such that trucks 
can drive through the yard without 
backing up. a 
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New! Revolutionary! 
“ITB” ISLAND-BUILDING LITE 
Throws Lite To Island and Building 


sv Glo- Kite 


ANGLE TYPE “IB” SERIES 








36A-1B-Series 
36” WIDE-6 TUBES 
4'-6'-8' SECTIONS 





Study line drawing below for previously impossible light 
effects upon building front. 





Entirely new lighting principle with many exclusive Oscar 
Phillips Company developed features. 


Now full power of all three tubes toward building in each 
section is directed to full front of station as well as on the 
ground, producing results impossible with former island 
lights. 


This is made possible by width extended from 26” to 
36”, tubes spaced far apart and below each other, so 
each can shine directly on building, and by a new wrap- 
around expansion-type clear or translucent plastic door 
that fully exposes all three tubes to the building. 


Practically eliminates need of extra spotlights, with un- 
desirable yellow light on white building. 


ELEVATION IN FEET— BUILDING WALL 








62 60 56 5449 47 42 34 30 : Study line drawing below for previously impossible light 
+ t uy ——* effects upon building front. 


7 7 ¥ ¥ | T T 
° 10 Made in 4’, 6’ and 8’ sections to be mounted on a con- 
[STANCE IN FEET ~ GRADE tinuous channel to any length desired. 








Ps 


OSCAR PHILLIPS COMPANY 


Lage FAMY -wAehin a2-Vo}), icmm sey Vemma a2 Vell, (comma i fall. )- Gsm LL wae! ile) 
CANADA OFFICE: Skyline Industries, Toronto, Canada 
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¢— Millions of customers 
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Gas heat sees a bigger boom ahead. That's why . . . 


It's Time to Promote Oil Heat 


® You lose $275 a year for every gas burner sold. 
That's $5,500 in 20 years, plus lost accessory sales 


® Some oil men know your business can't take that kind 
of strain for long. Thanks to them... 


PROMOTION of automatic oil heat 
is going full blast in 30 markets east 
of the Rockies. 

In those areas, says Oil Heating 
Market Reports, jobbers and retailers 
are taking action now to assure steady 
growth and protect the future of their 
businesses. They are selling the ad- 
vantages of oil heat to homie builders, 
home buyers and home owners. 

But in many markets, oil-heat men 
do little or nothing to push their pro- 
duct despite the competitive nature 
of the market. Reasons for this in- 
activity vary. Here are some: 

e It takes too much time away 
from his own business for a jobber 


to sell others on the idea of pushing 
oil heat. 

e There’s too much complacency 
among oil-heat men. They feel oil 
heat has given them a good living 
so far—and it will continue as long 
as they live. 

e Gas heat can’t hurt them. they 
figure. Other marketers, of course, 
know from sad experience what can 
really happen, especially in the all- 
important new-home market. 

What You’re Facing—The fact is, 
competitive fuels aren’t standing still. 


By CORNELIUS BRODERSEN 
Staff Writer 
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If you think the gas-heat boom is 
fading, look at these projections from 
American Gas Assn.: 


17.3-million gas-heat customers of 
all types by the end of 1957. 
18.7-million by the end of ‘58. 
20.1-million by the end of °59. 
21.5-million by the end of ‘60. 
27.6-million by the end of ‘65. 


That’s an average of 1.2-million new 
gas-heat users a year, nearly twice 
the net increase in oil-heat customers 
in recent years. To feed gas to that 
many new accounts, gas interests will 

(Continued on page 139) 
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Pull up to the purple pump 
Gulf proudly presents 


THE FINEST GASOLINE EVER OFFERED TO THE 
moToRING PUBLIC: GULF CREST 


Gulf guarantees peak performance with no knock,no pre-ignition 


New Gulf Crest surpasses all other 

gasolines in these two ways. 

@ Made with a new, exclusive Gulf 

formula, it keeps modern engines 

cleaner, quieter, smoother-running 
_ than any other gasoline. 

@ New Gulf Crest is packed with 


more potential power per gallon 
than any other gasoline. New Gulf 
Crest will deliver peak performance 
without knock or pre-ignition — 
evenin today’s most critical engines. 


Pull up to the purple pump—fill 
up with new Gulf Crest. 


Now, more than ever 
to get the best from 
your car...G0 GULF 


that famous 
high-value gasoline 


New Gulf Crest New Gulf Super No-Nox @ 


for all but the most 
critical of todays engines 


best ever sold for the 
finest cars ever built 
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Fuel Oil 


‘Newspapers are an obvious choice because you can deliver your 


message on short notice and plan your ads to fit your market ’ 


(Story begins on page 137) 


build an annual average of 12,500 
mi. of distribution mains, 6,300 mi. 
of transmission lines and 2,220 mi. 
of field and gathering mains. 

And electric heat is becoming more 
competitive. That industry expects to 
serve 1-million homes by 1960, 3- 
million by 1967 (NPN—Feb., p122). 


What You Can Do 


Some oil men are facing up to this 
tough competition. They have gotten 
together among themselves to promote 
oil heat, either through a local trade 
group or a distribution-division chap- 
ter of Oil-Heat Institute of America. 
With OHMR aid, they have obtained 
supplier support. 

The work isn’t easy. Just how hard 
it can be, what the problems are and 
how they can be overcome were spelled 
out at a recent two-day OHMR con- 
ference. 

Raising Funds—OHMR suggests a 
60-40 formula you can use. It works 
out this way: 

e Distributors contribute $250 per 
million gal. of business. 

e Suppliers contribute $150 per 
million gal. If a supplier sells direct 
to the consumer, it’s $250 per million. 

Formulas can vary. One market 
uses three points per gal. ($300 per 
million gal.) for retailers; a flat $5,- 
000 for suppliers; one point a gal. 
for refiners; and donations from equip- 
ment, accessory and service companies 
based on their size and market 
volume. Another area asks a flat $15 
per 100,000 gal. from everyone. 

Some oil men are reluctant to show 
actual gallonage figures, and this can 
hurt the treasury. OHI of Greater 
Washington (D. C.) gets around this 
by scaling donations to the number 
of trucks operated: $60 for the first 
truck and $30 for each additional 
unit, plus 10% of the total and 
another 10% of the second total. 

Funds—Oil men admit 
they have no one quick solution for 
the collections problem. 

“We spend too much time raising 
funds,” says Harold Mottram, execu- 
tive secretary of OHI of Wisconsin. 
“We spend money to raise money. 
This is a waste, because the oil men 
eventually contribute anyway.” 

Mottram: is trying something new 
this year. Part of the funds that would 
have gone for special dinners, are 


used to pay for a special report that 
wraps up the past year and shows 
what’s planned for this year. The re- 
port shows (1) income, (2) item-by- 
item expenditures, (3) copies of ads 
used, (4) expansion plans by gas, (5) 
this year’s budget, (6) how it will be 
spent, and (7) rough layouts of pro 
posed ads. 

“Our suppliers say they like the idea 
and so do some of our distributors,” 
Mottram says. 

Spending Funds—tThe size of your 
market and the co-operation of other 
oil men determine the size of your 
promotion kitty. In no case will you 
be able to match gas-heat dollar for 
dollar, so you must learn to spend 
your funds wisely for greatest impact. 

Lancaster county, Pa., oil men think 
they’re doing a good job with $5,000 
against the competition’s $300,000. So 
did others at the OHMR meeting. 
They use $500, for instance, to pay 
for a booth at the annual builders’ 
home show to talk up oil heat to 
prospective home builders and buyers. 
They also show an API film there. 

Another small slice pays for oil- 
heat promotion slides shown at local 
drive-in movies. 

But most of the Lancaster group’s 
money goes for newspaper advertis- 
ing. Once a month, the Oil Heat Assn. 
and 45 dealers—about 50% of the 
retailers—take a double-page spread 
in local papers. 

Lancaster is also using billboards, 
renting three at $83 per month. And 
it has developed signs to be placed 
at new homes to show the home will 
have “cozy oil heat.” 

With limited funds, advertising 
agencies may be out of your reach. 
That’s the case in Lancaster, Albany, 
N. Y., and in Fall River, Mass. But 
it isn’t stopping oil heat promotion. 
Where they can’t afford special art- 
work for their ads, oil men use mats 
supplied by newspapers. 

But the larger campaigns—Boston, 
Long Island, Philadelphia and Balti- 
more among them—rely on agencies 
to research and lay out their cam- 
paigns. That includes deciding which 
media to use and how much to use 
them; and getting up a presentation 
to persuade oil men to back the effort. 


How to Select Media 


Regardless of the size of the kitty 
or who’s running the campaign, it’s 
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a good idea to learn more about the 
various media you can use. 

“You want the maximum number 
of messages at a low per thousand 
cost,” says Chester Hopkins of the 
J. Walter Thompson agency. 

(Cost per thousand refers to the 
cost for each 1,000 subscribers, lis- 
teners or viewers in the audience 
served by a publication or station.) 

Hopkins says the average cost per 
thousand for various media line up 
like this: 

Spot radio, $1; Outdoor billboards, 
$1.40; newspaper ads of 1,000 lines 
(about half a page), $2.50; local tele- 
vision spot, $3; network spot time, 
$3.50. 

There are some other points to re- 
member, Hopkins adds: 

Radio’s audience is big in the morn- 
ing and constant the year around. 
Radio is flexible, with messages re- 
calling consumer impact of advertis- 
ing in visual media. 

Outdoor ads’ greatest value is in 
repetition, says Hopkins. Size and color 
are also important when talking up 
a symbol, slogan or trademark. 

Preference should be given to poster 
boards over painted boards, in Hop- 
kins’ view. Poster boards are more 
flexible and can be cancelled or re- 
duced on 100 days notice; painted 
boards must be scheduled on a 12- 
month contract. Copy can be changed 
more frequently at less cost on posters 
than on painted boards. Copy change 
is important to get attention and recall, 
through different treatment of the 
basic message. 

Newspapers, Hopkins thinks, are an 
obvious choice for oil heat promotion 
because you can deliver your mes- 
sage on short notice and you can 
plan your ads to fit the markets you 
want to hit. You deliver your message 
with maximum continuity and fre- 
quency because papers have little au- 
dience turnover. You can also use 
color. Hopkins says a second color 
boosts readership by 48% at a 32% 
premium cost. 

Don’t be stingy on ad sizes. Hop- 
kins says size bears heavily on reader- 
ship. Surveys show that ads of less 
than 300 lines have an average of 
8% readership says Hopkins, while 
ads of about 1,500 lines have 27% 
readership. 

If You Use TV—Be sure you spot 
your ads where they will do you the 
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‘Boston oil men sold over 42,000 burners last year, vs. 4,200 for 


gas. They did it with a $93,000 program vs. gas heat’s $500,000.’ 


(Story begins on page 137) 

most good. Television delivers mes- 
sages to family groups, and while 
oil heat is a large investment for the 
customer, it is not really a family 
project. You may be paying for wasted 
circulation. 

But don’t be scared away from 
TV. Richmond oil men use it for 
illustrated spot announcements dur- 
ing baseball telecasts. In that way, they 
reach an audience of men, the very 
people they want to sell. 

Washington oil men lean heavily 
on TV, spending nearly two-thirds of 
their $33,200 fund for a late-hour 
(11:10 p.m.) weather forecaster three 
nights a week for 26 weeks and every 
Sunday for 13 weeks. 


What Kind of Copy? 

Make it positive. You're trying to 
convince the maximum number of 
people to use oil heat, but you'll miss 
your mark if you use the negative ap- 
proach or scare advertising, says Vern 
Carrier of Esso Standard’s advertising 
division. 

“Such advertising,” Carrier says, 
“does you more harm than good. The 
public doesn’t give a darn about an 
inter-industry squabble. And funds 
spent for such promotion is money 
down the drain.” 

Sharpen up co-op programs to get 
more individual benefit from them, 
says Kirk Shivell of Shivell-Hall Co.., 
New York advertising firm. 

To sell more new homes, Shivell 
says, promotion should tell prospects 
that “the better homes heat with oil.” 
Service policies can be plugged by the 
theme that heating oil dealers give 
the type of service that keeps oil-heat 
users satisfied. 

Budget plans can be put across by 
telling consumers that oil heat is easy 
on the budget. Replacement sales can 
be racked up with the pitch that 
modern oil heat makes a big difference 
in comfort, cleanliness, economy. 

Use Other Sales Aids—There are 
many other ways you can use to get 
your message across. 

Oil delivery trucks and service cars 
cover plenty of ground each day. They 
are, in effect, travelling billboards. 
There’s space on the sides, rear and 
bumpers to carry the main theme 
of your co-op ad drive. 

Some oil men use rolling stock as 
permanent billboards. Where trade 
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names or brand once got top billing, 
they now give way to messages like 
“Better Heat With Oil,” or “Oil Heat 
is Best.” 

OHI’s promotion sound film House- 
warming Party is another way of 
plugging oil heat. With the co-opera- 
tion of its chapters, OHI has scheduled 
the film over many television stations. 
Oil men in Albany used it on an 
afternoon program at a cost of $69 
OHI of Long Island has shown it to 
many of the civic clubs its members 
belong to. 


What About PR? 

There’s a trend to add public re- 
lations programs to co-op oil heat 
ad drives. Latest on the bandwagon 
are Long Island oil men. They are 
joining retailers in Baltimore and 
Philadelphia, where such programs 
have had good results. 

“PR is one way of building better 
performance within the industry,” says 
Bob Myers of Mahool Advertising, 
Inc., Baltimore. “And (it brings) a 
better understanding by the public of 
what the oil heat industry is and how 
it works for the public’s benefit.” 
But, he warns, it is not a substitute 
for an ad program. 

One of Myers’ PR devices is the 
monthly selection of an oil-company 
worker as Oil Heat’s Good Neighbor. 
This is plugged in the group’s bulle- 
tin and in daily papers. 

“We also like to get into talk about 
the weather,” Myers says. “This gives 
oil men a chance to tell newspaper 
readers how automatic deliveries work, 
what degree-days are, what tempera- 
ture setting should be used for day 
and night heating and the steps home 
owners can take to avoid service calls 
if some safety feature on their burner 
kicks off.” 

In the works now is a booklet for 
local schools that will outline how 
oil is brought to Baltimore from the 
wells and how it is handled once it 
reaches the city. “We went to school 
officials with the idea of giving them 
a general book, but they wanted it 
pegged directly at Baltimore. Natu- 
rally, we agreed to that,” Myers says. 

The big public relations push has 
been to convince housewives that oil 
heat is clean. That’s being done 
through a Homemakers Institute. Its 
chief member is a woman lecturer who 
explains that oil moves in an enclosed 


tank, through a pipe into an enclosed 
furnace so there’s no chance for oil 
heat to cause dirt. 

She has appeared before many city 
clubs, on TV shows and on radio 
programs. 


it’s Worth the Effort 

That’s what oil men from Greater 
Boston, Long Island, Rochester, Wis- 
consin, Philadelphia and Westchester 
county, N. Y., tell you. Some of these 
markets enjoy a big oil-heat lead 
over competition; others are hitting 
the comeback trail. 

Oil men in Greater Boston sold 
more than 42,000 oil burners last 
year vs. 4,200 burners for gas. And 
they did it with a $93,000 program 
—up $11,000 over the previous year 
—vs. gas heat’s $500,000. 

Because they want to do better this 
year, they are spending $125,000 
(NPN—Apr., pi83). And they are 
going to put a yardstick to their 
safety theme. Before the new push 
started, oil men conducted a consumer 
survey. Similar surveys will be held 
at the end of six months and at the 
end of the year to see if the safety 
theme caught on. 


On Long Island, oil men grabbed 
the biggest slice of the 23,000 new 
homes last year with gas getting 
about 2,300 new homes. 

In Philadelphia, builders who used 
nothing but gas heat up to two years 
ago have changed to oil because they 
find oil-heated houses easier to sell. 

And in Westchester county, after 
steady oil-heat promotion since 1946, 
oil men have reached the stage where 
they can taper off on promotion and 
put some of the funds into upgrading 
service. 

Oil men there had some stiff gas 
competition on price, free service and 
free parts. But utilities gradually gave 
up free services and parts, even re- 
fused to handle any of the service 
work. That gave oil men a chance 
to plug their “We service what we 
sell” slogan. 

Today, 66% of Westchester’s low- 
priced homes is still going to gas; but 
oil heat is grabbing 50% of the mid- 
dle-priced homes and two-thirds of the 
custom houses. 

That's the kind of record that proves 
oil-heat promotion pays. It can pay 
off for you, too. w 
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Coming Soon: Oil Home Cooling 


Next year will see the big sales push. Right now, Servel 
is market-testing its new units to show what oil-fired 
air conditioning can do for the customer — and for you: 
@ New heating-cooling unit will compete with other 
systems; cooling costs come to 30% of fuel bill 
@ It can boost your sales 300-1,500 gal. per unit 


ONLY ABOUT 100 of Servel’s new 
central oil-fired heating and air-condi- 
tioning plants will be sold this year. 

It’s planned that way: “First we 
want quality installations, jobs that 
will sell themselves,” Servel says. 

This year’s sales will be limited to 
the New York-New Jersey area. Servel 
has two reasons for picking this region 
as its test market: 

e It’s the country’s No. 1 heating 
oil market. 

e It’s the most service conscious 
area. 

Hence, oil men have the manpower 
to come up with quality installations. 
About 100 top oil men in the area 
learned this and more at a recent 
one-day information clinic. 

In addition to Servel, they heard 
from Gilbert & Barker Mfg. Co., 
which developed the two-speed low- 
pressure burner that’s the guts of the 
unit; Esso Research & Engineering 
Co., which field-tested the unit in the 
North and South; and Esso Standard 
Oil Co., which has high hopes that the 
unit will build up a summer demand 
for heating oil. 


What the Price Is 


© Servel’s heating (96,000 Btu out- 
put) and cooling (3.5 ton capacity) 
unit lists at $1,470 during introduc- 
tion, about $130 less than a gas-fired 
heater-cooler. A cooling tower lists at 
$350, including pump and motor. 
Both prices are FOB Evansville, Ind. 

But not all central heater-coolers 
need a cooling tower. Servel says 85 
of central units are hooked directly 
to a city water supply. All it takes is 
a city-water valve at $74. 

Installed Costs—The ready-to-run 
price tag is $2,267, compared with 
these costs for other central—but dual 

ems: 

(1) $2,233 for an oil-fired heating 
plant and a separate water-cooled 
compressor-type air conditioner; 

(2) $2,020 for an oil-fired heating 
plant and an air-cooled cooling unit, 
and 


(3) $2,800 for an air-cooled heat 
pump. 

Operating Costs—While ready-to- 
run costs are near the bottom, yearly 
operating costs are the lowest—$231 
as against $233, $237 and $367 re- 
spectively for the other units. 

Pinpointing costs in New Jersey, 
Esso Research says a six-room house 
(56,000 Btu heat loss) costs $170 to 
heat and $75 to cool, while a 10-room 
house (90,000 Btu heat loss) will 
have a heat bill of $256 and a cooling 
bill of $123. 

Against a gas-fired unit in the 
smaller house, Esso Research says op- 
erating costs stack up this way: 

Oil Gas 
$245 $286 
Westchester Co. $265 $270 
Long Island $262 $284 


Sales Potentials: Good 


Central cooling plants are moving 
ahead. Servel says industry sales will 
hit 450,000 a year by 1960 and 1.2- 
million annually in 1965. 

Servel puts its sales potential in 
New York-New Jersey at 11,600 
units by ’60 and 31,300 by ’65. 

If these quotas are hit, oil men 
there will sell 15.5-million gal. more 
of No. 2 oil in 60, and 42-million 
gal. more in ’65 just to keep homes 
cool. 

Each oil-fired air conditioner, says 
Esso Standard Oil Co., will mean 
from one to three additional summer 
oil deliveries, totaling from 300-1,500 
gal. This, Esso adds, will level out 
oil deliveries now at an 80-20 winter 
summer ratio. 

Performance Data—Testing a Ser- 
vel unit for 1,350 hours—equal to 
three full seasons of cooling—Esso 
Research found that 0.51 gal. per 
hr. firing rate was unchanged; excess 
air remained unchanged at 90%; 
smoke number went from 0 to 0.5; 
stack temperature rose from 427° to 
487%; and absorbing efficiency went 
down from 80% to 78%. 

Although the units are self-contained 


New Jersey 
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packages requiring very little on-the- 
job assembly, Servel is offering the 
services of its distributor-contractors 
to oil men at cost, to show how the 
job should be done. The same group 
will be on call for service problems. 


New Problems for Old 


Oil men agree that Servel’s unit is 
a step toward solving their slack-sea- 
son problems. But it can create some 
new ones. 

Wet Heat—Servel’s unit can only 
be used in warm-air systems. But oil 
men in Servel’s test market and else- 
where in the East generally favor 
wet-heat systems (hot water or steam). 

Although more costly to install than 
warm air, wet heat has found good 
public acceptance because it gives a 
more even flow of heat and provides 
year-round hot-water supply from one 
unit, the oil burner. 

Servel is working on a unit to sup- 
ply hot water, and until it comes 
along, oil men may be happy to sell 
separate oil-fired hot-water heaters. 
But oil men add that warm-air heat 
jobs open the door to gas and elec- 
tricity on hot-water supply. 

Service Charges—Although Servel’s 
unit is trouble-free (no moving parts) 
in cooling, it will require two service 
calls a year to adjust the burning 
rate for heating and cooling. 

“We'll have to charge an extra 
$10 on service policies,” says one oil 
man. 

The prospect of extra calls at a 
higher price comes at a time when 
the oil industry is trying to get down 
to one burner service call a year per 
account, so that oil heat service will be 
on a par with gas heat. 

And some oil men, facing up to 
higher service labor costs, don’t want 
to boost service-policy charges lest 
they get too high and cause oil-heat 
users to think about changing fuels. 
They would rather do better work 
installing the burner so that it needs 
fewer service calls and then reduce 


service-policy charges. g 
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GILBARCO 
TWOSOME 


“SALES-MAKER” 


DOUBLE PUMPING CAPACITY 
IN MINIMUM SPACE! 


Don’t let limited island space slow down your service. 


Only the new Gilbarco Twosome SALES-MAKER gives you all 
these advantages: 


® Increases island capacity by doubling hose outlets 
® Requires 40% less space than two single pumps 
® Same height and depth as single pump 

® Both sides of island can use both hoses 
* 


Two models: Model 1026 for regular and premium grades; 
Model 1016 for one grade 


® Both single and two-product Twosomes have inside extension hoses 


And the same business-building features that have made the 
Gilbarco single SALES-MAKER today’s most wanted pump... 
® Billboard-type brand panel 

® Large easy-to-read dial face 

® Rugged, rigid Mono-Frame construction 

® Only 414’ tall, yet 13’3” hose reach 





New Gilbarco Twosome Herta El aes a 


helps you to give customers the fast, effective Gilbert & Barker 
service that will bring them back again and Manufacturing Co. 


again. For further information write to: West Springfield, Mass. 
Toronto, Canada 




















1912 — First electric starter 





1952 — First thin-wall plastic case 
was introduced by GLOBE 


The first electric starter made good batteries abso- 
lutely essential to trouble-free motoring. And Globe- 
Union — already pioneering in the field — has kept 
right on working through the years to make those 
good batteries even better. A typical Globe improve- 
ment “first” is the thin-wall plastic battery case—per- 
fected in 1952 after 10 years of research to provide— 


21% more acid capacity 
96% increase in resistance to impact 
40% greater resistance fo acid penetration 





Bulge test etgpe 

The battery that’s built to take brute punishment and give FASTER, LOW-COST DELIVERY! 

peak performance for tens of thousands of hard-driving Globe’s sixteen plants are strategically located for fastest, 

miles. Proof of strength is thin-wall container’s score on lowest-cost shipments to all markets; fourteen (*) are 

the “Impact test and Bulge test” as illustrated above. producing creatively packaged dry-charged batteries. 

Proof of container’s extra acid capacity is shown in side- *ATLANTA, GA., *DALLAS, TEXAS, EMPORIA, KANSAS, *HOUSTON, 

hecimecineemeat net vinden vith eee tS a 

sition material design . . . use of new plastics also means pion Site. *SAN 2088, CALIP., PHASTINGS-OW-HUDEON, N. ¥., 

less acid absorption without contamination of acid. *LOS ANGELES, CALIF., OREGON CITY, ORE., AJAX (ONTARIO) CANADA 
Another milestone in power — another first for Globe! 


MILWAUKEE 1, WISCONSIN 


SPLIT-SECOND STARTING 


Jf it’s Petroleum-powered there’s a right from the start! 





Tires-Batteries-Accessories 


How to Evaluate Sales Potential 


e Phillips’ TBA manager comes up with some guideposts for 
tire and battery sales — and the kind of inventory 
needed at stations to handle those sales 


e@ You can make these figures come alive for your dealers 
by linking them to their gasoline sales 


YOU CAN MEASURE tire sales 
potential at any service station with 
a simple formula, says L.B. Sloneker, 
TBA manager, Phillips Petroleum 
Co. 

Your dealers aren’t interested in 
town or county registrations, he says. 
Tell them instead what the potential 
is at their own locations. 


Here’s the Formula 


It’s one tire for every 1,000 gal. 
of gasoline, according to Sloneker. 
He explained the formula this way at 
the recent St. Louis convention of 
the central division, Oil Industry TBA 
Group: 

Every 500 gal. of gasoline, at a 
reasonable average of 15 miles per 
gal., produces 7,500 miles of car 
travel. Since there are always four 
tires on the road, total tire travel is 
4x7,500, or 30,000 tire miles. That’s 
just about the average life of a tire, 
Sloneker points out. 

Therefore, motorists are buying an 
average of one tire for every 500 
gal. of gasoline from somebody. You 
can’t expect your dealers to sell all 
the tires but they can reasonably aim 
for one half the total, or one tire 
for every 1,000 gal. they sell, says 
Sloneker. 

To do that, Sloneker says, your 
dealers need a three months’ supply 
of tires, or three tires for every 1,000 
gal. of gasoline sold per month. That 
gives them four stock turns a year, 
and if the stock is well-displayed cus- 
tomers will realize that your dealers 
are really interested in tire business. 

How Many Batteries?—This year 
every other car will need a new 
battery, says Sloneker. That’s a good 
national average. In practice, he says, 
it works out to about one battery 
for every 1,500 gal. of gasoline. 

Again, your dealers won't sell them 
all, he says, so why not suggest a 
goal of half that many? That’s one 
battery for every 3,000 gallons. 


By FRANK STURTEVANT 
TBA Editor 


The battery inventory also ought 
to equal a three months’ supply. That, 
too, is easily calculated at the rate 
of three batteries for every 3,000 
gal. sold per month. 

Accessory Measures—For two im- 
portant accessory items, antifreeze 
and spark plugs, it is also possible 
to pinpoint the sales potential, Slo- 
neker believes. Nationally, motorists 
buy about four gallons of antifreeze 
per 1,000 gal. of gasoline. Sloneker 
believes an easy dealer goal can be 
half that or two gallons of antifreeze 
for every 1,000 gal. of gasoline. The 
average will run high in the North, 
low in the South. 

Urge your dealers to order anti- 
freeze early, Sloneker suggests. Price 
is guaranteed to the end of Decem- 
ber, and need not be paid until then, 
whether delivery is in June or Sep- 
tember. 

Spark plug sales nationally run at 
about the rate of five plugs for every 
tire. If your dealer aims to sell one 
tire for every 1,000 gal. of gasoline 
he can also sell five plugs per 1,000 
gal., Sloneker believes. He should 
have about three months’ supply on 
hand, or 15 plugs per 1,000 gal. 
sold per month. 


Here are other highlights of the 
meeting: 


Stock Up at Key Points 


Every oil marketer has certain key 
stations that are big volume pro- 
ducers, Harry N. Roberts, sales man- 
ager, Electric Storage Battery Co., 
told the TBA meeting. He suggests 
establishing strategic battery stocks 
at these points, perhaps with some 
help from the battery supplier. 

Other stations in the area can then 
carry minimum hard-core working 
stocks and draw on the key dealer 
for emergency service, says Roberts. 
The inventory problem can also be 
eased, he feels, by dropping 6-volt 
premium batteries next year, when 
6-volt-equipped cars will begin to 
show their age. 

Roberts estimates replacement bat- 
tery sales will be up about 6% this 
year, for a total of 26,500,000. His 
guess is in contrast with some pre- 
dictions made last fall that put total 
units at 27,500,000. 

Drop Premium Line?—If you ‘take 
all premium-priced batteries out of 
your line, dealers can more easily 
stock a battery for every car, in the 

(Continued on page 147) 


New Chairman of the Central division TBA group, C. J. Jameson (right), discusses 
the convention with speaker Harry N. Roberts, Exide sales manager 
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WILE. 
TIRE VALVE 
EQUIPMENT | 


Standard of the Tire Industry 


TIRE VALVES — TUBELESS AND CONVENTIONAL 


VALVE 
INSIDES 
" AIRLINE 


A COMPLETE LINE OF TIRE VALVES AND 
SERVICE EQUIPMENT FOR ALL CARS, TRUCKS 
AND TRACTORS. 





DILLECTRIC 
Electrically 
VULCANIZED REPAIRS 


gor 


TUBELESS TIRES 
AND TUBES 


The most popular way to safely re- 
pair tubeless tires and tubes. Used by 
over 125,000 service stations. All elec- 
tric—automatic. You simply apply a 
ready-prepared Dillectric Nylon Re- 
inforced Speed Patch, attach the elec- 
tric heating unit and snap down the 
Dillectric clamp pressure arm. Heat 
and time are automatically controlled 
for a perfectly vulcanized repair, every 
time. 





DILCco 


Chemical 
DOUBLE-QUIK REPAIRS 


TUBELESS TIRES 
AND TUBES 


THE 


All supplies in one handy 

“Zip-open” container— 
patches, vul- 
canizing fivid, 
and filler 
rubber. 


The new, popular chemically  self- 
vulcanizing repair. Outmodes all other 
NON-HEAT type repairs. No heat— 
no pressure—no extra equipment is 
required. Dilco vulcanizing fluid com- 
bines with special Dilco rubber for- 
mulation to chemically vulcanize into 
a permanently secure, leak-proof re- 
pair. Each patch is reinforced with 
Nylon mesh to prevent blow-through. 


ED EI, HL; | MANUFActurING COMPANY 





700 EAST 82nd ST. 
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(Story begins on page 145) 

opinion of D. P. Wigman, Pure Oil 
Co. Cars don’t really need oversize 
batteries today, he said, because of 
the much better quality now being 
built into the original equipment sizes. 

Your battery line has to offer sat- 
isfactory coverage with a minimum of 
types, he says, so that dealers will 
have room for, and the money to 
finance, the full line required for 
passenger cars. If the dealer doesn’t 
have the right battery in stock, he 
said, he may be forced into an emer- 
gency purchase of an off-brand bat- 
tery. 

Big Lamp Market—For the past 
three years, results of the car-check- 
ing drive conducted each May show 
an increase in faulty lights. Figures 
from the Inter-Industry Highway 
Safety Committee prove there is a 
large untouched market in automo- 
tive lighting, says E. G. Hazeltine, 
Tung-Sol Electric, Inc., 

Both the increase in the number 
of lamps per car, and the far higher 
dollar value of lamp sales, make this 
a profitable field for dealers, he says. 
Dealers can make money by checking 
all the lights on customers’ cars—not 
only for burn-outs, but also for poor 
light output and bad headlight aiming. 

Battery Warehousing — Truck ship- 
ments of batteries from the factory 
in even pallet loads cuts down handl- 
ing in warehouses, J. R. Phillips of 
Humble Oil told the TBA men. Pal- 
lets hold 12 dry-charged or 20 wet 
batteries, and all orders are placed 
for multiples of 12 or 20. 


Upon arrival, loaded pallets are 
moved by fork lifts to racks equipped 
with trickle chargers. Batteries move 
again by pallet to the loading dock 
for shipment to service stations. Com- 
pany vans make 40% of the station 
deliveries, while 60% go by common 
carrier. 

This method of battery handling is 
patterned after that used by Standard 
of Ohio. The object is to move a 
high volume of batteries with a mini- 
mum of rehandling at any point and 
a high rate of turnover in the ware- 
house stock. Humble’s warehouses 
moved 40% more batteries last year, 
with 14 stock turns, Phillips said. 

Tire Service — By actual demon- 
stration, Jim and Bob Hennessy, of 
the Jack P. Hennessy Co., proved 
it’s possible to mount and demount 
tires, while wearing white tie and 
tails. All you need is a modern tire 
changer. 

While the 14” tire cured some of 
the faults of the first tubeless tires, 
it created new mounting problems, 
says Jim Hennessy. Chief precautions 
dealers must take: work from the 
narrow side of the rim; loosen beads 
gradually around the wheel and away 
from the bead area; use a rubber 
lubricant; inflate to no more than 
40 Ibs. in gradual steps until beads 
are seated. 

The light-truck tire business is a 
cinch for service stations, says Bob 
Hennessy. And with a tire changer 
your dealer can handle the stiffer 6 
and 8 ply truck tires with ease. 

From road tests of repaired tires, 
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C. T. Chacey, Egan Manufacturing 
Co., finds that it doesn’t pay to seal 
tubeless punctures at the tread only, 
without sealing inside the tire. He 
expressed a preference for some form 
of heat vulcanizing rather than cold 
patches, which he feels are not suited 
to tubeless repairs. 


Sales Are Up 


Oil men at the convention reported 
TBA business is generally good. They 
look for a successful year, though 
they agree with a comment by Guy 
Gundaker, of B. F. Goodrich, that 
this year will see more advertising 
featuring third-line tire prices, even 
if they don’t like it. 

Gundaker explains that this kind 
of advertising is a common retail 
device to get people in, and is not 
intended to sell many third-line tires. 
The only way to combat it is to sell 
up, he said. 

He thinks service station operators 
tend to sell too many second- and 
third-line tires. He would also like 
to see them do more advertising; 
carry better stocks; do more lube 
rack inspections, and talk up credit 
terms. 

Another convention feature was a 
talk by T. M. Davis, Arkansas Fuel 
Oil, on amortizing service station 
costs from TBA profits (see page 153). 
Visitors at the convention totalled 
175, about 10% fewer than last year. 

D. J. Jameson, Continental Oil, 
was elected chairman of the central 
division, succeeding E. D. Digweed 
of Cities Service, Chicago. s 


Can You Keep the Inventory in Line? 


One TBA man says that's today’s top problem. His solution: 
Persuade manufacturers to standardize replacement parts 


ACTION is needed to combat the 
trend to more sizes and styles of tires, 
batteries and other TBA items. That’s 
what Wallace S. Cordray of Standard 
Oil Co. of California told the recent 
meeting of the West Coast TBA 
group in Santa Barbara, Cal. 

In spite of the difficulties in the 
way of persuading car manufacturers 
to standardize replacement parts, 
Cordray believes a start should be 
made: “An active, lobby-type organi- 
zation manned by interested suppliers 
might do some good,” he said. 

He also pointed out that some prog- 


ress has been made both by TBA 
suppliers and oil marketers in com- 
bining sizes and eliminating overlap- 
ping. A lot more can be done along 
this line, he feels, with the ultimate 
aim of doing the same volume with 
half the sizes, 

(A liaison subcommittee of the ser- 
vice station advisory committee of 
the API’s Marketing Division is now 
working on this problem with the 
car manufacturers.) 


By JOHN SHINN 
West Coast Correspondent 
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Besides new tire and battery sizes, 
stations now must carry air filters 
and dual headlights, another speaker 
complained. The problem of how to 
stock is now so complex, dealers will 
have to give it a lot more study, he 
said. 

Obsolete stocks must go, he sug- 
gests; slow movers must be reduced 
to a minimum; new items must be 
added in the right quantities. To as- 
gist the dealer there’s need for re- 
search on the problem of inventory 
and movement, he thinks. Informa- 

(Continued on page 150) 
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The gavel changes hands at the West Coast TBA convention as new chairman G. S. 
Wheatley (left), Standard of Calif., takes over from W. J. Matson, Tidewater. 


(Story begins on page 147) 
tion and recommendations must be 
made as soon as new products appear. 

“We must look closer at the train- 
ing of our own people and the routing 
of information,” he said. And the 
dealer, with limited capital, will 
have to take fuli advantage of every 
dollar he invests to attain fast turn- 
over and satisfactory profit, and still 
take care of his customers. 

What Can Be Done—From com- 
ments outside the formal sessions, it 
seems that several TBA men favor 
more centrally located TBA ware- 
houses. These points could supply the 
dealer more rapidly, and in effect 
serve as his stockroom. Others think 
there’s room for better analysis of 
dealer inventory needs, so that he 
can know which items are fast moving 
and must be stocked, and which can 
safely be left to special orders. 

The idea of working with the car 
manufacturers in the hope of getting 
some measure of standardization, also 
drew approval. All agreed their No. 1 
problem is how to help the dealer 
keep his customers happy, cash in on 
all his sales opportunities, and do it 
without maintaining an impossible in- 
ventory. 

Study the Customer—Dealers will 
find it easier to sell TBA if they can 
nudge the customer into taking the 
lead, said G. S. Wheatley, Standard 
of California. They can do this by 
making casual suggestions, or exciting 
his curiosity. 

For example, show that one tire 
has less air pressure than the others. 
If the customer convinces himself 
about his car’s needs, he'll tell the 
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dealer what should be done, said 
Wheatley. 

These and other ways of helping 
dealers move the goods to the custom- 
er need more concentrated attention 
from oil marketers, said Wheatley. 
Too many TBA promotions are 
beamed primarily at the dealer, with 
the idea of loading his shelves. Pre- 
miums and other special incentives 
do a good job in selling the dealer, 
but too often, Wheatley feels, no one 
helps the dealer sell the customer. 

Supplier in the Field—A joint drive 
for automotive chemical sales by an 
oil marketer and a supplier was brief- 
ly described by Art Brockliss, Mac’s 
Super Gloss Co. He told how fac- 
tory men called on dealers on be- 


half of the oil marketing company. 

One feature of the campaign was a 
merchandise incentive plan “costing 
less than 10% of the products in- 
volved.” But the unusual - slant, 
Brockliss believes, was the widespread 
use of supplier personnel in co-or- 
dination with the oil company’s TBA 
people. “Not an extra hour was added 
to the busy schedules of these men,” 
said Brockliss. 

Workshop Meeting — Departing 
from past custom, the West Coast 
TBA Group scheduled brief talks 
followed by general discussions for 
this year’s meeting in Santa Barbara. 
This year’s meeting was also set for 
a time and place that did not coincide 
with the Pacific Automotive Show, 
and extended through two days. 

Random opinions from the 195 
people registered generally favored 
the workshop sessions, although many 
felt the discussion periods limped a 
little, probably because they were 
new. An experiment in seating oil 
people in a solid section was dropped 
after one trial. 

Although attendance was smaller 
than at earlier conventions, the cut 
was far less than anticipated by chair- 
man W. J. Matson of Tidewater and 
others. He pointed out that in other 
years the TBA meeting drew many 
people not vitally concerned with 
TBA, but who found it handy to 
stop in while in town for the auto- 
motive show. 

New Officers—G. S. Wheatley, 
Standard of California, was appoint- 
ed chairman of the West Coast Div. 
of the Oil Industry TBA Group for 
the coming year. He in turn named 
Harry I. Holbrook, Union Oil Co. 
of California, vice chairman. 6 


At the West Coast TBA meeting, speaker Margaret Ralston, chief of McGraw-Hill’s 
Pacific Coast News Bureau, is welcomed by (left to right) Harry I. Holbrook, Union 
Oil; R. J. Irwin, Seaside Oil; W. J. Matson, Tidewater; R. M. Hollingshead, Hol- 
lingshead Corp. 
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New Purolator Filters 
for high temperature applications 


A new porous metal filter has been perfected by Purolator 
to handle gas streams up to 1000°F. It is ideal for a num- 
ber of applications in petroleum cracking — such as the 
removal of finely divided catalyst from the gaseous 
product stream of a petroleum catalytic cracking unit. 
Another is in the recovery of products which are finely 
divided particles and are being exhausted along with gas 
streams from the process. 

The one-piece porous element can remove particles 
as small as one micron in size from a wide range of 
fluids, including such corrosive materials as nitric acid, 
hydrochloric acid, sulphuric acid, phosphoric acid and 
strong alkalies. It is made in a variety of diameters and 
lengths, and its radial fin construction can be supplied in 
specified depths and numbers of convolutions to give 
extended area within confined space. Varying flow rates 
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are also available. Filters of stainless steel, monel, nickel 
and other metals can be made as required. 

Controlled permeability and uniform porosity are 
other advantages of the new filter. They can be varied as 
to pore size desired. The filter has a higher degree of 
porosity per square inch than is available in any other 
high temperature, metallic filter element. It can handle 
differential pressures of up to 500 pounds per square inch. 

Send in your problem — Dept. SI-530. 


Filtration For Every Known Fluid 


PURQLATOR 


PRODUCTS, INC. 
Rahway, New Jersey and Toronto, Ontario, Canada 





MAXIMUM ACCESSIBILITY. 


“‘Frame-Kontact” design leaves the 
entire underbody completely acces- 
sible for lube and repair work. 
Wheels and suspensions hang free 
... alllube points, as well as mufflers, 
brakes, rear ends, springs, trans- 
missions, and starters are within easy 
reach. Mechanics do better work 
faster... they can see and work 
without obstruction. 





IMPROVED LUBRICATION 


The diagram below shows the lubri- 
cation advantages offered by “‘Frame- 
Kontact”’ lifting. When a vehicle is 
lifted by the wheels or axles, the 
wear surfaces resist lube penetration. 
But when a car is lifted by a “‘Frame- 
Kontact” Hoist, suspensions are re- 
laxed, wheels hang free, and lube 
fully penetrates all wear surfaces. 
The job is done faster . . . and better. 


CONTINENTAL ADAPTERS, 
STYLED TO THE FUTURE, 
LIFT ALL CARS 


Equipped with the new “Continental” 
Adapters, “‘Frame-Kontact” Hoists 
lift every car safely and easily. Adap- 
ter arm rotates 360° .. . provides 
completely flexible adjustment. Firm, 
solid, widely-spaced support is given 
the car frame . . . European cars, cars 
with “unitized’’ bodies, jeeps, light 
trucks, convertibles, even three 
wheelers are readily lifted. 


PAYS OFF MANY WAYS 


When you install a “Frame- 
Kontact” Hoist you benefit by re- 
duced servicing time on 75% of all 
repair jobs through maximum un- 
derside accessibility. Jobs move in 
and out faster, and you provide 
superior lubrication because wear 
points are opened up and more 
readily penetrated. 

You have a better opportunity for 
extra sales and service. It’s easier, 
when a car is up on a Hoist, to make 
a quick check for faulty parts and to 
suggest repairs and accessories to 
the customer. 


FREE... 


FOR PRESENT USERS! 


The current issue of Globe Hoist 
Data Bulletin gives complete 
lifting instructions for 1957 cars. 
Write for your free copy. 
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PAYS BIG DIVIDENDS: 


OUTSTANDING 
PERFORMANCE RECORD 
OF GLOBE PACKING 


The Globe “Surface-Packed” Cyl- 
inder gives Hoist users the maximum 
in trouble-free performance. Long- 
life packing, pioneered by Globe, 
keeps oil in, dirt and water out. Ex- 
tra-smooth cylinder surface keeps 
packing wear at a minimum. 


at 





Performance tests of thousands of 
lifting operations under heavy loads, 
equivalent of up to 12 years normal 
use, prove the durability and the 
trouble-free, wear resistance of 
Globe’s packing. 


TIME PAYMENT PLAN GETS YOU A 
GLOBE “FRAME-KONTACT” HOIST 
FOR ONLY PENNIES A DAY! 


Anyone can own a world-famous 
Globe “Frame-Kontact” Hoist and 
pay for it out of increased profits. 
Using Globe’s new Time Payment 
Plan, terms can be arranged for a 12, 
18, 24, or 36 month period, so that 
the cost of the Hoist is actually paid 
for out of the extra income gained by 
using it. The Globe Hoist best suited 
to your requirements can be pur- 
chased for “‘pennies-a-day.” 

It costs so little to have the best 
lift in your shop... as little as 69c 
per day. Write for more information. 
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“‘Frame-Kontact” Hoist owners— 
whether they have one Hoist or a 
battery of twenty or more—are 
satisfied owners. 

The Service Manager of the shop 
having the battery of 2-post ““Frame- 
Kontact” Hoists shown above, re- 
ports: ‘‘We did a lot of investi- 
gating before we installed this 
battery of ‘Frame-Kontact’ 
Hoists. Everybody we called on 
was enthusiastic about their per- 
formance and qualifications. 
Now, we’re enthusiastic, too. 
We’ve found them to be com- 
poy satisfactory in every way. 

hey get the job done in a hurry 
and help keep the shop neat and 
clean.’’ 

A repair shop is convinced Globe 
“‘Frame-Kontact” Hoists give added 
impetus to orders: ‘‘In a typical 
month, we’re writing twice as 
many orders as we did before 
our ‘Frame-Kontact’ Hoists 


COVERED BY GLOBE PATENTS 


The world-famous principle of 
“Frame-Kontact” lifting was invented, 
patented, pioneered, and licensed by 
Globe Hoist Company. It is covered 
by U. S. Patents: 2458986—2593630— 
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were installed. There is no ques- 
tion in my mind that had we pur- 
chased lifts of amy other type, a 
good portion of this increase 
would not have been possible.’’ 

A Milwaukee, Wisconsin, service 
station owner with a single-post 
““Frame-Kontact” Hoist says: ‘‘We 
couldn’t get along without our 
‘Frame-Kontact’ Hoist. It 
helps us get jobs done faster .. . 
keeps our customers happy with 
better service.’’ 

These examples are typical of the 
enthusiastic response found from 
coast to coast—and abroad—among 
users of Globe “Frame-Kontact” 
Hoists. If you would like further in- 
formation about any of the world’s 
most complete line of automotive or 
heavy-duty truck Hoists, simply 
write to: Globe Hoist Company, 
East Mermaid Lane at Queen St., 
Philadelphia 18, Penna. 


2583635 — 2612344 — 2612355 — 
2654443. Other patents are issued and 
pending. 

Globe ‘Continental’? Adapters: 
Patents pending. 








Whiteway’s NEW and vastly different RAPID-START 
HI-LUME, with its “wrap around” lense, gives brilliant 
lighting not only on island, but also to surrounding area 
and on station-building. ALL-ALUMINUM construction, 
with a Support Channel of Armco aluminized steel .. . 
providing all the protection of aluminum, plus the 
strength of steel! Each lamp has its own individual re- 
flector for maximum light reflection. Decorative, heavy 
cast aluminum end plates give added strength and dura- 
bility. The use of White Urea spring-loaded, double-re- 
cessed lampholders result in constant contact with lamps 
. . . eliminates lamp blackout due to such causes as vibra- 
tion, corrosion, and improper clearance. Special knockout 
plugs permit spot lighting to be fastened to main struc- 
tural channel, not to jus: the sheet metal housing. It’s 
difficult to believe that such a premium quality fixture can 
sell for such a low price! 


@ Basic lengths of 4-6-8 feet available. Your exact requirements 
available in odd lengths, such as 6-10-14 feet. 

@ NEW “wrap-around” extruded Plexiglas hinged doors. 

@ Fully adjustable post mounting brackets. No post center dis- 
tance needed with order—no measuring or drilling on job 
WHITEWAY lights are made to fit, regardless of your require- 
ments. 

@ Underside maintenance. All maintenance can be accomplished 
by opening the hinged doors. 

@ One-piece die-formed top housing eliminates possible water 
leakage into interior of electrical circuits. 

@ Extruded rubber gasketing around entire perimeter of hinged 
doors. Dirt, weather and insect resistant. 


DEDICATED TO QUALITY AND SERVICE 


WHITEWAY’S NEW HI-LUME PUTS 
THE LIGHT ON YOUR BUSINESS— 


Where You 
Want It! 
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IF THERE WERE NO TBA, the in- 
dustry would have to sell 15%-25% 
more gasoline. That’s what T. M. 
Davis _ assistant 
general sales 
manager, Arkan- 
sas Fuel Oil 
Corp., told the 
recent St. Louis 
convention of the 
central division, 
Oil Industry 

TBA Group. 
' It takes more 
ro .\* than gasoline 
By F. C. Sturtevant § profits to amor- 
—_ tize the cost of a 
modern service station, Davis said. 
Dealers can’t live by gasoline alone, 
either—they can’t get by without 
TBA. Without TBA the industry 
might still be selling from curb pumps 

or shacks. 

No doubt the TBA earnings Davis 
had in mind are those of the dealer 
rather than of the supplying oil com- 
yany. Although oil companies make a 
profit on their TBA sales the exact 
contribution to station building funds 
becomes pretty well lost in the ac- 
counting process. 

Over-all station profit, on the other 
hand, liberally beefed up by TBA, is 
the direct source of the rent that pays 
back the building investment. Before 
any new station goes up its probable 
revenue from all sources is set down 
on paper. Quite often TBA is tagged 
for a 40% contribution to anticipated 
dealer gross profit. 

As Davis pointed out, oil companies 
lean on TBA revenue to make their 
investment in today’s costly stations 
pay out. Consequently one of the first 
essential jobs of the supplying com- 
pany is to help the dealer build up a 
healthy TBA volume. 

Two Kinds of Selling—The con- 
tinuing problem of oil marketers, said 
Davis, is to get across to dealers the 
difference between selling gasoline and 
selling TBA. Dealers forget that the 
customer who drives in for gasoline 
without being asked to buy, won't 
automatically ask for what he needs 
in the TBA line. It must be made plain 
that TBA won't move unless the deal- 
er asks for the business, Davis said. 

Part of the trouble, Davis remarked, 
is too much haste in picking dealers. 


You should not be in such a rush to 
put a man in a station, just to keep it 
open, he said. You need men who 
want to sell, and who have a better 
education and are better financed than 
the average run of men the industry 
now gets. 

At the outset you should be sure to 
explain all company policies to the 
new dealer, Davis continued. In his 
of%aion it’s also better to tell him it 
takes hard work to make money in a 
service station. He should expect to 
put in a 60-hour week, and he should 
also know he'll need to keep a decent 
set of books. 

Most oil marketing executives seem 
to agree in principle, but TBA people 
are concerned because under pressure 
of expediency there are too many de- 
partures from these ideas. 

When that happens it’s the station’s 
TBA development that’s most likely 
to suffer. TBA departments are prac- 
tically brimming over with a full 
line of solid gold plans, ideas, and aids 
of all kinds to help dealers make 
make money out of TBA. They'll work 
fine for dealers who realize they have 
to ask for TBA business; who are will- 
ing to hustle for that extra TBA profit; 
and who can finance a reasonable 
TBA inventory. 

Otherwise the TBA program has to 
drop back into low gear. At a time 
when the dealer finds it tough enough 
to get his station established on a pay- 
ing basis he’ll have to limp along with 
skimpy TBA profits. Better TBA per- 
formance can often make the differ- 
ence between dealer success or dealer 
failure. 

Don’t Drop Him—Given the right 
man and a good send-off, there’s a 
tendency to consider the job wrapped 
up. “We spend millions on training. 
and we'll probably continue to keep 
on spending at a high level,” said 
Davis, “but dealer turnover is still too 
high.” . 

After the dealer gets going the field 
force should go back to see if he’s 
making out all right, Davis believes. 
He may be confused. Some things he 
may find very discouraging: for ex- 
ample, low tire prices advertised by 
competition. Or perhaps he didn’t get 
all the product information available. 

Other suggestions made by Davis 
also illustrate how TBA merchandis- 
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Why TBA Pays for Your Stations 


Gasoline alone won't provide the dealer profits 
you need to amortize your investment 





ing calls for more initiative than is 
needed merely to serve gasoline custo- 
mers. For one thing, he thinks deal- 
ers should learn to sell benefits—not 
merchandise. 

And he thinks you have to coach 
dealers repeatedly on how to look for 
TBA sales opportunities. This doctrine 
is the cornerstone of dealer training 
for most TBA merchandisers. Davis 
has a good name for it. He calls it the 
“Spot-Tell-Sell” method. That’s a 
short, simple way to describe the 
basic process of spotting a TBA need 
and reporting it to the customer. 

Rudimentary as these concepts may 
appear they are often ignored in prac- 
tice. Many oil marketing men don’t 
fully grasp what Davis is saying when 
he points out how TBA profits help 
build stations. 

Probably there’s too much reliance 
on picking a good location. When an 
experienced gasoline man analyzes a 
location, he weighs first the gasoline 
potential. For every thousand gallons 
of gasoline, he figures the statior 
ought to draw a proportionate volume 
of other business, including TBA. 

If he is right about the location, 
all he needs is a reasonably alert oper- 
ator and the gallons will indeed ma- 
terialize. But the TBA volume won't. 

A prime piece of real estate with a 
station on it is no guarantee of any 
predetermined level of TBA sales. 
Cars in large numbers may drive in 
every day but unless the dealer takes 
some positive action, he’ll get no more 
than a thin skimming of the TBA 
potential. 

Let's scuttle the notion that any 
station “draws” its quota of TBA. As 
Davis points out, somebody has to 
ask for that kind of business. Then the 
station will pay for its cost. w 


What's New in TBA... 


New Champion plug 


. . . now replaces the six types of 
original equipment plugs needed to 
service G.M. overhead valve cars. 
The J-18Y is a non-resistor plug with 
a projected core-nose that extends fur- 
ther into the combustion chamber than 
ordinary plugs. It is claimed to run 
hotter and cleaner at low speeds so 
as to minimize fouling. At high speeds 
the core-nose is cooled by the incom- 
ing air-fuel mixture. Champion claims 
it will out-perform other plugs on all 
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announces BIG NEWS 


for every Battery Dealer! 


New, simplified 

line... 
SuperMaster*, 
Heavy DeLuxe* 
and Autex... 


Full range of types 
in both 6- and 
12-volt sizes... 


Including new 
low-priced 
12-volt types... 


From Your Willard Distributor! 
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G.M. overhead valve engines since 
1949, except the Chevrolet Corvette 
and the Cadillac Eldorado. These two 
models take the colder type J-12Y. 


Joint promotion 


. . . for spark plugs and motor oil 
has been devised by Champion Spark 
Plug Co. An animated display piece 
and an easel display both have space 
provided for an actual can of oil. 
Headlines carry the message: “When 
we change your oil, let us check your 
plugs,” and continues with the warn- 
ing: “. . . every spark-plug misfire di- 
lutes your oil with raw gas.” It’s an 
all-year program and includes window 
banners and A-boards designed espe- 
cially for service station use. 


A marine line 


. . of popular priced 8-volt batteries 
has been introduced by Willard. The 
line has been completely redesigned as 
a result of changing requirements in 
the marine field. In addition to the 
8-volt line, the recently announced 
Willard truck, bus and diesel line 
meets marine requirements for 6-12- 
volt applications. Willard also sup- 
plies a self-contained power-pack for 
electrically-started outboard motors in 
both 6- and 12-volt units. 


New Auto-Lite plug 


... has been added to Auto-Lite trans- 
port plug line. The BT9 has a serrated 
top and a slender insulator tip. Al- 
though designed especially for Far- 
mall and International tractors, Auto- 
Lite says its improved performance 
and longer life make it desirable for 
installations where other plugs of sim- 
ilar heat range encounter trouble from 
excessive fouling. 


1957 Seiberling 


. . . “Safety” tire is said to combat 
the greater heat built up as a result 
of the greater number of turns per 
mile in 14-in. tires. Small knobs lo- 
cated in the tread grooves nearest to 
the tire shoulder act as bumpers to 
keep the ribs from closing up, under 
load. The resulting decrease in tread 
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movement during sharp turns and sud- 
den stops suppresses tire squeal and 
helps the tire hug the road. 


New flasher cartons 


. . . have been designed for the Tung- 
Sol line, for quicker shelf identity. 
The former blue and orange colors 
have been replaced with a new red, 
royal blue and white color combina- 
tion. 


Filter adapters 

. are now available for converting 
Wix Spin-on filters of the Ford orig- 
inal type to replacement units on 


Millard 


offers the battery package with the 
built-in carrying strap — Portg-Pak! 


BUILT-IN 
CARRYING 
STRAP 


FAST 
IDENTIFICATION 


PORTA-PAK is a completely new- 
type battery package. Colorful in 
appearance, it is ideal for display 
purposes. Bright red background 
for factory-fresh wet batteries . . . 
brilliant black background for 
Charged Bone-Dry® batteries . 

tell at a glance just exactly what you 
have in stock. But that’s not all... 


Slit the perforated top of the Porta- 
Pak and out pops a convenient, 
strong carrying strap . . . built right 
in as a part of the package. Made of 
strong fiberglas tape, the built-in 
handle eliminates the need for a 


carrying strap . . . enables you to 
move batteries easily and quickly, 
without removing the shipping con- 
tainer. And that’s not all... 


Buick, Oldsmobile and Pontiac cars. 
Conversion kit K-40 is similar to the 
WF-15 conversions made for pre-’57 
Ford models. The kit consists of an 
adapter plate, a threaded connector 
and two washers. 


EASIER 
INSTALLATION 


Remove the shipping container, 
when you're ont 8 to install the 
battery in a customer's car. You 
still have the handy, built-in car- 
rying strap to lift the battery into 
the car without the aid of sepa- 
rate tools or equipment. 

That’s Porta-Pak, the most 
practical pocaging development 
in the history of the battery indus- 
try... another frst by Willard! 


Wix air filters 


. .. are now available for replacement 
purposes. Wix claims the new line 
meets or exceeds the air-fuel ratio 
specifications of all the car manufac- 
turers using dry-type air filters as orig- 
inal equipment. 


Richfield of California 


. .. has taken on the AC line of filters, 
spark plugs and other replacement 
items. The company is giving special 
attention to AC’s new eight-unit spark 
plug display cartons and points out to 
its dealers the steady increase in eight- 
cylinder cars on the road. 


State antifreeze laws 


. . . and regulations have been com- 
piled for the guidance of manufactur- 


Call Your Willard Distributor NOW! 


- 
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Save Time in 





Liquid Fuel Transfer... 


PUMP with POWER! 


With Ingersoll-Rand Motorpumps supplying dependable 
power for liquid handling, your trucks keep moving, your 
customers are happier and you’re reducing costs! 


Compact I-R Motorpumps are designed for heavy duty with 
the extra power and efficiency that give plus service with a 
minimum of maintenance. 


e sizes from % to 75 hp 

@ capacities from 5 to 2800 gpm 

@ easy mounting in any position 

e straight centrifugal or self priming 


; | Ingersoll-Rand 


\ 9-420 11 Broadway, New York 4, N. Y. 








Tires-Batteries-Accessories 





ers and marketers. In addition to re- 
prints of the laws themselves, quick 
reference charts are included on regis- 
tration requirements, filing dates and 
fees. This guide is a companion to a 
similar compilation of brake fluid 
laws. They are sold in a single pack- 
age for $6.00 per copy, in loose-leaf 
binder form. Both guides will be kept 
up to date through supplements as 
states adopt or change laws affecting 
the manufacture or sale of antifreeze 
or brake fluids. Orders should be ad- 
dressed to the Chemical Specialties 
Manufacturers’ Assn., 50 W. 41 St., 
New York 17, N. Y. 


Exide fast charger 


. for 6- and 12-volt batteries in- 
corporates an entirely new silicon rec- 
tifier consisting of a paper-thin recti- 
fying layer of silicon sandwiched be- 
tween two metal discs about the size 
and thickness of a dime. No fan is re- 
quired for cooling, and the anticipated 
longer life of the rectifier is the basis 
for a three-year guarantee instead of 
the previous one-year period. 


Kona Car Basket 


. is the name of a new litter con- 
tainer made in the shape of a tapered 
pocket. It can be clipped in place in 
the corner of a car’s front compart- 
ment without interfering with front- 
seat leg room. The shape fits 95% of 
all cars on the road. The pocket is con- 
structed of .020 paperboard and is in- 
tended to be produced in large quan- 
tities printed with the name, trade- 
mark and advertising message of an oil 
company. Prices quoted by Kona En- 
terprises, 983 Hall St., Manchester, 
N. H., $92 per M for 100 M; $85 per 
M for 250 M. 


Personnel .. . 


John W. Puth is the new adver- 
tising manager at Purolator Products, 
Inc., Rahway, N.J. Formerly with 
United Advertising Corp., Newark, 
N.J., Puth joined Purolator in April, 
1955, as assistant merchandising 
manager. In his present post he will 
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13 MILLION GALLONS BIG... sur sust a prop IN THE BUCKET 


The ESSO WASHINGTON is the newest 
of the 110 ocean-going tankers in the Esso 
fleets. She can carry 13 million gallons of 
oil. But that’s just a drop in the bucket 
compared with the 40 billion gallons that 
Jersey Standard affiliates delivered to cus- 
tomers last year. 

As economies expand . . . as populations 
grow ... as people live better, oil must pro- 
vide more energy to power factories, to 
drive ships and planes and motor vehicles, 
to heat and light homes and offices. Last 
year we supplied more than twice the oil 
we did ten years ago. This year our cus- 
tomers will need still more. 

It’s a big job . . . and it requires vast 
amounts of costly equipment. As our 
Annual Report points out, we spent 
$1,083,000,000 last year searching for oil 
and gas and paying for such things as 
tankers, pipelines and refineries. And in 1957, 
we plan to spend another $1,250,000,000 to 
find, produce and deliver the oil people will 


be needing tomorrow...and ten and twenty 
years from now. 

Because Jersey Standard is willing and 
able to make such investments and because 
our operations are efficient, we make a 
profit. In 1956 it was $808,535,000. About 
half of it went back into the business to 
help pay for the new facilities. 

Our successful year was good news for 
the 403,000 shareholders who own the 
company ... they got dividends of $2.10 
per share on the money they invested. 

It was good news for our 156,000 em- 
ployees . . . whose wages and benefits came 
to $906,000,000. 

It was good news for governments. Oper- 
ating and income taxes, import duties, con- 


STANDARD OIL 


sumer taxes and other payments from our 
operations brought to the United States and 
other governments a record $2,17 1,000,000. 
That was five times the dividends to share- 
holders, more than double the payroll and 
benefits to employees. 

Best of all, our operations were good 
news for the people of the free world, who 
rely heavily on the energy of oil for their 
economic and social progress. 

In this, our 75th anniversary year, we 
intend to continue our efforts to remain 
successful, profitable and growing, in order 
to serve people well. 

If you would like a copy of our 1956 
Annual Report, write us at Room 1626, 
30 Rockefeller Plaza, New York 20, N. Y. 


COMPANY (NEW JERSEY) 


AND AFFILIATED COMPANIES 


producing energy for an abundant life 
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REDA pioneers the FIRST ‘ 


submergible jet fuel pump 


Now, the Reda Pump Company—world’s 
largest manufacturer of submergible mo- 
tors and pumps provides a new, improved 
means of pumping jet fuel and gasoline 
with these exclusive advantages: 


1. No surface 4. No stuffing 
structures. boxes to leak. 
5. No explosion 
hazards. 
3. No priming 6. No pressure 
necessary. limitations. 
7. No horsepower 
limitations. 
... and backed by over 35 years submerg- 
ible pump manufacturing experience and 
know-how. Reda designed and developed 
the first successful submergible motor 
and pump. Over 100,000 Reda Submerg- 
ible Pumps are installed for pumping oil, 
brine and water wells, L.P.G. and gasoline 
for filling stations. 


2. No vapor locks. 


BARTLESVILLE, 


® 


* 
y 


Let us know your requirements. 
Complete information will be 
furnished on request. 


OKLAHOMA 


Worlds Largest Manufacturer of Submergibie Electric Motors and Pumps, For Over 35 Years. 


Tires-Batteries-Accessories 








assist Howard J. Hopkins, merchan- 
dising manager, in supervision of all 
advertising, public relations and sales 
promotion activities. 


W. Adrian King is now general 
sales manager of the industrial chem- 
icals division of Olin Mathieson 
Chemical Corp. He joined the for- 
mer Mathieson Chemical Corp. in 
1953 as manager of hydrocarbon 
chemical sales, and before that was 
midwestern sales manager of the 
plastics division of the American 
Cyanamid Co. 

e 

James C. Laney has been made 
manager of the automotive products 
department of Olin Mathieson’s in- 
dustrial chemicals division. He suc- 
ceeds W. Adrian King. Laney was 
formerly national accounts sales man- 
ager. He came to Olin Mathieson 
when the company acquired Genessee 
Research Corp. of Rochester in 1954. 
He was Genessee sales manager from 
1945. 

Arthur E. Tongue has been named 
national accounts sales manager to 
succeed Laney. Tongue was with U. S. 
Industrial Chemicals Co. in 1954, 
when Olin Mathieson also acquired 
that firm’s antifreeze business. The au- 
tomotive products department is re- 
sponsible for sales of private label 
antifreeze and brake fluid; Puritan 
brand hydraulic fluid, gasket seal and 
penetrant; and for the Pryo brand line 
of antifreeze and radiator chemicals. 

* 

Clarence H. 

Mingle, vice pres- 

ident, Gates Rub- 

ber Co., Denver, 

Colo., has been 

made director 

of marketing. He 

will be respon- 

sible for the co- 

ordination and di- 

rection of all sales 

divisions includ- 

ing tires, tread 

rubber and other automotive prod- 
ucts. Mingle started with the company 
in 1923 in the shipping department of 
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“Our greatest challenge... 
the development of men”’ 


Ralph Cordiner, President, General Electric Company 


“Few expenditures we can make are more 
important than those for education. A well- 
educated person produces more and consumes 
more, makes wiser decisions at the polls, 
mounts a stronger defense against aggression, 
and is better able to perform the grave re- 
sponsibilities of American citizenship. 


‘Freedom needs educated people. So do busi- 
ness and industry. I earnestly ask you to 
support the college or university of your 
choice in its planning for expansion and a 
stronger faculty. The returns will be greater 
than you think,” 


If you want more information on the problems faced by 
higher education, write to: Council For Financial Aid To 
Education, Inc., 6 E. 45th Street, New York 17, New York 


Sponsored as a public service, in cooperation with the Council for Financial Aid to Education 
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How to keep 
informed on 
the 

part of 


your business 


AT YOUR FINGER TIPS, issue after is- 
sue, is one of your richest veins oi 
job information—advertising. You 
might call it the “with what” type 
—which dovetails the “how” of the 
editorial pages. Easy to read, talk- 
ing your language, geared speci- 
fically to the betterment of your 
business, this is the kind of prac- 
tical data which may well help 
you do a job quicker, better—save 
your company money. 


Each advertiser is obviously do- 
ing his level best to give you 


helpful information. By showing, | 
through the advertising pages, 
how his product or service can | 


benefit you and your company, he 
is taking his most efficient way 
toward a sale. 


Add up all the advertisers and 
you've got a gold mine of current, 
on-the-job information. Yours for 
the reading are a wealth of data 
and facts on the very latest in 
products, services, tools . . . prod- 


uct developments, materials, proc- | 


esses, methods. 


You, too, have a big stake in the 
advertising pages. Read them reg- 
ularly, carefully to keep job-in- 
formed on the “with what” part 
of your business. 


McGRAW-HILL 
PUBLICATIONS 





Tires-Batteries-Accessories 





the Chicago division. He went to Den- 
ver in 1929, first as head of the service 
department and in 1941 as head of 
the technical development and _ re- 
search department. 

& 

B. E. Hogan is now group mer- 
chandise manager of all automotive 
departments of Firestone’s home and 
auto supply division. He was previ- 
ously division merchandise manager 
of batteries, antifreeze and spark 
plugs. A native of Ontario, Canada, 
Hogan joined Firestone in 1941 and 
managed retail stores in Minneapolis 
and Indianapolis before transferring 
to Akron in 1950. 

e 

Ralph C. Vinciguerra has joined 
the battery sales department of 
Goodyear Tire & Rubber Co. He 
started in the store planning and dis- 
play department. For the past seven 


years he has been a merchandiser in 
the car and home merchandise de- 
partment. 


Smith Shipley 

D. S. Shipley, former trade sales 
manager at Price Battery Corp., has 
been promoted to assistant general 
sales manager. Sterling Smith is now 
a sales engineer for Price. The two 
pictures above were inadvertently 
transposed in the May NPN. 


2 
a se a a 


Registering at the Central division TBA convention are (left to right) Warren Wheary, 
Schneider Metal; Don Wigman, Pure Oil; Curt Muser, U. S. Rubber; E. D. Digweed, 
Cities Service. Registrars are Roy Maddux, Cities Service, and Ray Mizener, Dill 


Manufacturing 


A heads-together session finds E. G. Hirleman, Cities Service, talking over a point 
| with central division convention speaker L. B. Sloneker, Phillips Petroleum; J. J. 
Allman, TBA Associates; and Ted Caldwell of the Dow Chemical Co. 
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: j New slant-back windshield plus over- 
fs hang provides double-protection from 
falling debris, snow and ice. 
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Over 2 million square feet of 
plant space! Here visitors from 
the world over witness produc- 
tion of the famous Reo “Gold 
Comet”’ engines and ‘“‘world’s 
toughest trucks’. Every truck 
custom-built to customer’s 
specifications. 





New panoramic vision for driver gives New “living room’”’ comfort for driver. New roominess under hood for ease in 
him full sweep ahead and on both sides Full leg room. No “dog house’’. Bos- servicing engine. Husky ‘“Catwalk’”’ 
without glare, distortion or obstruction. trom “Level Ride 80’ driver’s seat. fenders, with “diamond” safety treads. 


. ' | AVERAGE 









































Reo sales gain in 26,000 lb. and over GVW class 
exceeds that of the industry during last 2 years. 
“Heavy” trend is to Reo. 


FRONT AXLE FORWARD position 


for states where total combination 
weights are controlled by bridge 
formulas. Single or tandem rear 
axles. 
’ FRONT AXLE REAR position for 
Reo’s New B Series Diesels are states where maximum front axle 
7 


loading is desired and bridge for- 
brand new. They are the result mulas are not a factor. Single or 


tandem rear axles. 


of extensive research and testing to find the perfect cab for all 
drivers . . . in all operations . . . and under ail conditions. They 
introduce a new concept in driver comfort, convenience and safety 
—from the Bostrom “Level Ride” seating to the “Panoramic 
Vision” slopeback windshield . . . from the flat floor and living 
room spaciousness to the visibility of instruments and convenience REO MOTORS, INC. 


of controls. LANSING 20, MICHIGAN + TORONTO, ONTARIO 
Both four and six wheel tractors and trucks come in all steel or | SUBSIDIARY OF BOHN ALUMINUM AND BRASS CORPORATION 


weight reduced aluminum and magnesium. These trucks are especially 
engineered for economical “‘Big Load’ operations—long-distance 
highway hauling or tough off-highway service. 

Over 8,000 combinations are possible in custom engineering a 
model to your specific operating requirements . . . using only proven ADDRESS 
major components from a wide selection. 


See your Reo Representative or send convenient coupon today. 


~ 
1 
| 








! 
| Please send complete information on following 
eres Orcesitucahen sae [_] Standard [_] lightweight 


NAME 








city 





TYPE OF OPERATION 








Reo has set the 


“GOLD STANDE 


A WORLD WIDE REPUTATION 
FOR LEADERSHIP SINCE 1904 





@ First to standardize on 
left-hand drive. 


@ First single plate dise clutch. 
@ First center-control gear shift. 


@ First to standardize on electric 
lighting and starting. 


@ First with spiral gears 
on rear axles. 


@ First to use lightweight 
alloy pistons. 


@ First internal expanding 4-wheel 
hydraulic brakes. 


@ First self-shifter . . . forerunner of 
today’s automatic transmission. 


@ First chrome-nickel alloy 
cylinder blocks. 


@ First pneumatic-tired truck. 


@ First to perfect wet-sleeve 
gasoline truck engine. 


@ First heavy-duty V-8 truck engines. 


@ First factory engineered 6 cyl. and 
V-8 LP-Gas truck engines 


@ Only truck manufacturer that 
backs its complete line of Gas and 
LP-Gas engines with 100,000 
mile warranty. 


Reo Speed Wagon, in- 
troduced in 1915, set 
new standards in com- 
mercial transportation. 


Reo Gold Comet “Six” 
revolutionized the in- 
dustry with introduc- 
tion of “wet sleeves”. 


Reo Gold Comet V-8. 
First heavy-duty V-8 
truck engine with mod- 
ern wet sleeves and 
short stroke design. 


BUILDER OF THE “‘‘WORLD’S TOUGHEST TRUCKS” 


Gao ALO) 
Creerrh of . 
Ss ( 


ama By 


: 1 nl ral) 
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The Southwest 





Why Jobbers Swing to Multi-Brands 


IF OIL MARKETERS—from sup- 
pliers on down—are as jittery else- 
where as they are in this section of the 
country, druggists 
everywhere ought 
to be having quite 
a run on tran- 
quilizers. * Despite 
booming business, 
there seems to be 
more anxiety, in- 
decision and tur- 
moil in these parts 
than ever before. 

Most of this 
nervousness stems 
from the doings 
in Washington, what with all the var- 
ious hearings and investigations that 
have been going on. 

But not all of it. There are some 
causes inside the industry, too. 

For one thing, major-brand jobbers 
are becoming more and more con- 
scious of the business low-price, pri- 
vate-brand jobbers are doing. The 
majors are casting side glances at these 
boys, too. The private-branders are 
growing, some at a terrific pace. 

As retail prices move upwards, 
whether from product price or tax in- 
creases or both, there are indications 
that more motorists are becoming 
aware of price differentials. Though 
some supplier personnel and even 
some major-brand jobbers claim the 
public isn’t “price conscious,” others 
point to evidence it’s hard to argue 
with: 

Private-brand stations are doing 
40,000 gal. a month and up alongside 
major-brand stations selling 15,000 to 
20,000 gal. 

Anyway, major-brand jobbers who 
believe price is a reason for the pri- 
vate-brander’s success are beginning to 
fight back. They’re adding a private 
brand of their own, or an independent 
refiner’s brand, which can be sold at 
a price to compete with the private- 
brander. 

This practice seems to be catching 
on particularly in Oklahoma (See NPN 
—Dec. °56, p96), and some Texas 
jobbers are looking into the possibility. 

Meanwhile, it isn’t all profits and no 
worries for the independents, either. 
Some private-branders along the Texas 
Gulf Coast are being dined openly and 
cursed privately by independent re- 
finers, their principal source of supply. 
These refiners, dependent on the pri- 
vate-brand jobbers’ buying a certain 


By Marvin Reid 
Southwest Editor 


percentage of their gasoline produc- 
tion, don’t like the way the jobbers 
“shop around.” 

“We might have one of the bigger 
private-branders buying from us,” says 
one independent refiner’s sales man- 
ager. “He might be taking 500,000 or 
600,000 gal. of gasoline a month from 
us. All of a sudden, one of two things 
happens: 

“First, he might come around say- 
ing somebody else has offered him gas- 
oline at a lower price. He doesn’t only 
want us to meet that offer, he wants 
us to better it. If we don’t, we stand to 
lose the business. 

“And all the time, while he’s ham- 
mering us down on price, the refiner 
who he claims offered a cheaper price 
may not have done so. But after he 
gets our best offer, he will go to that 
other refiner, lay it on the table and 
say, ‘can you beat it?’ 

“Secondly, and worse still, you 
might think you have one of these 
jobbers on your books. He is supposed 
to pick up so many thousand gallons 
of gasoline each month. All of a sud- 
den, he stops showing up. No notifica- 
tion of any kind. Then you've got to 
go out and find a new buyer. 

“But in our position, being un- 
branded, we have to depend on a cer- 
tain number of these fellows.” 

Private-brand jobbers hereabouts 
are not yet bothered by the fact that 
such harsh words are being said about 
them. And all of them don’t have 
price-chiseling reputations. Enough 
may, however, to drive these indepen- 
dent refiners to seek other possible 
outlets for their production (page 
124). 


If and when that happens, the pri- 
vate-brander may find it difficult at 
times to get the supplies he needs. 


Training Galore 


Arkansas Fuel Oil Corp., a Cities 
Service subsidiary, has started a new 
training program. It will be handled 
by a department created specifically 
for that purpose. 

Two complete sets of school facili- 
ties have been established, one in 
Shreveport, La. (picture) and one in 
Miami. Arkansas Fuel Oil headquar- 
ters are located in Shreveport, and 
Miami is home to Cities Services’ 
Florida subsidiary, Orange State Oil 
Co. 

The first program, for the com- 
pany’s marketing staff and field per- 
sonnel, lasts six days. After company 
personnel are trained, the facilities of 
the two schools will be offered to 
employes of wholesale distributors, 
service station dealers and prospective 
dealers, says Arkansas Fuel Oil presi- 
dent J. E. Heston. 

The new training department is 
headed by Brett W. Walker, former 
manager of the company’s Texas divi- 
sion in Houston. 


Crude Line Converts 


Continental Oil Co. has purchased 
from Gulf Oil Corp. a 99-mile, 6-in. 
crude pipe line running from Wichita 
Falls, Tex., to Saginaw, a suburb of 
Ft. Worth. Conoco will convert the 
line to products and extend it to 
Grapevine, between Ft. Worth and 


Arkansas Fuel oil dealers will go through a new training program at this spanking 
new Shreveport station. Company employes will train there, too 
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THREE SELOIL CABINETS... 
A Model For Every Need 
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TBA MODEL 60 


SFLOUAL helps the man on the driveway! 
SFLOLL puis more motor oil at eye-level display! 


Because it makes the selling job easy, SELOIL helps the 
man_on the driveway sell more Motor Oil. It saves time and 
steps. It puts everything needed to complete the sale at 
his fingertips . . . Motor Oil, can-cutter, and easy disposal 


of empty cans. 


SELOIL places a colorful, mass display of Motor Oil at 
easy-to-see eye level . . . near the customer and near the 
driveway salesman. Promotes better housekeeping because 
empty oil cans are drained and disposed of within the 
cabinet. You’ll keep a cleaner station, give better service, 
and get more sales when you organize Motor Oil selling 


with a SELOIL Cabinet. 


All three models are equipped with overnight Locking 
Covers to eliminate lugging displays in and out of the sta- 


tion at night. 


The new TBA 60 SELOIL Cabinet has two shelves on 
each side for display of TBA specialty items plus a built-in 
windshield tissue cabinet which holds one standard-size 
pack of towels. Overnight locking covers are easily converted 
to be used as A-Type sidewalk signs. 


PRICES (FOB Greensboro, N. C.) 
@ Lowboy Model 56 $ 84.60 
@ Deluxe Model 72 $ 92.60 
@ TBA Model 60 $138.00 

< Increase Motor Oil Sales 

\ : , 
\, Speed Up Driveway Service 
‘. Promote Station Cleanliness 


\ 
a WITH 


SELOUL 





end Orders or Inquiries To 


MODERN METAL PRODUCTS COMPANY 


P.O. Box 1798 


Greensboro,-N. C. 
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Dallas. 

At Grapevine, the company will 
also build a $320,000 products ter- 
minal. It will serve two stations for 
which Conoco has been awarded sites 


The East 


on the 33-mile Dallas-Ft. Worth turn- 
pike, now under construction. Conoco 
will have the ultra-modern stations 
built and in operation when the turn- 
pike opens in July. co 


Crown Central Moves Ahead 


OUTLETS of Crown Central Petro- 
leum Corp. of Baltimore haven’t been 
very numerous in the Northeast. But 
things are chang- 
ing. 

For one thing, 
Crown = Central 
has bought the 
gasoline and mo- 
tor oil distributing 
operation of Para- 
Marine Distribu- 
tors, Inc. The deal 
gives it over 60 
outlets in Nassau 
and Suffolk coun- 
ties, Long Island. 
The company also 
plans to build new stations and has 
opened a new district office in Inwood, 
ae 

L. W. Van Zandt of Rockland Fuel 
Oil, Pearl River, N. Y., is out to make 
Crown Central known in his bailiwick. 
too. He’s a jobber in Rockland County, 
one of New York City’s “bedroom 
areas.” 

Gasoline is not new to Rockland 
Fuel, though the company is primarily 
a heating oil operation. It has distrib- 
uted Atlantic products, mostly to com- 
mercial accounts, for 20 years. 

By switching brands, Van Zandt is 
also changing the course of his gaso- 
line-marketing operation. He'll put 
more steam into building up service 
station gallonage. 

His immediate goal is 10 outlets in 
the 178-square mile area that’s his 
home ground. He’s after converts, but 
he’ll also buy stations or build them, 
if necessary, using Crown Central 
plans and spending between $25,000- 
$30,000 for each outlet. He’d like to 
have locations that will get business 
from both neighborhood and trans- 
ient trades. 

His first station is on such a loca- 
tion: it’s at the edge of a housing de- 
velopment, on a highway that has a 
count of 12,000 cars per day—and 
across the street is a medical labora- 
tory where 4,000 cars park daily. 

Right now Van Zandt is trucking 
gasoline from Crown’s Elizabeth (N. 
J.) terminal. If everything goes as he 
expects, he will add gasoline storage 
to his 2-million-gal. heating oil ter- 
minal on the Hudson River at Haver- 


By 
Cornelius Brodersen 
East Coast Editor 


straw. As for expanding, Van Zandt 
may enter northern New Jersey after 
he has developed Rockland County. 

Why does a successful heating oil 
distributor take on gasoline and try to 
develop a market for it? “Fuel oil,” 
Van Zandt points out, “keeps us hop- 
ping about four months of the year. 
Then we die the rest of the time. But 
we have men and equipment to worry 
about. Gasoline will give us a more 
balanced operation.” 


Who Killed Cock Robin? 


Gasoline fair trading has been laid 
to rest in Pennsylvania (NPN—May, 
p87). 

There weren't many mourners On 
hand as last rites were held. Atlantic 
Refining Co., which brought fair trade 
into gasoline marketing in the Key- 
stone state last June, was the sole 
survivor. When it, too, abandoned 
fair trade, that was it. 

Only eight of the state’s 23 mar- 
keters had given fair trade any sup- 
port during its short life. The fact that 
fair trade was never industry-wide in 
Pennsylavnia has been advanced as 
one reason for its death. 

Other alleged causes are lack of 
enforcement by fair-trading suppliers; 
traditionally competitive key areas 
that remained below fair-trade mini- 
mums; competition from _ private 
branders; and difficulty of maintain- 
ing one price floor in a state accus- 
tomed to at least two price zones, 
east and west. 

After the burial of fair trade, At- 
lantic went back to its system of “sug- 
gesting” minimum retail prices. It 
will continue to compute dealer prices 
on the basis of a percentage dis- 
count—now figured from the sug- 
gested retail minimum. 

Atlantic also switched from a two- 
zone to a three-zone pricing system. 
In this it was followed by Sinclair 
Refining, the company that led the 
parade away from fair trade in 
Pennsylvania. Sinclair is also “suggest- 
ing” resale prices for the first time 
in Pennsylvania. 


Deadbeats, Beware 


A number of Boston’s heating oil 
retailers think they have the deadbeat 
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Regions 


on the run. Sixty-seven oil companies 
with about 40% of the market have 
reactivated Fuel Oil Credit Inter- 
change Group and work with Boston 
Credit Men’s Assn. 

For $50 a year plus $1 per month, 
members can get a fast credit run- 
down on an unlimited number of new 
accounts within a matter of minutes. 
All it takes is a telephone call—two 
at the most. 

A member with a new account 
calls the credit group to see if the 
account’s name is on file. If it is, 
that’s the signal that some other oil 
company member has had a bad- 
credit experience with the party. 

Given the name of the reporting 
company, the marketer can then 
check further directly, getting more 
detailed information from the ac- 
count’s old ledger card. The decision 
to accept or reject the customer or to 
put him on credit or COD can be 
made at once. 

Sparkplug in the move to get the 
credit situation under control is Mel- 
vin Fisher of Marvel Heat Corp., 
currently chairman of the credit in- 
terchange group. 


Boosting the Third Grade 


Esso Standard Oil Co. is midway 
through a five-month drive to get 
more motorists on the Golden Esso 
Extra habit. The campaign, going on 
in Esso’s 19-state market, ends Aug. 1. 

Most of the sales effort is being 
made in the driveway or at the pump. 
Dealers are behind the promotion, 
says Esso, because they have a stake 
in it. For every additional gallon of 
GEE they sell over their pre-contest 
level they receive a point. With 
enough points, they can acquire mer- 
chandise for the home as prizes. 

Esso is making the dealer’s job a 
bit easier by promoting GEE heavily 
in all media, with the sales messages 
aimed at conditioning the motorist to 
think of nothing but Golden Esso 
Extra to guarantee happy motoring. 


Woman Jobber Retires 


Mrs. Matilda Landy, who has oper- 
ated New York City’s Argus Oil Corp. 
as a Tidewater jobbership for many 
years, has retired from business. As- 
sets of the firm, founded in 1927 by 
the late Harry Landy, have been 
bought by Tidewater Oil Co. 

Argus had some 60 outlets in Man- 
hattan, Bronx and Westchester. 

Tidewater has also bought out an 
unrelated jobber with a similar name, 
Arguls Gas & Oil Sales Co. of Brook- 
lyn. Its assets include two bulk plants 
with a 2-million gal. heating oil stor- 
age capacity. a 
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GET TOP PROFIT 
ON EVERY SALE 


Practical, proved,—a tire program for profit. That’s 
what you get with a Dayton Franchise. A realistic pro- 
gram designed by men who specialize in service station 
tire merchandising. That’s why you make more money 
on every sale ... increase volume at every station, 


Here are just a few of the many sound reasons why 
your tire sales and profits will zoom when you take on 
the Dayton Franchise. 

we SENSIBLE COMPETITIVE PRICING 

@ WRITTEN SERVICE GUARANTEES 

© ON-THE-SPOT WARRANTEE ADJUSTMENTS 

© AGGRESSIVE ADVERTISING AND PROMOTION 
© ATTENTION GETTING SALES AIDS 

@ SALES TRAINING AT RETAIL LEVEL 

© EXPERIENCED MANAGEMENT COUNSEL 


Write or wire today for full information on the profit 
potential in a Dayton Franchise. The Dayton Rubber 
Company, Tire Division, Dayton 1, Ohio. 


4 LEADER IN ITS FIELD. The All-Nylon 1957 
Dayton Thorobred Premium available in 
Tubeless or Tube-Type. 


Dayton is one of the leading suppliers 
of TBA Products to the Petroleum Indus- 
try, now serving over 100,000 stations. 


© D. R. 1957 


Daw tem. 
woo ex 


Dayton Rubber Co., Tire Division, Dayton 1, Ohio 
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The Great Shrinkage Battle 


JOBBER-SUPPLIER RELATIONS in 
Colorado were jolted when the two 
groups a over a bill in the recent 
| session of _ the 
Colorado legisla- 
ture. 
The Colorado 
Petroleum Mar- 
keters Assn. 
backed a measure 
—which died in 
committee — that 
would have in- 
creased by 1% 

By Frank Pitman the shrinkage al- 

Rockies Editor | lowance to whole- 
sale distributors of gasoline who are 
not refiners. The state Petroleum In- 
dustries Committee opposed it. 

Since 1937, Colorado has allowed 
distributors to deduct 2% of the state 
gasoline tax, currently 6¢ gal. This 
deduction is to cover costs of collecting 
the tax and to reimburse the distributor 
for shrinkage loss in storing, handling 
and transporting product. 

The jobbers, however, lost part of 
this when service station dealers were 
granted half of that 2% deduction, 
effective Jan. 1, 1954. 

CPMaA proposed increasing the total 
allowance from 2% to 3%. Jobbers 
would have retained 2%, with dealers 
still receiving their 1%. The increase 
would have meant about $140,000 an- 
nually, divided among some 200 
Colorado jobbers. Distributors who are 
refiners—virtually all major companies 
—would have been left with a 2% 
deduction. 

Gordon Bussey, executive secretary 
of CPMA, says the last proviso was 
included because refiners who dis- 
tribute gasoline pay tax on what they 
sell, while jobbers pay on what they 
purchase. The main shrinkage, he says, 
occurs after purchase from the sup- 
plier, not before. 

It was that exception that touched 
off the dispute and ranged the Colo- 
rado PIC against CPMA at a public 
hearing on the bill. 

Marion Strain, PIC executive di- 
rector, appeared in opposition to the 
measure. He argued that the bill was 
“class legislation,” of special interest 
only to jobbers. He said it did not have 
the support of the industry generally. 

Bussey later contended, “If the 
Petroleum Industries Committee could- 
n’t go along with us, at least they did- 
n’t have to go out of their way to hurt 
us. A thing like this doesn’t help our 
efforts to improve relations among 
jobbers and suppliers.” 


The jobber case rested on two in- 
equities, according to Paul Bradley of 
Hill Oil Co., Colorado Springs. The 
first is that firms collecting sales taxes 
for the state are allowed to keep 5% 
of the tax to cover the cost of collec- 
tion—compared to the 2% divided be- 
tween jobber and retailer of gasoline. 

“The second inequity,” Bradley told 
the finance committee of the Colorado 
House of Representatives, “is the man- 
ner in which the tax is assessed. 


“A refiner pays 6¢ per gal. tax on all 
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the gasoline he sells, while a jobber 
pays 6¢ per gal. tax on all the gasoline 
he buys. This means that any loss in 
handling and storage of gasoline suf- 
fered by the refiner, he loses the cost 
of the product only. The same loss 
suffered by the jobber means that he 
loses the cost of the product plus 6¢ 
per gal. in taxes...” 

On the rosier side, all segments of 
the industry supported, and were suc- 
cessful in getting passed, a law to as- 
sure private development of any com- 
mercial enterprise or activity for serv- 
ing users of Colorado freeways or 
other highways. Local service roads 
will be constructed for eiirenesiaes 
service stations. 


Ohio Pike Reports on Stations 


TURNPIKES and oil marketing pre- 
sent some special problems for each 
other. Interesting insights into these 
problems can be gleaned from pub- 
lications like the annual report of the 
Ohio Turnpike Commission for 1956. 

Food and fuel head the commis- 
sion’s list of services to patrons. The 
restaurant concessions evidently gave 
OTC some trouble. Its report says, 
“Complaints from patrons citing poor 
quality and slow preparation and serv- 
ing of food continued throughout the 
year.” 

Not so for the oil companies. “Serv- 
ice station operations on the Ohio 
Turnpike were generally good during 
1956,” says the report. “The five oil 
companies . . . are apparently inter- 
ested in providing a high standard of 
service for turnpike patrons.” The five 
companies are Cities Service, Pure, 
Shell, Sinclair and Texaco. 

They pay the commission from 
6.12¢ to 7.15¢ per gal. on motor fuel 
and 10% of the gross receipts on other 
sales for the privilege of being able 
to sell on the turnpike. Fuel sales in 
1956 came to 24.7-million gal., while 
miscellaneous sales totalled $796.829. 
The commission received $1,712,436 
in income from service station con- 
cessions. 

The OTC reports that its service 
stations, like ordinary stations, see 
manpower as their most vexing prob- 
lem—especially because most service 
plazas on the Ohio Turnpike are in 
rural areas. One partial solution was 
to hire teachers and high school and 
college students for peak traffic 
seasons. 


There were legal problems, too. Sun 
Oil Co. filed suit against the commis- 
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sion in 1955 to enjoin the performance 
of contracts awarded to the other five 
oil companies with stations on the 
turnpike. It also sought to compel the 
commission to omit from its bidding 
requirements on future stations a pro- 
vision that bidders sell both premium 
and regular gasolines. Sun, of course, 
was then selling only one grade. 

Sun lost its suit in common pleas 
court and a court of appeals in Ohio, 
and then decided last July to drop the 
case. OTC duly noted that Sun “was 
experimenting with the offering of five 
grades of gasoline in Florida and 
southern Georgia.” 


End of Truck Tangle 


The hassle between for-hire petro- 
leum carriers and’ the Northwest 
Petroleum Assn. (NPN—Feb., p137) 
is settled. 

The carriers had asked for a tariff 
based on a minimum haul of 6,800 
gal. of gasoline and 5,800 gal. of fuel 
oil, regardless of the amount actually 
hauled. 

They said it costs as much to send 
out a 7,000-gal. transport half full as 
it does to ship a full load. They also 
took the position that rates for smaller 
deliveries are subsidized by the cus- 
tomer who has paid to install facilities 
for taking full transport loads. And 
they pointed to similar tariffs in Illi- 
nois, Wisconsin and Indiana. 

The jobbers claimed that this would 
unfairly penalize the small jobber who 
can’t take a full transport load. NWPA 
executive secretary Hiff Horning said 
simply that you can’t legally charge 
for something you don’t deliver. 

At an April hearing before the 
Minnesota Railroad and Warehouse 
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Commission, the large carriers were 
supposed to prove the need for the 
6,800-gal. minimum rate. When the 
commission chairman asked if any of 
the petitioners wished to be heard, 
there was only silence. Horning then 
asked the chairman to ask the peti- 
tioners if they wished to withdraw. He 
did so, and one by one, they withdrew. 
The rate change was dead. 

Midwest marketers suspect the big 
carriers may have dropped their re- 
quest out of fear of a jobber boycott 
if the rates were granted. 

But Horning says, “I honestly feel 
that if these small hauls are not really 
compensatory, those boys are entitled 
to a bracket increase in the small-haul 
rates. I never argued that factor at 
all. . . . If they now decide to ask for 
different rates, I will go along if they’re 
reasonable.” 


New Strides for Hy-Test 


John Valk, Jr.’s fuel oil additive, 
Hy-Test 303 (NPN—Dec. °56, p123), 
is getting a big sendoff in the Midwest. 
Valk has given territorial rights for the 
additive to an independent refinery, 
Berry Refining Co., Gary, Ind. They 
cover an area 70 miles long, from 
Kalamazoo, Mich. to East. Chicago, 
Ind., and 30 miles in from Lake 
Michigan. 

Berry Refining is in turn franchising 
25 dealers to sell dehydrated Hy-Test 
303 fuel oil. Berry president Jim Van 
Pelt expects to push their total gallon- 
age from its present 60-million to 100- 
million within a year. 

To do it, he set up an advertising 
campaign last month that called for 
the expenditure of $125,000 in three 
weeks. It concentrated on newspapers 
and radio in the Berry marketing 
territory. 


Insure with Oil Heat 


Gulf Oil Corp. is testing an idea that 
heating oil distributors in the East 
have plugged for two years: insuring 
heating oil budget-plan customers. If 
the family breadwinner dies, Gulf will 
pick up the heating tab for the rest of 
the season. This insurance costs the 
customer nothing extra. 

Gulf’s testing the idea first in a four- 
state market—Ohio, Indiana, Michigan 
and Kentucky, covered by its Toledo 
division—before jumping in with both 
feet. And the plan will be offered only 
where Gulf retails directly to the 
homeowner. It’s the first major in the 
Midwest to try the program. 

If the insured budget plan catches 
on with the public and increases Gulf’s 
heating oil gallonage in the Toledo 


i70 


division, there’s a good chance that 
more Gulf divisions will offer the plan 
during the 1958-59 heating season. 


Look What's on Tap 


Maybe the next thing the industry 
needs in its merchandising efforts is a 
can of oil with a head on it. 

Maybe not. Anyway, a_ former 
brewery is on the market and the 
owner, La Crosse Breweries, La 
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Crosse, Wis., believes it might be 
suitable for conversion to petroleum. 

Think it sounds a bit foamy? Not at 
all. The brewery has 600,000 gal. of 
storage capacity, with all tanks, piping 
and lines in good shape. It’s located 
200 yds. from a barge terminal on the 
Mississippi, with a pipe line running 
from the terminal to the plant. Has a 
railroad siding, tco. 

Prosit! bd 


Tobacco: Another Oil Market 


TOBACCO-CURING means big busi- 
ness for jobbers in eastern North 
Carolina, and they’re spending about 
$10,000 this year 
on TV advertis- 
ing to make sure 
they get it. 

Sales of kero- 
sine for the burn- 
ers over which 
tobacco is cured 
gives the jobbers 
a year-round mar- 
ket by balancing 
the home heating 
season. The Tar- 
heels are a bit 
worried by the incursions of LP-gas 
into their market. Some oil men have 
actually gone into the LPG business 
in order to keep up their volumes. 

Another threat to the tobacco-curing 
oil market is simpler and at the same 
time more difficult to meet; tobacco 
acreage is being reduced. Donald M. 
Ward, secretary of the North Carolina 
Oil Jobbers Assn., says oil dealers 
may face a 25% drop in sales due 
to less curing. 

The only thing the jobber can 
do, Ward says, is to keep up sound 
marketing practices, maintain close 
contact with the customer, and be 
sure the farmer’s oil burner-curer is 
efficient. 

Meanwhile, the “Cure with Oil” TV 
campaign aimed at the area’s tobacco 
growers continues. It’s headed by 
Lewis Bryan of Bryan Oil Co., Golds- 
boro. A chairman in each of ten par- 
ticipating counties solicits funds and 
acts as a clearing-house for informa- 
tion and ideas. A permanent organiza- 
tion, with monthly dues, will probably 
be formed later this year to insure 
continuation of the program. 


By Charles T. Dixon 
Southeast Editor 


SRO at Burner School 


A burner service school held re- 
cently at North Carolina State College 


by North Carolina Oil Jobbers Assn. 
was so successful additional courses 
will probably be necessary. 

There were two sessions limited to 
30 students each, and officials had to 
turn down 15 to 20 additional appli- 
cations for each course. 

Classes held by state college profes- 
sors covered basic principles of heat 
and heat transfer, electrical definitions 
and basic circuits, and salesmanship 
and courtesy. 

Industry spokesmen added classes 
on all types of heating systems, pres- 
sure equipment, and a panel discussion 
on trouble-shooting. 

Joe Berry of Greensboro, NCOJA 
fuel oil chairman, and Shelly Alford 
and C. A. Newcomb of Raleigh, 
sparked the burner service school 
planning. 


Amoco’s a-Building 


American Oil Co. has been building 
at a great rate in the South, especially 
since it took over Pan-Am Southern 
operations in the reorganization of 
Indiana Standard subsidiaries. 

Recently Amoco dedicated a new, 
$35-million refinery at Yorktown, Va. 
It’s the company’s sixth plant and Vir- 
ginia’s first refinery; the first unit went 
onstream last December. It took five 
years to complete. Total refinery 
capacity is 35,000 b/d; it brings 
Amoco’s total daily refining capacity 
to 270,000 bbl. 

A few weeks earlier, Amoco offici- 
ally dedicated a new asphalt terminal 
at Panama City, Fla. It will serve the 
northern Florida-southern Georgia 
and Alabama area. 

The terminal has seven tanks with 
a total storage capacity of 6.5-million 
gal. of asphalt. It features equipment 
that permits the unloading of hot 
asphalt at 325 deg. maintaining that or 
higher temperatures, and delivering 
the asphalt in the same state. # 

(Continued on page 172) 
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your name 


with Continental 
“F” style cans 


nih 


...and save valuable shelf space, too! 


The broad flat surface of every “F”’ style can acts 
just like a poster for your product. The handsome 
lithography of Continental’s master craftsmen 
quickly identifies your product in the eyes of busy 
shoppers ... makes your product more attractive, 
easier to see, easier to sell. And because of the 
space-saving rectangular shape, “F’”’ style cans let 
grocers stock more of your product per shelf foot. 


QUALITY 


Let us start you off with all the “F” style cans 
you need. Sizes four ounce (spout top) up to one 
gallon. Then, if you need engineering or research 
help for any phase of your operation call us. It’s 
available as part of our special package service. 
Order soon... get the packages with more “see”, 
more “sell” — Continental “F” style cans. Rapid 
delivery from shipping points across the U. S. 


CONTINENTAL 
CAN COMPANY 


SERVICE 
Eastern Division: 100 East 42nd Street, New York 17, New York 
Central Division: 135 South LaSalle Street, Chicago 3, Illinois 
Pacific Division: Russ Building, San Francisco 4, California 
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Regions 
The West 


SCSSA: Why Antagonism to Suppliers? 


SUPPLIERS concerned with the in- 
dustry’s dealer relations might do well 
to keep their eyes on a couple of West 

— » Coast dealer de- 

velopments. 
Western States 
Gasoline Dealers 
Council died in 
April — but 
Southern Califor- 
nia Service Sta- 
tions Assn., its 
principal backer, 
is still very much 
By John Shinn alive and kicking. 
West Coast The signifi- 

Correspondent cance is that both 
WSGDA and SCSSA have been deal- 
er groups with little use for the tactics 
and philosophy of the National Con- 
gress of Petroleum Retailers. Neither 
group belong to NCPR, although the 
other West Coast dealer groups who 
were members of WSGDC are NCPR 
members. 

Industry observers in California say 
WSGDC failed because the other deal- 
er groups showed very little interest in 
it—and contributed very little money 
to it. 

Eight of the California dealer 
groups that were in WSGDC still be- 
long to the California Gasoline Re- 
tailers. But SCSSA claims its 2,000 
members are more than the combined 
members of the eight other groups. 

SCSSA’s philosophy, say Californi- 
ans in the know, is that a dealers’ as- 
sociation should be on as good terms 
as possible with suppliers. It believes 
that an association can’t do its mem- 
bers much good if it is always in an 
automatic position of antagonism to- 
ward suppliers. 

That kind of thinking has tended to 
meet supplier efforts half way. For 
instance, when Shell’s program of 
dealer meetings on proposed laws 
came to Los Angeles (NPN—May, 
p88), division manager R. D. Stetson 
invited an SCSSA representative to 
present the association’s side. 

John A. Touhey, executive secretary 
of the association, accepted the invita- 
tion. He and Stetson presented their 
respective — and opposing — views; 
then there was a discussion period with 
questions from the floor. 

Touhey says dealers reacted favor- 
ably to both Shell and SCSSA. But the 
majority voted against SCSSA on this 
occasion. 
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SCSSA has taken stands in favor of 
S-11, the “anti-good-faith” bill, and 
HR-425, the Roosevelt bill to give 
gasoline dealers “a day in court.” It 
opposes HR-426, the divorcement bill, 
as the bill stands, but would be in 
favor of elimination of company-oper- 
ated and consignee stations. 

The Union Suit—Two Union Oil 
Co. of California dealers have filed suit 
against Union and several of its em- 
ployes, asking over $1-million in dam- 
ages. 

The plaintiffs are charging forcible 
entry and detaining of premises be- 
cause Union took over their stations. 
They're asking $500,000 each in puni- 
tive damages, plus $150 a day for “loss 
of rents, issues and profits” until the 
defendants get out, and other sums for 
alleged loss of property and damages. 

Union contends that the leases on 
the dealers’ stations had run out, 
proper notice was given that they 
would not be renewed, and that when 
the leases expired the company took 
over its property without violence. 

Union officials privately speculate 
that the suits were sparked by SCSSA. 
Association reaction is “no comment” 
officially. But the case was reported 
with banner headlines in the first issue 
of the new SCSSA paper, Western 
Gasoline Dealer Press. 


Whither Wilshire? 


Wilshire Oil's purchase of 172 
service stations from Sunset Interna- 
tional (NPN—May, p113) has started 
a buzz of speculation among Cali- 
fornia marketers. 

Subject of the speculation is the 
plans of Wilshire, now the largest 
independent marketer on the coast 
according to one source. The purchase 
gives it 421 outlets—196 owned and 
225 supplied through branded job- 
bers. Its gallonage is expected to rise 
from about 12-million to nearly 20- 
million. 

The stations bought from Sunset 
will be converted from the Golden 
Eagle and Craig flags to the Wilshire 
brand by Sept. 1. They will be com- 
pany-operated. Wilshire will start a 
major promotional program about 
that time. 

Wilshire put a new, $3-million, 10,- 
000 b/d platformer onstream at its 
22,000 b/d refinery recently, which 
doubles its high-octane refining capac- 


ity. But officials say reported plans 
to market five grades of gasoline have 
been postponed indefinitely. Wilshire 
now makes four grades—84, 87.5, 
94 and 97.5 octane respectively—but 
none of its stations markets more than 
three. 

Some of the speculation undoubtedly 
stems from the fact that Wilshire, now 
so robust, had one foot in the grave 
a few years ago—and people have 
wondered if there wasn’t a major com- 
pany supplying some miracle drug. 

Malco Refineries of Roswell, N. M. 
bought Wilshire in November 1955, 
almost three years after the old owners 
had begun to liquidate it. Malco is 
owned by Robert O. Anderson, also 
president of Wilshire. Earle W. Allen 
is vice president of Wilshire. They're 
the doctors who have brought Wil- 
shire back with a $4-million rejuve- 
nation program—the Sunset purchase 
was its latest step—and there are 
no majors known to be in the picture. 

The Sunset Side—There isn’t much 
mystery about why Sunset sold, at 
least on the surface. It didn’t have 
enough crude. Selling the stations re- 
duced its need for crude and at the 
same time provided the company with 
capital for new exploration and de- 
velopment. 

Sunset retains 98 stations—33 under 
the Thrifty brand, 15 under the Golden 
Eagle brand in Arizona, and 50 Union 
outlets that it operates as a jobber 
for Union Oil of California. When 
new stations are added, they will fly 
either Golden Eagle or Craig flags. 

Neither Sunset nor Wilshire has 
any definite plans now to continue 
Sunset’s discount house set up at the 
service station (NPN—Apr., p130). 


GP Wars on Polio 


General Petroleum Corp. has in- 
augurated a program of free Salk polio 
vaccination for its employes. It’s the 
first major company to offer free Salk 
shots on the West Coast. 

Dr. Edward P. Luongo, GP medical 
director, emphasizes that preventive 
medicine is the cornerstone of the 
company’s medical policy. The pro- 
gram was started early enough, he 
says, “To afford employees of all ages 
who wish to avail themselves of the 
vaccine, a maximum degree of pro- 
tection before the start of the 1957 
polio season.” * 
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Transportation 


Pipe Lines Grow as Refineries Move 


Pesvcr LINES are gaining in im- 

portance in the pipe line segment 
of oil transportation (NPN—Feb., p 
108), and there will be more products 
pipe lining in the future. 

The key to this probable upsurge 
is refinery location, according to a 
special report in the May 3 issue of 
NPN’s sister publication, Petroleum 
Week. Refineries were originally built 
close to crude sources, the report 
notes. Then there was a long trend 
to refineries located in marketing 
centers. They stressed short product- 
distribution patterns and long hauls 
for crude. 

Now says PW, there’s a tendency 
to locate new refineries near crude 
sources and rely more on product 
pipe lines to get refined oils to market. 
“Near crude sources” often means in 
coastal areas easily accessible to im- 
ported crude. 


That’s why the Puget Sound area 
in Washington is “hot”—it’s handy to 
Canadian and Far East crudes, with 
Middle East crude fairly easy, too. 
One refinery there, onstream a com- 
paratively short time, is expanding; 
three others are under construction 
and two more are planned. 

Similarly, two refineries are planned 
for Rhode Island, to operate only 
with Middle East crude. And Virginia 
and South Carolina are likely bets, 
close to Mideast crudes and even 
closer to Gulf sources than the tra- 
ditional New York harbor and Dela- 
ware river refinery sites. 

Enthusiasts for refineries close to 
crude sources say the big advantage 
is this: 

A company can fan out in any 
direction with products facilities, with- 
out needing duplicate lines for crude 
transportation. 


Gulf's New Towboat Steams Up 


GULF OIL CORP. recently christened 
its first company-owned towboat, the 
Gulf Inlander, which will ply the in- 
land waterways from Port Arthur, 
Tex., to Pittsburgh. 

The Inlander has some design fea- 
tures considered unusual by waterways 
experts. Its two turbocharged marine 
Diesel engines are rated at 1,400 hp, 
but especially designed nozzles that 
fit around the propellers are intended 
to give the boat pushing power equiv- 
alent to a 3,500 hp towboat. 

The engines are equipped with 
“Vapor Phase” cooling, a patented 
system which keeps engine tempera- 
ture at a “cool” 212 degrees Fahren- 
heit. This is intended to reduce engine 
wear, lower maintenance costs and 
produce steam. 

The steam and the high-tempera- 
ture cooling make it possible to use 
Bunker C fuel in the Inlander engines. 
Ordinarily, using the heavy fuel in a 
Diesel engine accelerates corrosion be- 
cause of its high sulphur content. It 
also makes coke cones form on the 
fuel injectors. The steam prevents 
both these things from happening. 

The steam is also used to heat the 
oil in the fuel bunkers, to preheat it 
before centrifuging, and preheat it 
again before it is injected into the 
engine. 

Marine experts say the deckhouse 
design of the Inlander is also unusual 






for towboats. It’s of all-welded steel 
construction with a steel partition at 
the forward end of the engine room. 

Officers and crew will live comfor- 
tably, too. All living quarters have 
year-round air-conditioning, there’s 
ceramic tile in the bathrooms, and 
the officers’ lounge has mahogany 
paneling. 

The name “Inlander” was suggested 
by Gulf chemist Harold J. Johnson 
in a company contest that drew 3,700 
contestants. 2 


Petroleum Week also notes that 
markets have grown big enough to 
justify large-volume pipe lines—which 
are more economic. Most products 
lines at the end of 1955 were 8 in. in 
diameter, and the largest came only 
to 18 in. But gas lines have gone 
up to 36 in. and crude pipe lines 
to 30 in. 

Now, Texas Eastern is planning to 
convert most of its “Little Inch” line 
from natural gas to products. It’s a 
20-in. line from Texas to New Jersey, 
with conversion planned up _ to 
Moundsville, W. Va. Another company 
plans a 16-in. products line from 
Moundsville to Linden, N. J. Texas 
Eastern itself wants to build a new 
14-in. spur from Seymour, Ind., to 
Chicago. 

Those are just a few examples of 
planned products lines. Emphasis on 
them is shown by preliminary figures 
from the Committee for Oil Pipe 
Lines: 1,938 mi. of product lines were 
built last year, compared with 812 
mi. of crude lines. 

There are other reasons for the 
growth of products pipe lines, PW 
points out. Chief among them is the 
fact that less refinery and terminal 
storage is needed for pipe lines than 
for periodic-trip carriers like barges, 
tank trucks, and tank cars. 

This is especially important in the 
North, where winter barge deliveries 
are blocked by ice. Extra storage 
must then be available to handle re- 
serves for peak winter demand. Shell 
built its 14-in. products line from 
Wood River to Argo, Ill., just to 
beat the winter storage problem. @ 


A Tank Car Rolls Over the Waves 


TANK. CARS go on rails, you say? 
Well, Ethyl Corp. has put one on 
the water, too. 

There’s nothing supernatural about 
it. It’s just that early this year Ethyl 
made the first tank-car shipment of 
antiknock compounds ever to go to 
a refiner overseas. 

The tank car was loaded at the 
Ethyl plant at Baton Rouge, La. Then 
it went by rail to the Port of New 
Orleans docks, where it was lifted 
by a special crane aboard a sea ferry. 
Two days later, the ship docked at 
Havana, the tank car was lifted off 
and set down on Cuban railroad 
tracks, and off it went. Destination: 
the new Shell refinery at Belot, Cuba. 
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The cranes were big ones. They 
had to be—the tank car weighed 
about 40 tons, loaded with 6,000 gal. 
of antiknock compound. 

The company says that to trans- 
port the same amount of Ethyl fluid 
in a conventional way would have 
required 107 steel drums. Therefore, 
says Ethyl, this method of shipment 
not only speeds up and simplifies 
transport operations, but also saves 
time and increases efficiency at the 
destination. 

That’s because blending-plant per- 
sonnel can unload a tank car three 
times as fast, and with much less 
effort than would be needed if the 
shipment were made in drums. # 
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Michigan Petroleum 





Associations 


What Can We Do to Help Ourselves? 


T HAT’S WHAT Michigan jobbers are 
asking these days. 

It’s a tough query. But Michigan 
Petroleum Assn. members may be 
closer to the answers as a result of 
their recent Grand Rapids convention. 

Among other topics, the jobbers dis- 
cussed ways to fight natural gas com- 
petition; the need for better industry 
public relations; and the need for 
relief in drastic price wars. 

The convention heard retiring as- 
sociation president Frank Fehsenfeld 
of Crystal Flash Petrolem Corp., 
Grand Rapids, lash out at the whole 
industry—from suppliers to jobbers— 
for continued unfavorable publicity 
in Michigan and elsewhere. Bad public 
relations, Fehsenfeld believes, stems 
from a failure to solve problems as 
they come along. Oil is on the defen- 
sive, Fehsenfeld maintains, where it 
should be on the offensive. 

Advice on how to combat natural 
gas came from William E. Allman of 
Dalton Coal and Supply Co., Gary, 
Ind. Allman told a recent jobber 
management institute at Michigan 
State University that improved burner 
service can help whip the gas compe- 
tition. But to improve service, Allman 
warns, you’ve got to reduce operating 
costs and streamline your operations. 

Forty MPA members attended the 
institute at MSU. MPA’s educational 
program also includes a_ successful 


three day basic burner service course 
offered last month at Western Michi- 
gan University. 

Possibily because of their emphasis 
on business problems, association 
members are keeping cool about pro- 
posed legislation affecting the jobber 
segment. A “little S-11 bill” before 
the Michigan legislature aroused little 
furor at the MPA convention. It died 
a quiet death a few days later in 
Lansing. 

But at the same time, Joseph Hadley 
urged passage of HR-2501, a bill be- 
fore Congress which would allow job- 
bers to make collections on federal 
gasoline taxes. 

Hadley, who is association general 
counsel as well as executive secre- 
tary, says another act, HR-426, the 
so-called “divorcement bill,” may af- 


Connecticut Petroleum 





fect the jobber segment, but needs 
further study. 

Referring to the prevalent feeling 
that Michigan jobbers are generally 
well-off, Hadley warned members that 
one section of the state is undergo- 
ing serious price wars. 

In Flint and surrounding Genesee 
County, pump prices are depressed as 
much as 8¢ or 9¢. Jobbers there are 
still reeling from the effects of the last 
price “mess” and may not be able to 
take much more pounding. 

“The time has come,” according to 
Hadley, “for suppliers to give serious 
thought, in instances such as this, to 
granting all-out protection to their re- 
spective jobbers, setting aside sliding 
scales and temporary price gimmicks. 
Otherwise, they may lose the only 
real price stabilizers in the area.” @ 


Expansion Plans Underway 


AS A GROUP, Connecticut oil 
men had little to complain about 
when they got together for Connecti- 
cut Petroleum Assn.’s one-day con- 
vention early last month. Business, 
they said, was good. And it looks 
good for the future, with the result 
that some are planning new outlets. 








EVER-TITE 


Save time in 
deliveries—and save 
wear on equipment 
—by using Ever-Tite 
Couplings. 

Ever-Tite engineering 
assures performance 
you can count on— 
and Ever-Tite 
durability reduces 
maintenance to a 
minimum. There is an 
Ever-Tite for every 
need. Ask your 
distributor now. 
EVER-TITE COUPLING CO. INC. 


254 West 54th Street 
New York 19, N. ¥. 


EVER-TITE 
Adapter and 
Coupler 


€VER-TITE 
Shank Hose 
Coupling 





But individually, a few Nutmeg 
State jobbers expressed concern over 
some marketing developments. 


Site Competition—One is the com- 
petition for new station sites. Job- 
bers don’t say majors are overbuild- 
ing but they do think some majors 
are overbidding for the sites available. 


One jobber cites this experience: 
“We figured the fair value of the 
land we wanted was $30,000. So we 
went overboard on it and offered the 
owner $50,000. But we lost out when 
a major went to $75,000. How can 
we match that kind of bidding?” 


Fair Trade—Gasoline fair trading is 
another. Jobbers feel majors could 
do a better job policing fair trade. 
But because enforcement seems to 
have fallen down—and gasoline prices 
with it—jobbers wouldn’t be surprised 
if majors gave up fair trading in the 
state at any time. 

Third-Grade Demand—Third-grade 
super premium gasoline is another de- 
velopment that some talked about. 
They don’t see any great demand for it 
as yet. But to keep up with suppliers, 
they have had to put in additional 
pumps and tanks at stations. And 
with demand slow, so is the payoff 
on their investment. 

But at the short business meeting, 
none of these came up for discussions. 
Instead, the independent marketers 
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“NEWTYPE” 
reaffirmed their opposition to S-11, | 


and told the majors that they still | 
think last January’s boost in oil prices | TANK CAR - TANK TRUCK 
was unjustified. 
They also set the record straight 
for the Roosevelt subcommittee by Gc A oo4 oO L + | | Ee) ss am 
telling them CPA, as an organization 
of independents, takes orders from 
no major company and that all policy 
decisions are made for the betterment 
of the jobber segment. z 


Louisiana Marketers 


What Taxes Mean 


LOUISIANA MARKETERS are pre- 
paring to fight an apparent attempt 
to boost gasoline taxes back to a 
one-time high of 9c per gal. 

The tax study committee of the 
Louisiana Oil Marketers Assn. is 
marshalling figures to show that both 
revenue and gallonage drop as taxes 
are increased. 

The committee, headed by Shell 
jobber Ed Amar of Hammond, says 
the state pulled in $2-million more in 
1955 with a 7¢ levy than it did in 
1952, the last year of the 9¢ tax. 

In addition, the committee says, 
Louisiana gasoline consumption was 
729 gal. per year per vehicle during 








“‘Newtype”’ is de- 
signed to assure lower 
four years of the 9¢ tax and 777 costs for gasoline un- 
gal. per year per vehicle in six years loading, from tank car 
of the 7¢ tax. or truck, by providing 


Part of the lower consumption rate, maximum service ef- 
according to the committee, can be fici : 
attributed to “border jumping” by ey ¥: &: 9 OPS 
motorists into neighboring states with handling and fast, un- 
lower tax rates. restricted flow. 
“Such border jumping and by-pass- 
ing of Louisiana’s 9¢ tax was most “Newtype” is really kinkproof, with its tightly braided, wire-reinforced 


keenly felt, of course, by marketers ye a a % 
in the border areas of the state.” carcass retaining full inside diameter even on sharp bends. The tough, 


the committee says. “But it was sub- durable brown cover, with yellow identification stripe, is highly resistant 


stantial enough to result in an overall to abrasion and weather. It is a quality hose, in every detail, with reli- 

diminishing of state sales to the tune | a ‘ 

of 50 gal. per year per vehicle. | ability demonstrated through years of service to the Petroleum Industry. 
“Such a drop today,” the committee Sizes: 1%" to 4", in maximum lengths of 50 feet. 

continues, “would mean a total busi- 


ness loss of about 50-million gal. | “if it’s GOODALL, it MUST be Good!” 


yearly for Louisiana marketers, and 
for the state, a loss of $3.5-million in Contact Our Nearest Branch for Details and Prices 
yearly revenue now collected under | 
the 7¢ rate.” 
The LOMA committee hopes its o 
factual argument will deflate some | Standard of Quality—Since 1870 fy HOSE - BELTING - FOOTWEAR - CLOTHING 
rumored attempts to reinstate the 2¢ Qs S’ AND OTHER INDUSTRIAL RUBBER PRODUCTS 
tax reduction effected two years ago. | ( OO D A LL Vubbor 
In recent months, there have been | 
Seles tonsek an Wer aa aioe: GENERAL OFFICES, MILLS and EXPORT DIVISION, TRENTON, N. J. 
line, it is said, is a prime target of Branches and Distributors Throughout the United States and in Canada 


the ‘legislators. ee 
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set gasoline pumps 


in e') easy steps 


with 
DRESSER Fittings 


Wherever new pumps are installed or old pumps are re- 
located, Dresser Gasoline Pump Fittings make the pump 
setting job faster and easier. A wrench is the only tool 
needed, and there is no pipe threading or exact pipe fitting 
necessary. A Dresser Fitting will even join a misaligned 
riser pipe to the suction stub, forming a permanently tight 
joint that absorbs vibration. For the Dresser Couplings 
and Fittings you need for this and dozens of other applica- 
tions in the petroleum marketing field, see your local 
piping supplier. 


Slide the Dresser Style 65B 
Long Coupling down over 
the riser pipe. No need to . 


disassemble the coupling. Style 65B—Long Coupling 
Just loosen the end nuts. “Ne thread” coupling for chove-ground 
piping 2” in diameter or smaller. 


Set the pump in place, posi- 
tioning the suction stub over 
the riser pipe. Perfect align- Style 65B—Female Adapter 


ment is not necessary. Joins male-threaded line with 
plain-end line. 


Slide the coupling up to join 
the suction stub and riser 
pipe, tighten the end nuts Style 65B—Male Adapter 


with a wrench, and the pump EE REP, AER 
is ready for service! plain-end line. 





Dresser Style 65 Couplings are also available in regular (short) 
lengths, 45° ells, 90° ells, and tees. 


Write for your free copy of Dresser’s Petroleum Marketing 
catalog, showing how you can benefit by using Dresser 
Couplings and Fittings. 


DRESSER. 


Dresser Manufacturing Division + Bradford, Pa. 
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What's the Outlook for 
Frame Contact Lifts? 


@ ine industry’s first comprehensive analysis of frame contact lifts and the car of to- 
morrow was published by NPN in January, 1956. That article was based on a series 
of special tests in Detroit. Results indicated that frame contact lifts could handle 
future cars with unitized bodies, so long as the lift operators were careful in position- 
ing the cars. 

Since then new developments have raised further questions about the possible 
obsolescence of frame contacts. Many NPN readers have asked us to do another com- 
prehensive report on the subject. To get the facts, NPN reporters conducted lengthy 
interviews with automotive designers and engineers in all the auto companies, the lift 
manufacturers, and with oil-company operations and engineering experts. You'll find 
the results of our study on the following pages. 


—_—_—> 
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(Story begins on page 177) 


Will the Frame Contact Hoist 


@ Most majors are betting the answer is “Yes’—19 of 26 
companies surveyed by NPN are buying frame contacts for 
most new stations. Others have their doubts 


e Lift manufacturers seem confident frame contacts will 
take future auto design changes in stride 


@ Some auto engineers are leery. They think future design 
trends spell trouble ahead for frame lifts 


@ It's a live issue for marketers because of the heavy 
expenses and vital services involved 


SOME OIL MEN BELIEVE it’s too much of a 
gamble to buy frame contact lifts. Five of the 26 
companies surveyed by NPN have stopped buying 
them. Two other companies buy several types. 

You can find some worried officials in other 
companies, but most majors are still purchasing 
frame contacts for two reasons: 

e Their dealers generally like frame contacts 
better than other kinds of lifts. 

e Lift manufacturers have persuaded them that 
frame contacts, with adapters, will do the job for 
as long as anyone can see ahead. 

Unfortunately, no one can see very far ahead. 
Even the auto engineers who are skeptical about 
the future of frame contacts can’t really be sure. 
You don’t find much open criticism of frame lifts 
in Detroit. You do find a strong undercurrent of 
doubt directed toward frame contact and free 
wheel lifts. It grows out of this automotive design 
theory: Cars are designed to rest at all times on four 
wheels. Only the drive-on hoist meets this theory, 
in Detroit’s eyes. 

No Problem Today—Frame contacts will handle 
the 1957 cars with few problems. But as NPN 
reported in January 1956 (page 112), careful 
spotting of the car and positioning of adapters is 
necessary with some models. 

The whole question came up again last fall 
when a subcommittee of American Petroleum 
Institute’s Service Station Advisory Committee 
issued a report on the subject. It said some °57 
cars could not be “adequately raised with a frame 
contact lift,’ and indirectly raised big questions 
about early obsolescence. It said the car makers 
“were opposed to the use of frame contact equip- 





By HOLGER RIDDER and FRANK C. STURTEVANT 
Automotive Editor Equipment Editor 


ment,” and preferred drive-on lifts. That report 
was based on discussions with several auto company 
representatives. 

The report was later revised to indicate that 
°57 cars could be handled on frame contacts as 
long as suitable adapters were used. 

Big Money Involved—Oil marketers have a lot 
at stake. They’ve been buying frame contacts in 
growing quantities ever since 1950. Close to 75% 
of the single-post passenger car lifts produced 
today are frame contacts. It’s estimated that over 
35,000 of them are now used in service stations. 

If the worst came, frame contacts could be 
converted to drive-ons—for about $420 each. That 
would add up to a $15-million bill for marketers. 

A new drive-on lift costs about $930—$200 
more than a frame contact. 


Design Changes Hold the Answer 


In Detroit, the auto makers are now doing some 
redesign work on the undercarriages of their cars. 
Many observers there predict major changes are 
coming. Some engineers believe these changes could 
make obsolete all but the drive-on lift. 

The engineers cite three possible changes in the 
frame that might affect the type of lifts needed by 
oil marketers. These are changes in the “X” frame, 
used for the first time this year by Cadillac; wide 
adoption of the unitized body, used by American 
Motors; and the possible use of a split rear axle, 
commonly seen in European cars. 

The “X” Frame—Pontiac and Chevrolet are 
expected to join Cadillac with an X-frame next 
year. As the name indicates, it is X-shaped. Where 
the legs of the “X” cross, there’s a tube for the 
driveshaft. This allows the body to be lower, and 
makes it easier to change the length of the frame 
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Raise the Car of Tomorrow? 


for different models in the manufacturer’s line. 

In their present form, X-frames can be handled 
on a frame contact with suitable adapters. But 
some designers see a major change ahead. They’re 
thinking about moving the transmission back to a 
point above the rear axle. With no transmission to 
support, frame members at the center of the “X” 
could be brought closer together. This would nar- 
row the spread between the lifting points on the 
front of the car. 

But that’s not all. Designers are also talking 
of a change in the upward arch of the “X” members 
in front. This would move the only accessible lifting 
points further back on the frame, and still closer 
together (see sketch below). This would just about 
produce a triangular pattern of lifting points—and 
some engineers believe the car might topple if it 
were raised by a frame contact lift. 

There are some reports that Chrysler may move 
the transmission to the rear on some 1958 models. 
But it’s unlikely there will be any widespread shift 
immediately. Even then, lift makers think they'll 
be able to preserve safe contact points for the 
frame lift through liaison work with the auto com- 
panies. 

Unitized Body—There’s some risk today in lift- 
ing these box-like, metal units (with no frame) on a 
frame contact lift. You can crumple the flanges if 
adapters are not carefully placed. And American 
Motors, the only company now using unitized 
bodies, is bothered by this: 

“We do not like frame contact lifts used on our 
cars, regardless of the kind of adapters used,” says 
a spokesman. 

The lift makers insist it’s easy to position the 
adapters and safely lift a unitized body. And they 
suggest that addition of lifting pads under the cars 
might make it even easier. This isn’t very likely 
now, however. American Motors says the pads 
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would cost 22¢ per car, plus the cost of additional 
equipment. And there’s a bigger hurdle: the change 
would upset the intricate welding process in the 
assembly plant. This doesn’t rule pads out. But 
the auto companies probably won’t volunteer to 
put them on. 

Greater use of the unitized body by other car 
makers is a real possibility. Ford Motor’s Lincoln 
and Thunderbird will have it next year. And others 
are interested. But lift makers and most majors 
are confident the frame contact lift will handle this 
body without much trouble. 

Split Rear Axle—The potential lifting hazards 
involved here are the most speculative of all those 
advanced by the auto engineers. Raising a body of 
this type by the frame would allow the wheels to 
hang free. Some engineers think the suspension 
system could be damaged in the process. 

The Reason Why—All of these possible changes 
are part of the race in Detroit to provide better 
styling, lower cars, more options, and all at lower 
cost. Lower cars are almost sure to come, Detroit 
experts believe. This means many free-wheel and 
drive-on lifts may need alterations. Lift makers 
have already issued instructions for cutting down 
the high flanges of old-style drive-ons and altering 
the saddles of early free-wheel models. 


Why They Like Frame Contacts 


Most of the 26 majors surveyed by NPN are 
going to keep buying frame contacts until they 
hear better reasons for switching. Most of them 
are inclined to accept the recommendations of 
the lift makers; few have done any research of 
their own. 

Members of the Automotive Life Institute’s liai- 
son committee say the frame contact lift is the best 
service station lift made. However, recommenda- 
tions made by various lift companies to one major 
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“‘We sure hope we can get the expected life out of them 


(Story begins on page 177) 
oil company show an even split between frame 
contacts and the drive-on. 

Most dealers like the frame contact lift better 
because it makes it easier for them to work under 
the car. It’s more convenient, marketers say, for 
lube jobs, mounting tires, wheel bearing service, 
brake adjusting and related jobs. By contrast, it’s 
impossible to change a tire while the car’s on a 
drive-on lift. 

Many marketers expect dealers to be handling 
even more light repairs in the future—and they 
want them to have more versatile equipment. 

“We have to recognize that many of our dealers 
today go in for a variety of light repair service,” 
Says one operations manager. 

Running a Risk?—Some of the majors buying 
large numbers of frame contacts say there is a 
risk of possible early obsolescence. It’s a calculated 
risk, says one operations man: “If we wanted to be 
absolutely safe, we’d standardize on the drive-on 
and put up with its inconvenience.” 

“I worry about what’s ahead,” says another, “but 
we much prefer the frame contact and don’t want 
to give it up without good cause.” 

Some of them express the hope that car designers 
“won't go too far.” 

“Unless something very drastic comes up in 
automobile design, we feel these hoists will be 
adaptable,” says a West Coast operations manager. 

“Of course, if we are double-crossed and a 
completely new design car comes out, I suppose 
we'll have to spend $300 to $400 at each station 
to alter the lifts so they will work,” adds a Midwest 
independent. 

An operations engineer believes lifts should 
last 20 years: “We sure hope we can get a substan- 
tial part of expected life out of them before the 
car makers force us to throw them out.” 

A major company report on lift selection says 
that no infallible choice can be made that will 
guarantee utility for the normal life of the equip- 
ment. Your selection, says the report, depends on 
the relative importance you place on these factors: 
accessibility, performance of service functions, ease 
of lifting and possible obsolescence. 


How Good Are Adapters? 


Marketers and the lift makers are putting a lot 
of faith in the use of adapters to help frame 
contacts handle the car of the future. One oil 
company engineer notes the extra reach they pro- 
vide and says it’s hard to see how a car can be 
designed that can’t be lifted on a frame contact. 

So far, adapters have done all right. But they 


before the car makers force us to throw them out.”’ 


haven’t had many problems to cope with. Today, 
even in busy stations, adapters don’t come off the 
shelf very often. About half the ’57 models require 
their use this year. 


The thing that bothers some marketers is 
whether station attendants will use adapters prop- 
erly as they become necessary on more models. One 
skeptic puts it this way: 

“Adapters are fine if you’ve got a dealer who 
reads the charts and positions them properly. But 
with the kind of attendant you sometimes get, he 
may not be conscientious . . . may just guess, even 
though you’ve got all the equipment and instruc- 
tions. The lift people think everybody knows as 
much about lifts as they do, and will take as 
much care as they do in their laboratories.” 

He suggests that lift manufacturers are finally 
realizing that while adapters can do the job, they 
may not always be used right. 

Most marketers think the dealer and his attend- 
ants will take the adapter situation in stride. “So 
far they seem to catch on and know how to handle 
them,” is a typical comment. 


“All the average station operator has to do is 
read the instruction book,” says another marketer. 


The Future Outlook 


The lift manufacturers can’t design new adapters 
for cars not yet in being. Since they don’t have 
access to Detroit’s secret information, they aren’t 
making any predictions about the unknown. They 
do believe frame contacts will handle everything 
they’ve heard about. 

For the unknown things to come, the lift people 
have high hopes that a lot of good will come from 
liaison work by their own institute and the API 
with the car makers. 

The API subcommittee for automotive parts and 
design met twice with auto company officials last 
year and discussed the whole field of car design 
and its effect on service functions, including the 
lift problem. In future meetings, the lift makers 
will sit in during discussions of lift problems. 
Heading the API subcommittee this year is B. L. 
Ray, vice president of Esso Standard Oil Co. 

One basic objective of these meetings is to 
create greater understanding of oil’s problems as 
a service industry. This should alleviate some of 
the problems, industry officials believe. 


No one expects that the car of the future will 
be designed to give service top priority over sales 
appeal. “But at least we have the auto engineers 
thinking about us,” says a lift man, “and these 
discussions may point the way for practical weer | 
methods for models to come.” 
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COTS 
A SAFE Investment that Pays 8% to 10% Dividends! 






































——ya80 Ue ee ara DU - aRgTEEED | If you have been hesitating about investing in aluminum 
“Taw Bigpaom vnr ate oe SA i petroleum transportation equipment because of doubt re- 

£. me 7 1 aH ty garding strength and durability—here’s your answer. 
RENE ABBE Bie: ; joo Now you can have that big 8%-10% payload “dividend” 
—- ~ made possible by aluminum’s lighter weight—with the com- 
u u 391K" plete safety of your investment assured by Columbian’s 

aa stews (eat eet S33: Sesee know-how, experience and master-craftsmanship. 
a ss oe Columbian didn’t “speculate” on early aluminum equip- 
How Aluminum Pays Big Dividends ment, despite the “high returns” that might attract buyers. 
This blueprint compares 8,340 gal. capacity Columbian It waited until every exhaustive test, in conjunction with 
aluminum “Round-Tripper” with a conventional steel leading aluminum manufacturers, had developed just the 
; tank of 7,850 gal. capacity, both mounted on the same right aluminum alloys... until Columbian itself had proved, 
*) truck and with the same equipment. With full payload with many important government contracts, that Columbian 
= Slur 40h asle sans She bode Tha tovina, in ak aluminum welding techniques could meet the most exacting 
weight is converted to payload. This “Round-Tripper” standards and inspections... and until Columbian numbered 
is designed to meet the Florida gross weight limits of among its craftsmen a fine corps of experienced aluminum 
71,115 lbs. for its size and axles. Let Columbian show specialists. 


ou what can be done in your state. r . : 
y 7 ; Now Columbian can “underwrite” your aluminum trans- 


port investment with perfect safety. Columbian engineers 
can help you plan maximum capacity semi-trailer truck 
tanks for your state...and you can cash in on every pay- 
load—an 8% to 10% dividend! 







For a SAFE INVESTMENT in Aluminum transportation it 
pays to consult Columbian. Write, giving your requirements ALUMIN STEEL 
for an engineering estimate. Endorsed by Leading Transporters 












Yes, the complete Brunner Air Com- 
pressor line makes it possible for you 
to choose a Brunner unit that’s just 
right for your requirements. 


Brunner’s famous Slow-Speed prin- 
ciple insures less wear on moving 
parts .... longer life... and constant, 





dependable compressed ‘air service. 


Ask for latest catalog describing the 
Brunner Air Compressor line. 


Brunner Manufacturing Co., Utica, N.Y. 
The Brunner Company, Gainesville, Ga. 


In Canada: Brunner Corp. (Canada) Ltd. 
Toronto, Ont. 
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Bennett submersible pumps 


. . . Come in three motor sizes, 1/3, 
Y% and 3% hp. Extractable heads are 
designed so that one man can lift the 
entire unit out of its installation 
simply by loosening four bolts. De- 
sign also permits inspection of check 
and relief valves without removing 
pumping unit. Head has one outlet 
each for discharge line and for elec- 
trical junction box connections. Op- 
tional second outlets can be provided 
for installations that require them. 
Units are readily mounted on regular 
3%-in. or 4-in. tank openings with- 
out special adapters or fittings. De- 
tailed information available from 
Bennett representatives and from 
John Wood Co. Ltd. in Toronto, Win- 
nipeg and Vancouver. 

Circle No. 1 on coupon 


LPG hose assembly 


. is shorter and lighter in weight 
than previous coupling assembly used 
on tranfer loading hoses. Unit is eight 
inches long and weighs 62 lbs. Has 
3%-in. female thread clamp-type 
coupling on one end that fits male 
thread adapter on filler valves of LPG 
tank cars, loading racks and transfer 
trucks. Anchor Coupling Co. Inc., 
Libertyville, Il. 

Circle No. 2 on coupon 


Fifth-wheel cushion 


. eliminates need for leaf springs 
on trailer fifth-wheel assemblies, on 
the front suspension of a rear trailer 
in a truck train. Integrated rubber 
doughnuts floating in a sealed oil bath 
are said to cut down on breakage and 
maintenance, and give better driver 
control with less driver fatigue. In- 
tegration of the fifth-wheel assembly 
into the axle housing results in an 
operating unit that weighs approxi- 
mately 550 lbs. A. O. Smith Corp., 
Pacific Coast Works, 5715 Smithway, 
Los Angeles, Calif. 

Circle No. 3 on coupon 


Battery analyzer 


. . . has adjustable testing prods for 
spanning main posts of vehicle batter- 
ies regardless of spread or location. 
Battery analysis is based on tempera- 
ture-compensated discharge load and 
condition is shown on calibrated 
scale meter. Secondary scale, expand- 
ed to epproximately 1%” between 
each tenth volt, allows individual cell 
analysis. King Electric Equipment 
Co., 9123 Inman Ave., Cleveland 5, 
Ohio. 

Circle No. 4 on coupon 


Dyna-Vision 


. is the name of Heyer’s new tele- 
vision-type engine analyzer. Connec- 
tions to a running engine show, by a 
series of screen patterns, the condition 
of ali key parts without removing 
them for bench tests. Includes com- 
pression test as well as test of all igni- 
tion circuits and components. Heyer 
Industries, Inc., Belleville, 9, N. J. 

Circle No. 5 on coupon 
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Follower plates 


.. . for 400 Ib. containers are claimed 
to work down flat and evenly across 
the top of the grease, keep the pumps 
primed, prevent air pockets and chan- 
neling, and cut waste and grease resi- 
due to a minimum. Available for Ale- 
mite 7700 series, Alemite “H” and 
Super “H” high pressure barrel pumps 
Oil-resistant molded-rubber grommet 
seals the vacuum under the follower 
plate, allowing the pump to form the 
necessary suction for pumping. Plate 
and grommet also seal out contamin- 
ation. Stewart-Warner Corp., 1826 
Diversey Pkwy., Chicago 14, Ill. 
Circle No. 6 on coupon 


Heavy-duty trucks 


... in the GMC 1957 line feature eight 
engines, two of them all-new V-8s. 
Gross horsepower spread, powering 
vehicles in the 22,000 through 63,000- 
Ib. BVW weight bracket, is from 150 
to 236 hp. Also new in the 1957 
line of heavy-duty: engines are three 
diesels, a four-cylinder and a Six- 
cylinder turbo-charged diesel, and a 
new six-cylinder super-economy diesel. 
A hydraulic fan is an exclusive fea- 
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NOw- service station 
fueling convenience 


for small fleets,farms, 
octatog industries. 


51” High for better visibility 
and convenient nozzle location 
Tilted Dial Face is easy 

to read 

up To 12 GPM delivered over 
10 ft. lift 

Horizontal Register indicates 
to 100 gals.—totalizes to 
100,000 gals. 

Padlock pilferage protection 
Lighted dial face available 


mage 
Calli 


@ 


ELECTRIC 
CONSUMER 
LZ, PUMP 


Fleet Jr. makes every fueling job easier, 
faster and more accurate for small fleets, 
farms, industries and estates. Engineered 
and built to the exacting requirements that 
have made Bennett service station pumps the 
standard of accuracy, dependability and low 
maintenance cost the world over. 

Tallest farm pump available today, Fleet 
Jr. “Multi-level” fueling design—new extra 
height and “Tilted” Dial Face—provide easy 
readability at any vehicle fuel tank elevation. 

Equipped with direct drive rotary pump 
and motor ¢ Adjustable compression type 
intake coupling ¢ Heavy gauge steel housing 
over welded chassis * Easily accessible for 
inspection and service. 


JOHN Woop COMPANY 
Bennett Pump Division ¢ Muskegon, Michigan 
In CANADA: JOHN Wood Company LimiTeD 
Toronto * Montreal * Winnipeg * Vancouver 


Equipment 


ture of all GMC 1957 diesels. It is 
thermostatically controlled so that it 
runs only when engine cooling is re- 
quired and does not waste horsepower 
by operating when no cooling is need- 
ed. By eliminating this power drain-off 
the new type fan is said to give 3 to 
10 more horsepower at the drive 
shaft and to increase fuel economy 
around 3%-5%. GMC Truck & Coach 
division, General Motors Corp., 660 
S. Boulevard, East, Pontiac 11, Mich. 

Circle No. 7 on coupon, page 183 


Dual LPG hose 


. Simplifies hose handling by re- 
placing separate hoses with a joined 
unit. Product has two separate lines— 
one for LPG, the other for vapor 
return—joined by neoprene-covered 
aluminum clips. Available in three 
different inside hose diameters and in 
two hose specifications, one for 350- 
psi working pressure, other for 250-psi 
working pressure. Anchor Coupling 
Co., Inc., Libertyville, Til. 

Circle No. 8 on coupon, page 183 


Correction 


Whiteway’s new Directo-Lume fluo- 
rescent flood light (above) was in- 
correctly identified as another product 
in the May equipment section. This 
new light is said to permit for the first 
time precise directional control with- 
out wasteful, disturbing back-lighting. 
Whiteway Manufacturing Co., 1736 
Dreman Ave., Cincinnati 23, Ohio. 

Circle No. 9 on coupon, page 183 





NATIONAL PETROLEUM NEWS * June, 1957 





IOWA 





TRI-STATE EQUIPMENT COMPANY 


COMPLETE SALES & SERVICE ON QUALITY 
PETROLEUM DISPENSING EQUIPMENT 
ENGINEERING AND PLANNING 
SATISFACTORY INSTALLATION 


4th Des Mel lowa Amherst 2 
| A Weeks on Eeulpmont Jobber wet ciathes 











MISSOURI 





TRI-STATE EQUIPMENT COMPANY 
COMPLETE SALES & SERVICE ON QUALITY 
PETROLEUM DISPENSING EQUIPMENT 


ENGINEERING AND PLANNING 
SATISFACTORY INSTALLATION 


519 Southwest Bivd. KANSAS CITY 6, MO. 
Bait! (3568 
Member National 01! Equipment Jobber Association 











NEW JERSEY 


SERVING THE OIL INDUSTRY 


FOR 25 YEARS 


@ OPW Valves and Fittings 

e Marlow Pumps 

e@ Blackmer Pumps 

e Erie Pumps and Equipment 
WE SERVICE THE EQUIPMENT WE SELL. 


Tens HOEVE pth 


n Blvd F 


NEW YORK 





EDWARD JOY COMPANY 
905 Canal St., Syracuse, N. Y. 
COMPLETE OIL EQUIPMENT IN STOCK 
Buckeye Valves, Tokheim Pumps, 
Hose, ECO Tireflators 
pe Dope, Air Compressors 
Ever-Tite Quick Couplings, Pipe Fittings 











OHIO 





EQUIPMENT SALES CO. 
164 E. Exchange St., Akron 4, Ohio 
Phene—Jelfereen — 


Factory Representative 
Westinghouse, 0.P.W., Lincoln 
Neptune, H Goodrich. 
o. a, 3 H and Gas 
ing Service 
SALES—PARTS ENGINEERING SERVICE 








Oil Marketing 
Equipment Jobbers 
This Is Your Market Place! 
Write today for Advertising 
NATIONAL PETROLEUM NEWS 
330 West 42nd Street 
New York 36, N. Y. 














Truck-mounted crane 


. requires only 18-in. of space be- 
hind the truck or tractor cab. Oper- 
ated by hydraulic power from a PTO- 
driven pump. Capacity: 5,000 Ibs. 
Control levers on both sides of truck 
for ground-level operation. Valve 
bank locks automatically when levers 
are released and relief valve prevents 
overloading. Anthony Co., 1750 
Baker St., Streator, Ill. 

Circle No. 10 on coupon, page 183 


Tank kit 


. for high-speed fluid pick-up or 
transfer is called Vac-U-Max. Com- 
pressed air passing through a jet ven- 
turi creates a constant high-suction 
vacuum claimed to fill a 55-gal. drum 
in 90 seconds safely. Filling stopped 
automatically by a _ siphon-actuated 
overflow valve. Vac-U-Max Sales Co., 
1 Montgomery St., Belleville 9, N. J. 

Circle No. 11 on coupon, page 183 


Rural platformer 


. is a new tank truck in which a low, 
tapered platform replaces conven- 
tional wide rear skirtings. Hose reel 
location allows for discharge on either 
side of the truck with each reel. A 
wider bumper attached at a lower 
level prevents rear end collision dam- 
age to draw-off lines. Gasoline and 
fuel oil meters are located adjacent to 
their respective reels, and each com- 
plete delivery system is color-coded as 
safety precaution. Streamlined piping 
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PENNSYLVANIA 





RUTLEDGE EQUIPMENT CO. 


334 Bivd. of Allies ers 22, Po. 


Rutledge Service Station — 
Ges eneeas ~~ tats Veloes 


ings 
Granco Pumps & Meters—Air 
Compressors 











E. O. HABHEGGER CO. 
24th & Fairmount Aves. 
PHILADELPHIA 30, PA. 


Engineering & Equipment 


BULK TERMINALS TRUCKS 
SERVICE STATIONS 


Member NAOEJ 








VIRGINIA 


For every size consumer- 
commercial account. 
PUMP & TANK CO., INC. 
3110 North Boulevard 
Richmond 20, Va. 


WEST VIRGINIA 





SMITH METERS 
H. H. TRUITT 


1403 8th Ave. 
Huntington 1. W. Va. 


Westinghouse Air Compressors 
Service Station or Bulk Plant Equip. 














closes for advertising 
the first of each month 
for the next month's issue. 
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Equipment 


and connections permit 40- to 50- 
gpm delivery rates in normal opera- 
tion, Farrell Manufacturing Co., 804 
Cass St., Joliet, Ill. 

Circle No. 12:on coupon, page 183 


Bond to concrete 

. is provided by an alloy of mi- 
cronized steel and epoxy resin in 
putty-like form, sold in tube contain- 
ers under the trade name of “Steel- 
patch.” Claimed to form a secure 
bond for fastening metal, wood, in- 


1) 


.-. and SAVE valuable loading and calieiline time 


If you are transporting a liquid or semi-solid, you will save 
valuable time and money when you load and unload with a 
POSITIVE Viking truck pump. 

Powered from the truck, through power take-off from the 
transmission, the Viking positive pump keeps the truckload 
on the move—not standing idle with slow gravity filling 


and emptying. 


Equipped with integral Viking relief valve, the discharge 
line may be shut off without stopping pump. 


Available in 35, 50, 90, 200 and 300 GPM sizes. Ask today 


for Catalog Gr and $P377r. 


VIKING PUMP COMPANY 
In Canada, it's "ROTO-KING” pumps 


Offices and Distributors in Principal Cities 
See Your Classified Telephone Directory 


Cedar Falls, lowa, U.S.A. 


sulation and many other materials to 
concrete. Said to be unaffected by 
heat, moisture and most chemicals. 
Can also be used to repair metal parts, 
to fill castings, repair cracked engine 
blocks, rusted-out mufflers and pipe 
leaks. The Lockray Co., Plastic Di- 
vision, Southampton, N. Y. 

Circle No. 13 on coupon, page 183 


Tank gauge 


. .. eliminates vapor loss because tank 


remains sealed at all times. Float in- 


WITH VIKING TRUCK PUMPS 





side tank assures positive gauging on 
calibrated tape, easily read through 
ground-level window. Has no mechan- 
ical seals to wear or impair accuracy. 
Reel assembly is  spring-actuated, 
eliminating tape slack. For both hori- 
ZOutai au ve.tical tanks. £. F. Gauge 
Co., 3717 Inglewood Ace., S., Minne- 
apolis 16, Minn. 

Circle No. 14 on coupon, page 183 


Universal outlet fittings 


. are said to provide easy-to-install 
branch outlet connections for tanks, 
pipelines and pressure vessels. Known 
as W-S Couplets, the line of fittings 
is available in “%4-in. through 2-in. 
with screw-end or socket-welding con- 
nections. Also can be obtained in 90 
deg. elbows. Obtainable in forged car- 
bon steel (ASTM A-105, Grade 2), 
3,000 Ib. W.O.G. class screw-end 
type, and schedule 40-80 socket-weld- 
ing type. Welding end may be com- 
toured where needed without dam- 
aging strength, weld or threads. W-S 
Fittings division, H. K. Porter Co., 
Inc.. P. O. Box 95, Roselle, N. J. 

Circle No. 15 on coupon, page 183 


Tailgate loader 


. .. is said to be easily bolted in place. 
Needs only six holes drilled in truck 
body. The 175-lb. unit avoids rear-end 
over-balance. Manufacturer claims 
nine turns of crank raises 600 Ib. load 
to bed-level in 15 seconds. Automatic 
brake holds load at any level. Midwest 
Body and Manufacturing division, 
Electrographic Corp., Paris, Ill. 

Circle No. 16 on coupon, page 183 


Truck lamps 


. . « designed specially for stop, tail 
and license light requirements, meet or 
exceed SAE recommendations as well 
as ICC and state specifications. These 
new Warren Snap Seal lamps, desig- 
nated as models B-SOL and B-70L, 
have one-piece, shatter-resistant plas- 
tic lenses. Manufacturer claims they 
offer more lighting surface than or- 
dinary stop and tail lamps. Betts Ma- 
chine Co., Warren, Pa. 

Circle No. 17 on coupon, page 183 
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Bearing torque wrench 


. .. is specially calibrated for safe tor- 
que adjustment of automotive wheel 
bearings. Manufacturer says R-50 
wrench is guaranteed 100% accurate 
and recommended for other low cali- 
bration applications such as transport 
wheel bearings, spark plugs, fuel in- 
jectors, oil filters and automatic trans- 
missions. Micro-Nut Co., 937 S. Santa 
Fe Ave., Los Angeles 21, Calif. 


Circle No. 18 on coupon, page 183 


Vapor vent 


. . . for underground petroleum stor- 
age tanks directs escaping vapors 
upward, and is claimed to eliminate 
the hazard of combustible vapors ac- 
cumulating at ground-level. High- 
capacity, unrestricted venting area 
allows vapors to rise and disperse 
quickly. Said to allow free tank 
breathing, permitting faster, safer 
operation of “tight-fill” delivery. Alu- 
minum body is easily removed for in- 
spection and cleaning; cover traps and 
drains moisture; three drain spouts 
extend well over body of vent; 40- 
mesh brass screen keeps dirt, conden- 
sate and foreign material out of vent 
pipe; two accessible brass screws se- 
curely attach vent to either plain or 
threaded pipe; sizes: 142-in. and 2- 
in. OPW Corp., 2735 Colerain Ave., 
Cincinnati 25, Ohio. 


Circle No. 19 on coupon, page 183 


Grip wrench 


. -. is specially designed for removing 
the new Wix “Spin-On” disposable oil 
filters. The new filters can be installed 
by hand but, if over-tightened or “fro- 
zen” in place, may resist easy hand 
removal. Tool also permits immediate 
removal without waiting for the filter 
or engine to cool. Has patented non- 
slip rubber lining and is adjustable for 
all 3- to 4%-in. diameter filters. Wix 
Corp., Gastonia, N. C. 


Circle No. 20 on coupon, page 183 


Bumper jack 


. . . is designed for service stations that 
need a jack rugged enough for service 
work, yet portable and light enough 
for low cost resale. The Model J-6 is 
a 1%-ton bipod with a 4%-in. lift- 
ing hook, curved at the end. Reaches 
to a low of 3%-in. and goes to a 
height of 30% -in. Safety latch on rear 
leg prevents creeping. Folds into com- 
pact unit when not in use. Blackhawk 
Manufacturing Co., 5325 W. Rogers 
St., Milwaukee 46, Wisc. 


Circle No. 21 on coupon, page 183 


New Oil Heat Equipment .. . 





Emergency valve lever also operates vent 


Large (4”) diameter permits fast venting 


Faster Product Unloading For Tanks 


without danger of forming 
vacuum that can suck in sides of tank 
and better venting for bottom-loading 
jobs are claims made for new mechan- 
ically operated vent linked to open- 
ing and closing of emergency valve. 
Spring-loaded vent is 4 in. in diam- 
eter, four times that of conventional 
vents which can become clogged with 


Signal unit 


. . . for straddling fuel oil delivery 
hose has a battery-operated flashing 
light said to be visible in darkness up 
to 500 ft. Welded terminals and leads 
eliminate danger of spark or arc in 
hazardous areas. Has baked enamel 
all-metal body in red and white, or 
trade mark colors and design at extra 
cost. Belltron Manufacturing Co., 322 
Hoover Ave., Bloomfield, N. J. 


Circle No. 23 on coupon, page 183 


Radio squelcher 


... that repels unwanted _radio signals 
has been added to Dyna-Com line of 
mobile communications equipment. 
Unit can be plugged in to mobile set 
or base station without modification. 
Bendix Radio division, Bendix Avia- 
tion Corp., Baltimore, Md. 

Circle No. 24 on coupon, page 183 


June, 1957 + NATIONAL PETROLEUM NEWS 


product to slow down unloading or 
build up pressure while loading. When 
used on bottom-loaded trucks, bigger 
vent will keep drivers from catwalks 
because there’s no need to open man- 
holes to relieve pressure. Wheaton 
Brass Works, Union, N. J. 


Circle No. 22 on coupon, page 183 


Ad ideas 


. and materials to help heating oil 
distributors to get ready for the season 
ahead are now available. 

Portfolio is full of how-to tips on 
selling new and modernized units 
making coal conversions, getting new 
accounts, building up budget plans and 
service contracts, combatting gas heat 
competition plus tested business-build- 
ing letters. Coastal Oil Co., Newark, 
N. J. 


Circle No. 25 on coupon, page 183 


Photo cell 


. . - for small commercial oil burners 
(where face-plate temperatures do not 
exceed 200° F.) is now on market. 
When used with electronic protecto- 
relay, unit makes ideal control com- 
bination for pressure-atomizing burn- 
ers above 7-gph capacity. External 
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NEW H-R ALLPUMP HOSE 
HANDLES EASIER, 
ey ts oe Be). ed = | 


This new Hewitt-Robins gasoline pump hose is more flexible, more 
durable, and more economical than any hose of its kind! Maltese 
Cross Allpump® Hose, with the exclusive “‘cushioned wire spring”’ 
principle, provides unequalled flexibility plus high carcass strength. 
It is impervious to all gasolines and weather conditions, and re- 
sistant to the twisting, kinking, and abrasion of gas pump service. 

When subjected to Underwriters Laboratory physical and chem- 
ical tests, Maltese Cross Allpump Hose far surpassed every UL 
requirement. It is available with all standard couplings for all 
makes of pumps. There is no price premium. Each length carries a 
three-year guarantee. To find out how H-R products and services 
can help you, consult your classified telephone directory for the 
nearest H-R representative, or contact Hewitt-Robins, Stamford, 
Connecticut. 


CONVEYOR BELTING AND IDLERS...POWER TRANSMISSION DRIVES 
INDUSTRIAL HOSE... VIBRATING CONVEYORS, SCREENS & SHAKEOUTS 








Equipment 


mounting next to blast tube or other 
convenient place is said to prolong life 
of photocell. Can be cleaned without 
shutting down burner. Minneapolis- 
Honeywell Regulator Co., Minne- 
apolis, Minn. 

Circle No. 26 on coupon, page 183 


FM receiver 


. . . for burner service cars and oil 
delivery trucks using paging systems 
has been introduced. Unit operates on 
30-50 megacycle band and is avail- 
able for 6- and 12-volt electrical sys- 
tems. Squelch circuit quiets receiver 
between calls. Uses drawer-type con- 
struction for easy access. Seeley Elec- 
tronics, 1060 S. La Brea Ave., Los 
Angeles 19, Calif. 


Circle No. 27 on coupon, page 183 


Literature .. . 





Bulk storage tank 


. .. equipment is covered in Wheaton’s 
new catalog No. 66. Descriptive data 
sheets, in a loose-leaf binder, give 
specifications and illustrate design de- 
tails on drain valves, automatic tank 
gauges, level indicators, gauge hatches, 
automatic tank hatches and related 
equipment for petroleum storage 
tanks. Practically all annoted drawings 
are full-age size, to show construction 


| and operating details. Wheaton Brass 


Works, Union, N. J. 
Circle No. 28 on coupon, page 183 


Fleet safety manual 


. . . tells how to inaugurate and ad- 
minister a fleet safety program. En- 
titled “A Control Program for Motor 
Vehicle Fleets,” it covers driver hiring 
and training; locating operational 
problems; accident studies; operations 
studies; and developing corrective ac- 
tions. Intended for use as a handbook 
in fleet supervisor courses conducted 
by schools in cooperation with the Na- 
tional Committee for Motor Vehicle 
Fleet Supervisor Training. Those in- 


(Continued on page 191) 
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VITAL MEMBERS OF THE GROUND CREW 


The Rockwell-Nordstrom valves shown 
above have a vital job at one of the 
nation’s largest and most modern air- 
ports. They control aviation fuel and 
lubricants that flow directly from an 
adjacent tank farm to fueling pits right 
on the field. 

Here’s why Rockwell-Nordstrom 
valves were specified throughout this 


unique fueling system. Only Rockwell- 
Nordstrom valves assure the positive 
shut-off so vital to safety and preven- 
tion of products contamination. And, 
because they close with a smooth, easy 


ROCKWELL-= Nordstrom VALVES 


Lubricant Sealed For Positive Shut-Off 


quarter-turn, flow control is fast and 
foolproof. Additional benefits: compact 
design allows tighter manifolding and 
lubrication eliminates metal-to-metal 
wear for longest valve life at lowest cost. 

Rockwell-Nordstrom lubricated plug 
valves are available in a full range of 
sizes and types for every petroleum 
marketing need. And, they cost no more 
to buy—often less—than ordinary 
valves. Write for complete details or 
see your nearest supplier. Rockwell 
Manufacturing Co., Pittsburgh 8, Pa. 
Canadian Valve Licensee: Peacock Brothers Limited 


© 





Let our years 


of experience in the 





design and fabrication of 
these tanks help in your planning 
of meter calibrating tank 


installations. 


Built to API code 1101 
(tentative) and API-ASME 
codes. Corrosion resistant interior 
coatings available. Write for 


complete information. 








WARNER 
LEWIS 
Company 


OKLAHOMA 







DIVISION OF FRAM CORPORATION 


Representatives in all major cities BOX 
In Canada: FRAM CANADA LTD., Stratford, Ontario 
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(Continued from page 188) 
terested in getting complimentary 
copies for use in approved courses 
should write to the Accident Preven- 
tion Department, Association of Cas- 
ualty and Surety Companies, 60 John 
St., New York 38, N. Y. 

Circle No. 29 on coupon, page 183 


Air brake catalog 


. . . describes the advantages of Wag- 
ner straight-air and air-over-hydraulic 
brake systems for trucks, tractors and 
trailers. Complete diagrams of trac- 
tor and trailer air brake installations 
are included along with illustrations 
of components. Ask for No. KU-201B 
catalog. Wagner Electric Corp., 6400 
Plymouth Ave., St. Louis 14, Mo. 
Circle No. 30 on coupon, page 183 


Coupling bulletin 


. covers the new quick-connect, 
quick-disconnect “HK” couplings, 





said to be the first using Teflon seals | 


throughout. Handles acids, alkalies 
and high pressure steam, and func- 


tions between minus 100° F. and plus | 
500° F. Bulletin #270. Snap-Tite, | 


Inc., Union City, Pa. 


Circle No. 31 on coupon, page 183 | 


Non-slip spray 


. treatment for containers is dis- | 
cussed in a new reference file, covering | 
Paisley Non-slip Container Coating | 
No. 1715. Coating is said to permit | 
stacking of smooth top containers for 


in-plant handling or 
shipment without danger of toppling 


over-the-road | 


from pallet, conveyor or truck. In- | 
cludes an analysis of techniques used | 


by a large motor oil producer. Paisley 


Products, Inc., 630 W. SIst St., New | 


York, N. Y. 
Circle No. 32 on coupon, page 183 


Flash bulletin forms 


. consisting of 4-color letterheads 


with cartoon illustrations are shown | 


in a new catalog. Designed for mes- | 


sages to salesmen, dealers, department 


heads, stockholders. National Creative | 


Sales, Inc. 18 E. 48th St., N. Y. C. 
Circle No. 33 on coupon, page 183 


Fire detectors 


. . . Said to actuate at a selected pro- 
tection level regardless of rate of tem- 


perature rise, are described in a new | 


illustrated brochure MC-107B. Detec- 
tor can be wired to actuate alarm and/ 
or extinguishing systems or other pro- 
tective mechanisms. Fenwal, Inc., 
Ashland, Mass. 

Circle No. 34 on coupon, page 183 





Oil storage tanks 


. of welded steel in standard sizes 
are described in newly revised bro- 
chure. Discusses types of roofs, weld- 
ing, testing, maintenance, and gives 
lists of accessories furnished with each 
standard flat-bottom tank. Two tables 
give dimensions of standard sizes 
from 500 to 268,000 bbl., designed in 
accordance with API specifications. 
Chicago Bridge & Iron Co., 332 S. 
Michigan Ave., Chicago 4, Ill. 

Circle No. 35 on coupon, page 183 


Depth Gauges 


. . . Operating on the hydrostatic prin- 
ciple for reading contents of storage 
tanks from ground level, are described 
in a bulletin which also gives operating 
principles and a selection of gauge ac- 
cessories. Bulletin 6004. Liquidepth 
Indicators, Inc., 43-22 10th St., Long 
Island City 1. N. Y. 

Circle No. 36 on coupon, page 183 


(Continued on page 192) 


FOR TRUCKS and BULK PLANTS” 


RADIAL THRUST SEARING 


MECHANICAL SEAL 
PREVENTS LEAKAGE 


“o” RING SEALS 


as / 


RELIEF 
VALVE 


GRAPHITE 
BUSHING 


WAYNE ROTARY PUMPS 


Built to take the worst... give the best in service. Exclusive 
Wayne rolling gear tooth design, with higher voiumetric 
efficiency, assures greater capacity, higher speeds and more 


GREATER 
CAPACITY 


compact size. Only two moving parts provide longer life 
and quieter operation. Radial thrust bearings and rigid 
base prevent distortion or misalignment. Special bearing 


seals keep out dirt. 


QUIET 
OPERATION 


LONGER LIFE 





THE WAYNE PUMP COMPANY, Salisbury, 
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Let Wayne Rotary Pumps, with capacities from 35 to 300 
GPM, be your assurance of trouble-free pumping 
on your trucks or at your bulk plants. Write for 

application handbook. 
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..- that...have...increased...sales! 


Above are a few of the packaging and merchandising ideas that have 
helped leading TBA marketers increase sales. The Jdeas are the resv’ a. 
of Thermoid’s specialized marketing and merchandising experience. 
The Products are ‘“‘naturals’ for TBA. Thermoid top-quality Fan Belts 
and Hose are easily installed, functional, expendable and profitable! 


We would like to show you how we can help you increase your sales 








Thermoid Company ... Special Sales Division, Trenton, N. J. 
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Equipment 


New lubricants 


. and lubricant selection data are 
detailed in a revised 12-page version 
of “Lubricants for Rockwell-Nord- 
strom Valves” (V-220, Rev.1). Meter 
and Valve division, Rockwell Manu- 
facturing Co., 400 N. Lexington Ave., 
Pittsburgh 8, Pa. 

Circle No. 37 on coupon, page 183 


Emergency lighting 


. equipment catalogue for 1957 is 
now ready for distribution. Electric 
Cord Co., 195 William St., New York 
38, N.Y. 

Circle No. 38 on coupon, page 183 


Compressor lubricant 


... is reported to be fire-and explosion- 
resistant. Physical properties of the 
fluid and instructions for the conver- 
sion of air compressors to its use are 
covered in Technical Bulletin No. 
O-133. Monsanto Chemical Co., Or- 
ganic Chemicals division, 800 No. 
12th Blvd., St. Louis 1, Mo. 

Circle No. 39 on coupon, page 183 


Manufacturers .. . 





S. K. Makemson, vice president and 
general sales manager, Bennett Pump 
division, John Wood Co., now has a 
traveling display with him when he 
makes his rounds. Feature of the dis- 
play is shadow box to demonstrate the 
difference between the fluorescent 
lighting in Bennett’s new line of pumps 
and the incandescent lighting used in 
the past. Shown in the picture left to 
right are: R. R. Reynolds, manager of 
Sinclair Refining Company’s construc- 
tion and maintenance department; D. 
L. Dawson, assistant to Reynolds; 
Roy Bellinghausen, superintendent of 
Sinclair’s Philadelphia plant; and 
Makemson, holding a _ fluorescent 
tube used to light the pump. 
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'Teo)'am Aeltim ito)’, 


THIS FACT-PACKED BOOK 


HOW TO 
SOLVE 
PUMPING 
PROBLEMS 


GEO D ROPER CORPORATION 


32 Pages of Ready Reference Including: 


@ Factors on Pumping Problems 
@ Sample Problems Figured for Guidance 
@ Technical Data ... Piping Charts 


@ Conversion Tables , . .Viscosity Tables 


Plus other information that is helpful to you 


SEND FOR YOUR PERSONAL COPY TODAY! 


ROPER 
Rola ty Fiummyps 


GEO. D. ROPER CORPORATION 
476 Blackhawk Park Avenue 
Rockford, Illinois 









Equipment 






A new training idea for pump dis- 
tributors which is more than just an 
ordinary service school has _ been 
launched by the A. Y. McDonald 
Manufacturing Co., 12th and Pine Sts., 
Dubuque, Iowa. It is a series of four- 
day seminars for practical service per- 
sonnel, intended to qualify them as 
experts in pump application, installa- 
tion and service. 

Five main topics are emphasized: 
basic pump principles; pump selec- 
tion; proper installation; pump serv- 













































































































































































High Intensity 
Fluorescent 
Floodlights 


























































































































ice; service department management. 
A $25 charge covers manuals, in- 
struction books, luncheons and a ban- 
quet on the final evening. Transporta- 
tion and hotel expenses are borne by 
the distributor. Classes are limited to 
small groups and applications are now 
being taken. 
ez 

Four firms have been signed up as 
distributors for Purolator bulk filters, 
according to Francis D. Skelly, di- 
rector of bulk & industrial sales for 


Ot ©) | I ad Of © 
Gas Atodigow Lighting 


Engineered for DEPENDABILITY 


Known for QUALITY 








Compco “'T” Lights 


se Service Station Lighting Equipment 


All Weather Horizontal “T” Lights 

e High Intensity Fluorescent Flood Lights 

e Auxiliary Fluorescent and Incandescent Lights 
for Outdoor and Indoor Application 
Facade Lighting 


COMPCO CORPORATION 


2251 West St. Paul Avenue — Chicago 47, Illinois U.S. A. 
Manvtacturers of Fine Lighting Equipment for Over 25 Years 
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Purolator Products, 
N. J. 

Lufkin Engineering Equipment Co., 
Boston, will cover Massachusetts, Ver. 
mont, Rhode Island and four New 
Hampshire counties. Gould Equip- 
ment Co., Portland, Me., will repre- 
sent Purolator i in Maine and the coun- 
ties of Coos, Carrol and Stratford in 
New Hampshire. Fargo Foundry Co., 
Fargo, N. D., will handle the line in 
North Dakota, 21 counties of S. Da- 
kota, and 21 northern Minnesota 
counties. Ezell Equipment Co., At- 
lanta, Ga., will cover Georgia. 

= 

Hammond Iron Works has two new 
representatives in the New England 
territory. The entire state of Connecti- 
cut will be covered by E. F. Trombley, 
of Bridgeport. Gribbons Oil Equip- 
ment Co., S. Weymouth, Mass., will 
represent Hammond in Rhode Island 
and eastern Massachusetts. 

Hammond produces its patented 
Diaflote, Dialift and Tubeseal oil con- 
servation storage tanks at plants in 
Warren, Pa., Bristol, Pa., Birming- 
ham, Ala., Provo, Utah, and Casper, 
Wyo. 


Inc., Rahway, 


7° 

Parks Truck & Equipment Co., dis- 
tributor for White and Autocar trucks 
in the Knoxville, Tenn., area has 
moved to larger quarters at 313-25 
Depot Ave., N. E. Service facilities 
for all makes of trucks have been 
doubled, and the parts department 
has been enlarged. Night repair service 
is available to help owners keep their 
trucks in regular service. G. R. Parks 
is owner-manager of the firm. 

2 

The advertising campaign used by 
Gilbert & Barker Manufacturing Co., 
West Springfield, Mass., to introduce 
the new Gilbarco Salesmaker line of 
gasoline pumps received a First Award 
in a competition sponsored by Asso- 
ciated Business Publications. In the 
classification for equipment and prod- 
ucts not for resale, the G. & B. cam- 
paign was picked by the judges be- 
cause of its “unique, attention-getting 
layout, and its strong message, clearly 
and concisely presented.” 


Personnel . 





Harry G. Smith has been placed in 
charge of a newly formed meter and 
service station pump division of the 
A. O. Smith Corp., Los Angeles. He 
has most recently been executive vice 
president of the Ohio Injector Co., 
Wadsworth, Ohio, but had previously 
served 13 years with Smith Meter in 
various engineering and sales capac- 
ities. 


Gottwald Johnson 


Herman Gottwald has been made an 
assistant vice president and product 
manager in charge of valve sales for 
Rockwell Manufacturing Co. He was 
formerly Eastern regional sales man- 
ager. He started in the valve business 
in 1928 as Buffalo sales manager for 
the Merco-Nordstrom Valve Co., later 
merged with Rockwell. 

Robert A. Johnson, New York dis- 
trict sales manager since April, 1954, 
succeeds Gottwald as Eastern regional 
sales manager. 


Walther H. 
Feldman has been 
elected president 
of the Worthing- 
ton Corp., Harri- 
son, N. J., suc- 
ceeding Edwin J. 
Schwanhausser, 
who becomes 
vice-chairman. 
Feldman was first 
associated with 
Worthington in 
1944 as president and general man- 
ager of Electric Machinery Manufac- 
turing Co., which became a part of 
Worthington. He was elected vice 
president in charge of sales in 1950, 
and executive vice president in 1955. 


Feldman 


MacDonnell 


J. Alan MacDonnell has been elected 
a vice president of Gilbert & Barker 
Manufacturing Co., West Springfield, 
Mass. He also becomes a member of 
the board of directors. His former 
position, that of general sales man- 
ager, is now filled by Lawrence Mar- 
chese, who has been assistant general 
sales manager for the past four years. 

MacDonnell has been with Gilbarco 


23 years, covering field sales territories 
until 1947 when he became oil heat 
sales manager. 

Marchese joined Gilbarco in 1936 
as a retail oil burner salesman. He 
headed the oil heat division in 1946, 
and two years later became manager 
of service station equipment sales. 

a 

William J. Reddington is now St. 
Louis district sales manager for the 
mechanical division of United States 
Rubber Co. He succeeds Hugh Reyn- 
olds who retired after 30 years with 


the company. Reddington will cover 
Missouri, Arkansas, and parts of Ilh- 
nois, Indiana, Kentucky, Mississippi 
and Tennessee. 

. 

Roy Lippincott is now manager of 
oil industry sales for the Electric Hose 
& Rubber Co., Wilmington, Del. He 
was formerly sales manager for Ro- 
tary Lift Co., Memphis, Tenn. 

- 


John D. MacGuffin has been named 
sales manager of the Briggs Filtration 
Co., Washington, D. C., a Bowser sub- 








BLACKMER PUMPS used at NEW YORK HELIPORT 











Blackmer GX3 pump units are the heart of the system that fuels helicopters at 
the Port of New York Authority's first commercial heliport. This close-coupled, 
helical gear driven pump wili handle 250 GPM of aviation gasoline when 
operating at 640 rpm. 

This Blackmer unit was chosen because of its high safety factor, favorable 
positive displacement and easy maintenance. 


THE GX3 UNIT FEATURES: 


© Blackmer sliding vane design which 
provides for an automatic 
“self-adjustment for wear” 


® Heavy-duty sealed type anti- 
friction bearings. 


® Unusually high mechanical efficiency 








® Cartridge type mechanical shaft seals 4 
” 





\ 
\ 
ee LAC Wik 


INDUSTRIAL, HAND AND TRUCK PUMPS, STRAINERS, PRESSURE CONTROL VALVES 


BLACKMER PUMP COMPANY, GRAND RAPIDS 9, MICHIGAN 
DIVISION SALES OFFICES 
NEW YORK « ATLANTA « CHICAGO « GRAND RAPIDS « DALLAS « WASHINGTON « SAN FRANCISCO 
See Yellow pages for your local sales representative 
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Equipment 


sidiary. He succeeds H. K. Wood- 
ward who becomes adminstrator for 
Bowser’s eastern region, with head- 
quarters in New York. MacGuffin 
joined Briggs in Chicago in 1947 as 
industrial oil marketing and filtration 
salesman, and has been a district 
manager and a regional sales manager. 


J. E. Williams is now district man- 
ager at Boston for the Tokheim Corp., 
succeeding the late Wilbur E. Weese. 
Williams will also continue tempo- 
rarily as district manager of the Syra- 
cuse, N. Y., office, a post he has held 
for the past six years. 


Gosselin Swanson 


E. N. Gosselin has been elected 
chairman of the board and J. E. Swan- 
son, president, of Graver Tank & 
Manufacturing Co., Inc., East Chi- 


“a 


FIG. 148 


Vapor Losses Are Costly 


They can be greatly reduced 
by the installation of the cor- 
rect Morrison Conservation 
Vent. 


Available in spring loaded, 
weighted and oil seal type. 


Write for further details. 


MORRISON BROS. COM PANY 
O1L EQUIPMENT HEADQUARTERS 


DUB Ub OQ U é, 


1|OWA 





cago, Ind. Gosselin has been president 
since 1930. Swanson, who started as 
a foreman in the East Chicago plant, 
has been executive vice president since 
1948, 

& 

August Schramm, president of 
Renick & Mahoney, Inc., oil equip- 
ment distributor of New York City, 
was honored recently with testimonial 
dinner on the anniversary of his 30 
years with the firm. He was presented 
with a set of golf clubs, and Mrs. 
Schramm received a gold charm. 

Johannes Kuhland, senior sales- 
man, was presented with a watch in 
recognition of his 25 years of service. 

e 
Louis F, Niezer 
has been elected 
president and vice 
chairman of the 
board of the Tok- 
heim Corp., suc- 
ceeding E. S. Hig- 
ginbotham, who 
will remain as 
chairman of the 
board. Other of- 
ficers re-elected at 
the same time in- 
clude David Cunningham, vice presi- 
dent and secretary, industrial and pub- 
lic relations: James M. Huguenard, 
vice president and general sales man- 
ager; Harold J. Mammoser, vice presi- 
dent and treasurer; and George W. 
Wright, vice president, manufacturing 

and engineering. 

e 
Charles H. 

Godschall has 

joined Wayne 

Pump Co. as vice 

president in 

charge of plan- 
ning and produc- 
tion. For the past 

18 years he has 

been works man- 

ager for a Phila- 
delphia_ electron- 
ics and refrigera- 
tion manufacturer. In addition, he has 
acted as consultant for the Chief Bu- 
reau of Ordnance For Research and 
Development for the Navy. He is one 
of five civilians ever to receive the 
Navy’s Distinguished Service Award. 
& 

Walter J. Beyer, former chief engi- 
neer at Perfex Corp., Milwaukee, Wis., 
has been promoted to a new post of 
manager of engineering. Robert G. 
Jensen was picked to fill Beyer’s for- 
mer post. Both promotions, Perfex 
says, are in line with its plan to ex- 
pand over-all engineering, research and 
development facilities of the company. 


Godschall 
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Laboratory-controlled cooling systems test antifreeze under simulated driving conditions. 


Dow reports on your company’s brand of antifreeze 


A good antifreeze formulation has to stand up under temper- 
atures ranging from 60° below to 240° above. That’s one 
reason your company spends literally thousands of hours 
testing, testing, testing—often under actual winter driving 
conditions. 

To make doubly sure, your company also has its antifreeze 
tested by outside research laboratories. In the simulated 
engine run shown above, antifreeze is circulated for 1,000 
hours, and then Dow technicians measure the corrosive 


effects on different types of metals used in radiators. 
After the results of this test and many others are fully 
analyzed, your company’s antifreeze is finally ready for 
marketing. Both you and your customers can depend on its 
high quality, just as you depend on the other products in 
your company’s line. 

It’s good business to sell one family of fine products, all 
backed by your company’s name. Order your company’s 
brand of antifreeze now. 


THE DOW CHEMICAL COMPANY, MIDLAND, MICHIGAN 





REMOVES 100% 
WATER & DIRT 
FROM LIGHT FUELS 


Here is unexcelled filter-separator performance. A special 
Bowser-developed coalescing action completely removes 
100% of entrained water from jet fuels, fuel oils, kerosene, 
gasoline and solvents. All traceable solid matter is re- 
moved through a highly efficient Bowser filtering process. 
In addition to this perfect performance, the Figure 842 
produces the “lowest cost per gallon” by utilizing fewer 
filter elements that last almost indefinitely. Installation 
costs are extremely low with only three connections to 
field or plant piping. Valuable floor space is saved as 
vertical design requires only 19.25 square feet for largest 
size model. 


FULLY APPROVED 


Tested, and meets applicable full 
flow performance requirements of 
MIL-S-254A as modified and MIL- 
F-8508 specifications. 


7 Sy 
i um 


the inside story of Bowser superiority 

The filter elements contained in the Figure 842 employ a coalescing 
action principle involving the use of predensified Fiberglas and cloth to 
strip all water from the liquid. This dual action combines to produce a 
finely polished, completely dry product. 

A completely automatic water ejecting device prevents any water from 
entering the discharge line to provide full CONTROL of the processed fuel. 
Bowser superior design enables easy inspection or replacement of cartridges. 
Top lifts and swings aside by means of davit lift-lever. 


Bs avarlayaralatalse 


Wii 


See perfect filter-separator performance “in 
action.” Write for location of nearest Bowser 
installation. “Facts” folder complete with diagram 
and detailed specifications available on request. 


| 
| 


MUTI TI IIT art 
syayvayaya 
BARS RPGS 


REGIONAL OFFICES: ATLANTA * BOSTON * CHICAGO * CLEVELAND 
DALLAS * KANSAS CITY * LOS ANGELES * NEW YORK 


% BOWSER, INC., 1301 E. Creighton Ave., Fort Wayne, Indiana 








THESE MIEN read nen. 


They read it for NEWS OF OIL MARKETING. 


It's the OIL MARKETING PUBLICATION they all read. 


Are you SURE they're getting 


your sales story . . . regularly? 





W. J. Fuchs, Merchandising Mgr. J. P. Gwaltney Myles F. Hall, Pres. 
Deep Rock Oi! Company Gwaltney Oi! Company Como Oi! Company 
Oklahoma City, Oklahoma Durham, North Carolina Duluth, Minnesota 


M. S. Pease, W. M. Sopher, Supervisor Willard W. Wright, — 
Asst. Divisional Marketing Mgr. Union Oi! Company of California VP in Charge of Marketing 
Tide Water Asociated Oil Company Los Angeles, California Sun Oil Company 
San Francisco, California Philadelphia, Pennsylvania 


Nat ional | You Can’t Cover The 
Petroleum Oil Marketing Market 


Niews without NPN! 


the McGraw-Hill Magazine of OIL MARKETING 
@) Established 1909. Published monthly 
NPN Factbook published as a 13th issue in May 





* Six of the more than 17,000 NPN readers whose combined purchases of 
petroleum and TBA products total over $10,000,000,000 a year. 
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Gulf Prices Dip — but Who Knows Why? 


And Caribbean prices are dippier. Texas Petroleum’s low 
MPSA bid from Trinidad left Gulf Coast refiners with big 
inventories and few buyers 


Like the fable of the three blind 
men touching the elephant, petroleum 
markets in May were pretty much a 
relative thing depending on where 
one stood. 


When Gulf Coast prices for gasoline 
and light fuels dropped 0.25¢ early in 
May, one oil man, a trader, remarked, 
“Only part of the Suez Canal water 
has been taken out of the market.” 
Another said of price conditions, “It’s 
not Suez any more—the runs are too 
damn high.” A third observed that 
price reductions “are not out of line— 
far from it— it’s the screwy way supply 
and demand have affected products.” 

A look at prices following the 
early May reduction of 0.25¢ reveals 
higher octane grades of gasoline were 
left only 0.25¢ higher than when the 
Suez Canal was closed last November. 


Higher octanes, in other words, have 
not carried their fair share of the 
January. crude advance, which _if 
spread evenly over the 16 products 
taking the 0.25¢ price cut, would 
amount to 0.83¢ per gal. 


Average increase at mid-May for 
this same list of products since last 
November has been 0.8¢, which is not 
bad, considering the length of the slack 
period in Gulf markets. Where the re- 
finer is being hurt, however, is in the 
fact that for this time of year, the 
wrong products show the better profit 
realization. Seasonal money makers— 
costly high octane grades of gasoline 
—so far are not carrying their weight. 

This sickness in gasoline markets 
was dramatically brought out into the 
open by bids to Military Petroleum 
Supply Agency against contract IFB 
57-129. The depth to which prices 
were cut for this bulk business was a 
surprise to some familiar with Gulf 
Coast/Caribbean conditions, but not 
all. What bids did do was erase any 
further guessing on what gasoline 
really could be bought at. 

Lowest bid for this government bus- 
iness came from Trinidad, with Texas 
Petroleum’s offer of 21,840,000 gal. 
of 83/91 oct. product in four cargoes 
at 9.7¢, 9.79¢, 9.99¢ and 10.7¢. The 
company also offered 27,300,000 gal. 


200 


of 80/86 oct. (Type I) in five cargoes 
at 8.9¢, 8.99¢, 8.99¢, 9.2¢ and 10.1¢, 
respectively. This pretty much left 
Gulf Coast refiners with their big in- 
ventories still on hand and one in- 
dependent refiner was reported as hav- 
ing some 800,000 bbl. of gasoline in 
storage and no buyers. 


Marketing Highlights 


A swing through other areas re- 
vealed all of the industry’s problems 
were not confined to the Gulf. 


Midwest Wholesale — High hopes 
that a spring gasoline boom would 
quickly offset a poor distillate season 
were giving way to pessimism in mid- 
May. c 


Instead of seeing rising demand and 
rising prices for gasoline, Midwest 
marketers were hard-pressed to hold 
their price at early-spring levels, and 
wholesale undercutting was common 
in all areas except Michigan. Fur- 
thermore, distillates were being quoted 
at bare break-point, and _ suppliers 
noted a tendency toward weakness in 
residuals, which for some months have 
been the only solid spot in the flabby 
Midwest market. 

The May 1 switchover from 88 and 
96 oct. to 89 and 98 oct. gasoline in 
the Great Lakes Pipe Line touched off 
a wave of aggressive marketing aimed 
at moving lower-octane product. Chi- 
cago prices dipped 0.25¢ on April 19 
and another 0.125¢ on May 1. 

A cold, wet spring that delayed 
farm activity and discouraged motor- 
ing for pleasure contributed to gaso- 
line’s limping start. So did refinery 
runs and the cutback in European 
takings. But primarily responsible for 
Midwest uneasiness was a pair of 
“marketing attitude” factors: eagerness 
to sell gasoline as compensation for a 
bad winter for this product, and un- 
certainty over the direction the Mid- 
west market will take now that large 
companies have started plugging 
super-premium product and using the 
octane hike in the Great Lakes line. 


Atlantic Coast—The chain reaction 


of lower heating oil prices in most 
primary districts did not leave the East 


Coast unscathed, And off-season weak- 
ness in gasoline at the Gulf led to 
predictions of “round robin” price 
cuts, 


Heavy fuels already had slipped 5¢ 
to 9¢ bbl. in the Southwest and a gen- 
eral 10¢ along the Eastern Seaboard. 
Along with these cuts, it was believed 
that sinking tanker rates created favor- 
able conditions for further reductions. 
Suppliers pointed out, meanwhile, that 
the residual cuts were the first in the 
East since June 1954. 

As usual, turn of season brought 
offerings of summer fill-up programs 
to resellers of kerosine and No. 2 
fuel, which included deferred billing 
and protection against price declines. 

Despite this, jobbers continued to 
wait for price cuts on distillates to 
crystallize in East and showed no 
hurry to fill storage. 

Against a background of mild wea- 
ther and high inventories, spotty dis- 
counts cropped up. They varied in 
form from outright reductions and/or 
voluntary allowances at wholesale 
levels (Providence 0.2¢ and Albany 
0.4¢) to partial freight absorption on 
delivered prices. 

Atlantic Refining touched off the 
first major downward move in the East 
by dropping No. 2 fuel, kerosine and 
diesel fuel prices by general 0.4¢ in 
Delaware and Maryland. Reductions 
were expected to spread to other areas. 

Gasoline picture also was none too 
rosy last month and fair-trading suf- 
fered setbacks in several states, Con- 
sensus of a large segment of gasoline 
marketing branch of the industry at 
mid-month was that product was in 
for a rough season. Price weakness at 
the Gulf and sharp decline in clean 
tanker rates provided an unsteady 
influence for seaboard prices. a 





More About Markets... 


To keep up with the fast-chang- 
i i picture, be sure to 
read: 


Petroleum Indicators . .p. 91 
Supply and Demand . .p. 92 
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Market Barometer 


PRODUCTS VS. CRUDE GULF COAST PRODUCTS VS. CRUDE MID-CONTINENT 


1 REGULAR-GRADE 1 GASOLINE 





W 1 
KEROSINE 
NO. 2 FUEL 1 KEROSINE 


NO. 2 FUEL 


J 


TEST COASTAL CRUDE 
30 GRAV. LOW COLD 


36 GRAV. MID-CONT. CRUDE 


CENTS PER GALLON 
N 
CENTS PER GALLON 


YEAR 49 SI 53 55 JFMAMJJASOND 49 51 53 55 JFMAMJJASOND 
1957 1957 


PRODUCTS VS. CRUDE U.S., CALIFORNIA EXCLUDED PRODUCTS VS. CRUDE U. S., CALIFORNIA INCLUDED 


4.60 4.60- 
4.40 4.40 

+ FOUR PRODUCTS 
4.20 4.20 
4.00 — 4.00 
3.80 3.80 
3.60 3.60 
3.40 3.40 
3.20 3.20 
3.00 3.00 


2.80 2.80 


DOLLARS PER BARREL 


2.60 2.60 


SPREAD: PRODUCTS 


OVER CRUDE 


OVER CRUDE | 


YEAR 49 51 53 55 JFMAMJJASOND YEAR 49 51 53 55 JFMAMJJASOND 
1957 1957 








Average prices for crude oil, and four principal! refined prod- Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuel) —7 refinery ucts (gasoline, kerosine, light fuel, heavy fuel]—8 refinery 
markets and 7 crude producing areas, east of California. markets and 8 crude producing areas, including California. 
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Refinery and Terminal Prices 





MOTOR GASOLINE 
Gulf Coast Cargoes May 13 May 6 Apr. 29 Apr. 22 
100 oct. prem. . . .x(2)15-15.25 5.25(2) 15.25 
98 oct. prem... . .x13.5-14.375 187614376 13.75-14.375 
97 oct. x13.25-14.25 13.5-14.25 (2)13.5-14.25 (2) 
95 oct. x12.5-13.25(2) so 12. CT ed 12.75-13.25(2) 


93 oct. ~ +e KIL,75-12.625 J 12-12.625 12-12.625 

92 oct. reg... ny a 625 11.75-12.625 11 ry ge 11.75-12.625 
90 oct. reg... .. 5-12.5 11.5-12.5 11.6-12.5 $-12.5 

87 oct. reg... .. x10. cath 75(2) 11,125-11.75(3) 11.125-11.75(2) _11.125-11.75(2) 
84 oct. reg... ... .x10,5-11.25 10.75-11.25 10.75-11.25 = . 

83 oct. reg. x10. 375-11.25 10.625-11.25 10.625-11.25 
79 oct. ..» -¥10.125-10.5 10.375-10.5 10.375-10.5 10:376-10. 5 


70-72 oct. “i 
leaded... ... . .x10-10.25(2) 10.25(2) 10.25(2) 10.25(2) 


15.25 
18.75-14.375 
13.5-4 





20 20 20 20 
15.7-16.5 15.7-16.5 15.7-16.5 15.7-16.5 


17.8 ’ 17.8 17.8 
15.9 15.9 15.9 
14.1-14.3 . 14.1-14.3 14.1-14.3 
144 14.4 14.4 14.4 
Boston, Mass. 
97 oct. prem... . .14.6-17.9 
95 oct. prem. 14.6-17.9 
91 oct. prem. .12.6-15.4 
90 oct. prem... . .12.6-17.4 


x14.6-17.9 14.9-17.9 
x14.6-17.9 14.9-17.9 
x12.6-15.4 12.9-15.4 
x12.6-17.4 12.9-15.4 


. 18.9 ‘ 18.9 18.9 
16.4 . 16.4 16.4 


" 15.95-17.45 
153 


15.95-17.45 
‘ 15.3 
(2)13.95-14.4 
13.95 


(2)13.95-14.4 
13.95 


15.95-17.45 
15.3 


15.95-17.45 
, 15.3 
(2)13.95-14.4 
13.95 


(2)13.95-14.4 
13.95 


Chicago, Il. 

97 oct. prem 
96 oct. prem 
$5 oct. prem. 
94 oct. prem 


(6)14.5-15.5 (6)14.5-15.5 (6)14.5-15.5 (6)14.5-15.5 
: oe 25-14.5(2) ring 25-14.5(2) > <a a a 
m x14.25x 


(eld. 25 (itl. 25 (2)14-14.25 x(2)14-14.25 
91 oct reg... . .(6)12.75-13.5 (6)12.75-13.5 (6)12.75-13.5 (6)12,75-13.5 
89 oct. reg (6)12.5-12.75 (6)12.5-12.75 (6)12.5-12.75 (6)12.5-12.75x 
88 oct. reg....... 5 (2)12.5 (2)12.5 x(2)12.5x 
86 oct. reg... ... 5 (2)12.25 (2)12.25 x(2)12.25x 


14.5-15.5 14.5-15.5 14.5-15.5 
12(2) 12(2) 12(2) 


16 16 16 
14 14 14 


14.25-15.25(2)  14.25-15.25(2)  — 14.25-15.26 14.25-15.25 
(2)11.75-13.25  (2)11.75-13.25 = (2) 11.75-13.25 (2) 11.75-13.25 


16.4-17.65 16.4-17.65 16.4-17.65 
14.9(7) 14.9(7) 14.9(7) 


16.65 16.65 16.65 

14.9 14.9 14.9 

Mpls.-St. Paul, Minn. 
96 oct. 14.75-15(3) 
13-13.25(3) 


x14,75-15(3) (5)15 (5) 15x 
x13-13.25(3) (5)13.25 (5)13.25x 


16.6-17.6 16.6-17.6 16,6-17.6 
14.6(2) 14,6(2) 14.6(2) 


18.7 18.4 18.7 
16.2 16.2 16.2 


17.7 17.7 17.7 
14.2 14.2 14.2 


16.7-18.3 16.7-18.3 16.7-18.3 
16.05 16.05 


16,05 
- 2) 14.7(2) 14.7(2) 
14.55 14.55 


16.45(2) 16,45(2) 16.45(2) 
14.7(2) 14.7(2) 14.7(2) 

18.2-18.3 18.2-18.3 18.2-18.3 
14.7-14.8 14.7-14.8 14.7-14.8 


f 16.05-17.65 16.05-17.65 16.05-17.65 
14.3-14.9(6) 14,3-14.9(5) 14.3-14.9(5) 14.3-14.9(5) 
(3)16.05-17.9 
14.3-14.9(4) 


<3)16.05-17.9 
14.3-14.9(4) 


(3)16.05-17.9 
14.3-14.9(4) 


(3)16.05-17.9 
14.3-14.9(4) 





MOTOR GASOLINE 
May 13 May 6 Apr. 29 Apr, 22 


15.95-17.55 15.95-17.55 15.95-17.55 15.95-17.55 


1 
14.2-14.8(4) 14.2-14.8(4) 14.2-14.8(4) 
15.02-17.35 
18.52-13.85(2) 
13.3 


15.02-17.35 
13.52-13.85(2) 
13.3 


15,02-17.35 
13.52-13.85(2) 
13.3 


14.25-16 14.25-16 
(5)12.75-13(3 (5)12.75-13(3) 
11,75-12.25(2, 11,75-12.25(2) 


oun 14.25-16 
ie 5)12.75-13(3) (5) 12.75-13(3 
wep re 75-12.25(2) —-11.75-12.25(2 


one at (3)14.25-15.5 
(5)12.5-12.75(3) 12.5-12.75(3)  (5)12.5-12.75(3) 
11.5-12 11.5-12 11.5-12 


15-16.3 15-16.3 15-16.3 
1-15.55 15-15.25 15-15.55 
(2)13.25-14.25  (2)13.25-14.25 (2) 13.25-14.25 
13.25-14 13.25-14 13.25-14 
13.25-13.75 18.25-13.75 13,25-13.75 
11,875-13.5 11.875-13.5 11.875-13.5 


15.875 15.875 15.875 
15-15.125 — 125 15-15.125 


14 14 
13.5-13.75 13.5-13.75 13.5-13.75 


(2)13.25 (2)13.25 (2)13.25 
12.5-13.25 12.5-13.25 12.5-13,25 


15-15.25(3)  15-15.25(3) 15-15.25(3) 
13-13.5 13-13.5 13-13.5 
13-13.75 . 13-13.75 
13-13.5 13-13.5 
meres (2)12.5-13 (2)12.5-13 


15.875 15.875 
15,125 ‘ 


12.5 
4b astaTsey. ‘a 14.5-14.75(2) (3145.14.76) (3)14.5-14.75(2) 
88 oct. reg....--- Ot 27613 (8)12.76-13 (5)12.78-13 


r 2 
600ct.M &below. rk 6-12, 125 11.75-12.125 11.75-12.125 
Warren 


14.75 “14 14.75 14.75 
13.5-14.7 13.5-14.7 13.5-14.7 13.5-14.7 


1 
11.75-12.125 


14.75-15.5 
13.25-13.75 


14.75-15.5 
13.25-13.75 


14.75-15.5 
13.25-13.75 


14.75-15.5 
13.25-13.75 


15.4 15.4 15.4 
13.65 13.65 13.65 


Ohlo—Quotation of 8.0. Ohio for delivery to Ohio points: 
15 15 15 


(6)16 or pt 
(2)13.75-14(4) (2) 13.75-14(4) (2) 13.75-14(4) 


o> 4-16.7(3) @I6. 4-16.7(3) —_x(3)16.4-16.7(3) 
8(5) 8(5) x15.8(5) 
13. ae) 13 6(5) x13.6(5) 


do uma Pes, 4-16.7(3)  (3)16.4-16.7(3) —_ x(3)16.4-16.7(3)x 
5.8(5) 8(5) 15.8(5) %15.8(5)x 
84 oct. reg. “"43.68) i. 6(5) 13.6(5) x13.6(5)x 


Tank Truck (400 gals. or more) 
96 oct. prem... . . 20.3 20.3 x20.3 
84 oct. reg. -1¢ 17.1(2) 17.1(2) 17.1(2) 


San Francisco District: 
20.8 20.8 20.8 
17.6 17.6 17.6 





Refinery and terminal prices herewith are reproduced from Platt's 
Oilgram Price Service, a daily publication associated with NPN. 
rices shown in ery and terminal tables are sales prices, or 
agro ooo or general offers, or posted prices, reported by refiners, 
roduct pipe line terminal operators, by river terminal operators, 
& tanker terminal operators, for current sales and shipments, 
except as otherwise 
Following types of prices are not for “open spot” transactions and 
therefore are not included in price tables: Prices arrived at by dis- 
counts off a specified price; “market-date-of-shipment” prices; prices 
named in contracts; prices arrived at in accordance with arrangements 
made prior to date of sale. Prices made to brokers, and prices in 
inter-refinery transactions, also are not considered in the tables except 
as noted below. 
Prices shown are for quantities in bulk such as tank car lots, or 
truck transport lots or barge lots. Prices applying only to barge lots, 


202 


or cargo lots, or pine regen gs lots, are so designed. Prices are in 
cents r gallon, ig Sy petrolatums in cents per posed, 
and wi * dollar “aig, ( ian (8). shown, in _ coos per barrel of 42 
U. S. gallons. Prices do not include taxes or fees. 
Prices are for, crude oil a pe vawfull produced and trans- 
a rted as received by Oilgram and NATIONAL PETROLEUM 
ut not guaranteed; for su’ rs’ private use only and not for 
resale or distribution or ‘publication. 
Gulf Coast cargo prices are by refiners selling or —— to other 
refineries, export agents or to large tanker terminal o tors 
Gasoline octane ratings are by ASTM Researc ethod and are 
minimum ratings, except where letter “M” is used to indicate the 
octane rating is by Motor Method. 
Parenthetical figures indicate number of ¥ compeone quoting when 
too at a: eee ee ee ee er “X” indicates price 
change 
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48-52 d.i. gas oil. . 10.25-10.625(2) 
43-47 d.i. gas oil. . 10.125-10.5(2) 
Bunker C fuel 






DISTULLATES & CUELS 


$5.02(4) 


bunkers....... $4.76 $4.76(3) 
Bunker C, bunkers $3. a) $3.20(4) 
Baton la 
Kerosine/No. 1... 11.3 11.3 
No. 2 fuel....... 10.75 10.75 
Diesel oil, « 
plants......... 11.1 11.1 
No. 5 fuel. . .$3.23 $3.23 
No. 6 fuel, no sulf. 
Paede cect $370 a7 
Light Diesel, 
nkers....... $4.45 $4.45 
= 
ci Bead $4.19 
Buoker C CG, meee. 2. Foc2) $2.70(2) 
Boston, Mi 
Kerosine/ Noe 1,. .x12.1-12.6(15) 12.6(16) 
No. 2 fuel....... x11.5-12(15) 12(16) 
Diesel oil, shore 
plants....... x11.9-12.4(3) 12.4(4) 
No. 5 fuel $4.16(6) $4.16(6) 
No. 6 fuel, no sulf. 
ar........... 83.366) $3.36(6) 
do barges... .. .$3.24(5) $3.24(5) 
Light Diesel, 
unkers . .*$4.85-5.06(2) eth 
Bunker C, bunkers $3. 23(6) $3.23(6, 
= 55(5) 
13086) 





ie) 


x10.25-10.625(2) 
x10.125-10.5(2) 


Gulf Coast Cargoes May 13 May 6 Apr. 29 
41-43 w.w. kero. . 10.5-11(2) x10.5-11(2) (2)10.75-11(2) 
No, 2 fuel. ..... .10-10.5(3) x10-10.5(3) (2)10.25-10.5(3) 
53-57 d.i. gas oil. . 10.375-10.875 x10.375-10.875  10.625-10.875 


(2)10.5-10.625(2) 
10.375-10.5(2) 


max 1% sulfur. $3.05-3.15 $3.05-3.15 $3.05-3.15 
Albany, N. Y. 
Kerosine/No. 1., .x12.2-12.77 (2)12.3-12.7(8)  (2)12.3-12.7(8) 
No. 2 fuel. «+ e+ MU1,6-12,.1(8) (2)11,7-12,1(9) 2)11.7-12.1(9) 
Diesel oil, shore 
_Plants......... x12-12.5(4) 12.5(5) 12.5(5) 
No. 4 fuel. ...... $4.66-4.87 $4.66-4.87 x$4.66-4.87 
No. 6 fuel, no sulf. 
guar...........$3.48(2) $3.48(2) $3.48(2)x 
Baltimore, Md. 
Kerosine/No. 1.. .x12-12.5(7) 12.5(8) 12.5(8) 
do barges...... x11.75-12.25(5) 12.25(6) 12.25(6) 
No. 2 fuel. ...... x(2)11.4-11.9(10) i .9(12) 11.9(12) 
do barges...... x(2)11.15-11.65(5) 11.65(7) 11.65(7) 
Diesel oil, s 
plants......... 12.3(4 12.3(4) 12.3(4) 
No. 4 fuel. ..... $4.16(2) $4. ea x$4.16(2)x 
do barges. .... $4.1 $4. x$4.10 
No. 5 fuel....... $3.83(2) $3. 332) x$3.83(2) 
jo barges... . .$3.77(2) $3.77(2) x$3.77(2) 
No. “8 fuel, no sulf. 
quar. . .$3.23(4) $3.23(4) x$3.23(4) 
do barges..... $3.20(4) $3.20(4) x$3.20(4)x 


$5.02(4) 


$4.76(3) 
x$3.20(4)x 


11.3 
10.75 
11.1 
$3.23 


$2.73 
$2.70 


$4.45 


$4.19 
$2.70(2) 
12.6(16) 
12(16) 


12.4(4) 
x$4.16(6)x 


x$3.36(6)x 
x$3.23(5)x 


$5.06(3) 
x$3.23(6)x 


ae 


ul 





Apr. 22 
(2)10.75-11(2) 
(2)10.25-10.5(3) 
10.625-10.875 
(2)10.5-10.625(2) 
10.375-10.5(2) 


(2)$3.05-3.15 
(2)12,3-12.7(8) 
(2)11.7-12.1(9) 


12.5(5) 
$4.76-4.87 


$3.58(2) 


12.5(8) 
12.25(6) 
11.9(12) 
11.65(7) 
12.3(4) 
$4.26(2) 
$4.20 
$3.93(2) 
$3.87(2) 


$3.33(4) 
$3.30(4) 


$5.02(4) 
$4.76(3) 
$3.30(4) 


11.3 
10.75 


11.1 
$3.23 


$2.73 
$2.70 


$4.45 
$4.19 
$2.70(2) 
12.6(16) 
12(16) 


12.4(4) 
12.4(4) 


$4.26(6) 
$3.36(5) 


$5.06(3) 
$3.33(6) 


13.55(5) 
13.45(3) 
iis .05(5) 


11(2) 11(2) 
(a) Prices of some sellers to bulk commercial consumers are 0.15c higher than prices shown. 


Charleston, S. C. 
Kerosine/No. 1.. . 12.3(6) i2.3(6) 12.3(6) 
No. 2 fuel. ...... 11.9(6) 11,9(6) 11.9(6) 
Diesel oi!, shore 

SI wagcnee 12(3) 12(3) 12(3) 
No. 5 fuel. ..... $3.65 $3.65 x$3.65 
No. 6 fuel, no sulf. 

~~ baits a eb $3.15(2) $3.15(2) x$3.15(2)x 

do barges...... $3.12(3) $3.12(3) x$3.12(3)x 

it Diesel, 
nkers....... $4.89(2) se $4.89(2) 
pr C, a $3. So $3.12(4 x$3.12(4)x 
Range No. 1, (9) 11-11.65 (9)11-11.65 (9)11-11.65 
fuel. ...... (10) 10.25-10.65 (10)10.25-10.65 (10)10.25-10.65 

No. 5 fuel, low 

sulfur......... 9.9 9.9 9.9 
No. 5 fuel, high 

sulfur......... (3)9.85-10.15(2) (3)9.85-10.15(2) (3)9.85-10.15(2) 
No. 6 fuel, low 
eae (2)8.85-8.95 (2)8.85-8.95 (2)8.85-8.95 

No. 6 fuel, high 

sulfur....... «+ (3)8.6-8.9(2) (3)8.6-8.9(2) (3)8.6-8.9(2) 
Cleveland, Ohio 
No. 5 fuel....... 11.35° 11.35° 11.35° 
No. 6 fuel. ...... 10.7*° 10.7° 10.7° 

*—delivered Cleveland. 
Corpus Christi, Tex. 
No. 6 fuel, no sulf. 

ad yyy ae $2.88 $2.88 $2.88 

. -(2)$2.86-3.15 (2)$2.85-3.15 (2)$2.85-3.15 
> 6 fuel, max. 
sulf. barges.. $3. $3.15 $3.15 
C, bunkers o)92.86-2.15 (2)$2.85-3.15 (2)$2.85-3.15 


Mich. 
Diesel oil... ...... 35 13.35 


13.35 
No, I fuel....... 13.35-13.55 13.35-13.55 13.35-13.55 
No Bhat bessied 104503) aaa) 10. “a 
@. OTUCL....... 
No. 6 fuel 0.45(3) ise 
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12.3(6) 
11.9(6) 


12(3) 
$3.74 


$3.24(2) 
$3.31(3) 


$4.89(2) 
$3.21(4) 


(9)11-11.65 
(10)10.25-10.65 


9.9 
(3)9.85-10.15(2) 
(2)8.85-8.95 
(3)8.6-8.9(2) 


11,35° 
10.7° 


$2.88 
(2)$2.85-3.15 
$3.15 
(2)$2.85-3.15 
13.35 
13.35-13.55 
12.35-12.55 


by 





Kerosine/No. 1.. ‘ 


nkers $4 
Bunker C, bunkers 


Jacksonville, Fla. 


Kerosine/No. 1.. .1 
No. 2 fuel....... 1 


Miami, Fla. 


DISTILLATES & FUELS 


May 13 
{ oe 


.24(4) 
(6)$2.75-3.10 


3.2(10) 
2.2(8) 


sull. 
.. .$3.14(6) 
. .$3.11(6) 


“xy 5) 





guar. j 
do barges...... $3.06 
ht Diesel 
nkers....... 124(4) 

Bunker C, bunkers $3.06(3) 
Mpls-St. Paul, Minn. 
Range oil No. 1. . 10.875-12.8 
No. 2 fuel .10.25-12 


No. 5 fuel, high 
sulfur ( 

No. 6 fuel, I high 
sulfur 

Mobile, Ala. 

Kerosine/No. 1... 1 

No. 2 fuel. ...... 1 

No. 6 fuel, no sulf. 


4)9.4 
(4)8.7 


2.4(4) 
1.5(2) 


iaeeee-s $4.704(2) 


Bunker C, C, bunkers 


New Haven, Conn. 
Kerosine/ No, 1.. 


$2.80 


.x(2)12-12.5(8) 


No, 2 fuel. ...... x(2)11.4-12.9 


Diesel oil, shore 
ts 


No. 4 fuel. .... 
No. 6 fuel, no sulf. 


ME cps vvtces 
io barges... ‘.$3.22(2) 
ight Diesel 


. .4(2)11.8-12.3(2) 
$4.27 


nkers....... $5.04 

Bunker C, bunkers$3.22 
New Orleans, La. 
Kerosine/No. 1.. x a0 
No. 2 fuel. ...... (2) 
Diesel oil, 

plants......... 11.1(2) 
No. 5 fuel. ...... 8 
No. 6 fuel, no sulf. 

eaniataies $2.78(2) 

do barges... . . .$2.75(2) 

‘ee 
aon $4.45(4) 

Heavy Di 

bunkers....... $4.24(2) 
Bunker C, bunkers $2.75(3) 
New York Harbor 
Kerosine/No, 1.. .x12-12.5(21) 

do barges...... x11.75-12.25(21) 
No. 2 fuel. ...... x11.4-11.9(18) 

do barges... . . .x11.15-11.65(20) 
Diesel oil, shore 

plants... .... .x11.8-12.3(5) 
No, 4 fuel. ...... (12)$4.13-4.72 

do barges...... (12)$4.10-4.62 
No. 5 fuel. ..... $3.73 

do barges. . $3.70 


No. 6 fuel, no sulf. 
guar. 


. .$3.23(13) 


do terns. ag $3.20(15) 


No. 6 fuel, max. 
1% sulf...... 





$3.38(2) 
do barges...... $3.35(2) 


bunkers....... x, 4.8-5.02(3) 
Heavy — 
bunkers....... $4.76(3) 


Bunker C, Seshe $3.20(12) 





May 6 
11-11.5 


10.75-11 
10.75-11 
10.5-10.75 
10.75-11.125 
(3)$2.78-3.05 
(5)$2.75-3.10 
$3.08 
$2.90-3.05 
(3)$4.45-4.69 
$4.24(4) 
(6)$2.75-3.10 
13.2(10) 
12.2(8) 
12.2(5) 


3.14(6) 
$3.11(6) 


$5.124(5) 
$3.11(6) 


13.2 
12.4(3) 


$3.09 
$3.06 


$5.124(4) 
$3.06(3) 
10.875-12.8 
10.25-12 
(4)9.4 
(4)8.7 
12.4(4) 
11.5(2) 


$2.83 
$2.80 


$4.704(2) 
$2.80 


12.5(9) 
11.9(11) 


12.3(4) 
$4.27 


$3.25(3) 
$3.22(2) 


$5.04 
$3.22 
11.3(4) 


10.75(2) 
11.1(2) 
$3.28 


$2.78(2) 
$2.75(2) 


$4.45(4) 


$4.24(2) 
$2.75(3) 


12.5(22) 
12.25(22) 
11.9(19) 
11.65(21) 


12.3(6) 
(12)$4.13-4.72 
(12)$4.10-4.62 
$3.73 

$3.70 


$3.23(13) 
$3.20(15) 


$3.38(2) 
$3.35(2) 


$5.02(4) 


$4.76(3) 
$3.20(12) 





Apr. 29 
11-11.5 
10.5-10.75 
10.75-11.125 
(3)$2.78-3.05 
(5)$2.75-3.10 
$3.08 
x$2.90-3.05 
(3)$4.45-4.69 
$4.24(4) 
(6)$2.75-3.10 
13.2(10) 
12.2(8) 
12.2(5) 


x$3.14(6)x 
x$3.11(6)x 


$5.124(5) 
x$3.11(6)x 


13.2 
12.4(3) 


x$3.09x 
x$3.06x 


$5.124(4) 
x$3.06(3)x 
10.875-12.8 
10.25-12 
(4)9.4 
(4)8.7 
12.4(4) 
11.5(2) 
$2.83 
$2.80 
$4.704(2) 
$2.80 


12.5(9) 
11.9(11) 
12.3(4) 
x$4.27x 


x$3.25(3)x 
x$3.22(2)x 


$5.04 
x$3.22x 
11.3(4) 
10.75(2) 
11.1(2) 
$3.28 
$2.78(2) 
$2.75(2) 


$4.45(4) 


$4.24(2) 
$2.75(3) 


12.5(22) 
12.25(22) 
11.9(19) 
11.65(21) 


12.3(6) 
x(12)$4.13-4,72 
x(12)$4.10-4.62 
x$3.73x 
x$3.70x 
x$3.23(13)x 
x$3.20(15)x 


x$3.38(2)x 
x$3.35(2)x 


$5.02(4) 


$4.76(3) 
%$3.20(12)x 















Apr. 22 
11-115 







10.5-10.75 
10.75-11.125 


(3)$2.78-3.05 
(5)$2.75-3.10 


$3.08 
$3.05 


(3)$4.45-4.69 












$4.24(4) 
(6)$2.75-3.10 






13.2(10) 
12.2(8) 


12.2(5) 


$3.20(5) 
$3.17(6) 


$5.124(5) 
$3.17(6) 













13.2 
12.4(3) 


$3.14 
$3.11(2) 
$5.125(4) 
$3.11(2) 



















x10.875-12.8 
xi0.25-12 


(4)9.4x« 







(4)8.7x 







12.4(4) 
11.5(2) 


$4.704(2) 
$2.80 
















11.3(4) 
10.75(2) 


11.1(2) 
$3.28 







$2.78(2) 
$2.75(2) 







$4.45(4) 





$4.24(2) 
$2.75(3) 





12.5(22) 
12.25(22) 
11.9(19) 
11.65(21) 








12.3(6) 
(12)$4.23-4.72 
(12)$4.20-4.62 
$3.83 

$3.80 








(14)$3.33 
(15)$3.30 






$3.68(2) 
$3.65(2) 



















$5.02(4) 


$4.78(3) 
(11)$3.30-3.40 










203 





Retinery and Terminal Prices 

























































$5.06 
$3.21(3) 


DISTILLATES & FUELS 
































$5.06 
x$3.21(3)x 






Norfolk, Va. May 13 May 6 Apr. 29 Apr. 22 
Kerosine/No. 1... 12.5(7) 12.5(7) 12.5(7) 12.5(7) 
No. 2 fuel. ...... x11,4-11.9(6) 11.9(8) 11.9(8) 11.9(8) 
Diesel oil, shore 
ick cs 5a x11.8-12.3(4) 12,3(5) 12.3(5) 12.3(5) 
No. 6 fuel, no sulf. 
| ERS: $3.22(3) $3.22(3) x$3.22(3)x $3.32(3) 
do barges... . . .$3.16(4) $3.16(4) x$3.16(4)x $3.26(4) 
Light Diesel 
unkers.......$4.81-5.02(3) $5.02(4) $5.02(4) $5.02(4) 
Heavy Di 
bunkers. ..... $4.76(3) $4.76(3) $4.76(3) $4.76(3) 
Bunker C, bunkers $3.16(6) $3.16(6) x$3.16(6)x $3.26(6) 
Pensacola, Fla. 
Kerosine/No. 1... 12.4(4) 12.4(4) 12.4(4) 12.4(4) 
No. 2 fuel. ...... 11.5(3) 11.5(3) 11.5(3) 11.5(3) 
Diesel oil, shore 
plants......... 11.5(2) 11.5(2) 11.5(2) 11.5(2) 
Philadelphia, Pa. 
Keresine/No. 1...x(2)12-12.5(6) — 12.6(10) 12.5(10) 12.5(10) 
e do barges...... x(2)11.75-12.25(4) 12.25(7) 12.25(7) 12.25(7) 
No, 2 fuel. ...... x(2)11.4-11.6(6) 11.9(10) 11.9(10) 11,9(10) 
do barge: . . .®(2)11.15-11.65(3) 11.65(7) 11.65(7) 11.65(7) 
Diesel alk = a 
plants. ........ x11,8-12.3(4) 12.3(6) 12.3(6) 12.3(6) 
No. 4 fuel....... $4.23(4) $4.23(4) x$4.23(4)x $4.33(4) 
No. 5 fuel $3.93(5) $3.93(5) x$3.93(5)x $4.03(5) 
No. 6 fuel, no sulf. 
RR $3.23(10) $3.23(10)x x(8)$3.23-3.33(2)x $3. 43(8) 
barges $3.20(8) $3.20(8)x x(7)$3.20-3.30x  $3.40(8) 
No. 6 fuel, no sulf. 
SN sia's oct $3.38(5) $3.38(5)x x$3.38-3.48(4)x  $3.68(5) 
do barges...... $3.35(5) $3.35(5)x x$3.35-3.45(3)x  $3.65(4) 
Light Diesel, 
unkers....... x$4.81-5.02(3) $5.02(4) $5.02(4) $5.02(4) 
eavy Di 
bunkers....... $4.76(3) $4.76(3) $4.76(3) $4.76(3) 
Bunker C, bunkers $3.20(10) $3.20(10)x x(9)$3.20-3.30x  (3)$3.30-3.40(7) 
Pt. E Fla. 
Kerosine/No. 1.. : a(t) 13.2(4) 13.2(4) 13.2(4) 
No. 2 fuel....... (4) 12.2(4) 12.2(4) 12.2(4) 
Diesel oil 
plants......... 2(4) 12.2(4) 12.2(4) 12.2(4) 
No. 6 fuel, no sulf. 
TO san aod (3) $3.09(3) x$3.09(3)x $3.14(3) 
lo barges...... $3.06(4) $3.06(4) x$3.06(4)x $3.11(4) 
Li J 
RR 4(4) $5.124(4) $5.124(4) $5.124(4) 
Buse. C, aoe #30808) $3.06(4) x$3.06(4)x $3.11(4) 
Portland, Me. 
Kerosine/No. 1., .x12.2-12.7(8) 12.7(9) 12.7(9) 12.7(9) 
No. 2 fuel....... x11.6-12.1(8) 12.1(9) 12.1(9) 12.109) 
Diese} oil, shore 
ts.. .x12.2-12.5(2) 12.5(3) 12.5(3) 12.5(3) 
No. 6 fuel, no sulf. 
es oe $3.26(3) x$3.26(3)x $3.36(3) 
lo barges $3.23(2) $3.23(2) x$3.23(2)x $3.33(2) 
Bunker C, ge bn $3.23 $3.23 x$3.23x $3.33 
Providence, R. |. 
Kerosine/No. 1.. .x12.1-12.6(8) 12.4-12.6(8) 12.4-12.6(8 12.4-12.6(8) 
No. 2 fuel. ...... x11.5-12(7) 11,8-12(8) 11.8-12(8) 11.8-12(8) 
Diesel oil, shore 
Lauipeionsn x11.9-12.4( 12.4(3) 12.4(3) 12.4(3) 
Mo. 5 fuel....... $4.16(4) $4.16(4) x$4.16(4)x $4.26(4) 
No. 6 fuel, no sulf. 
‘nantes ial $3. rity $3.24(3) x$3.24(3)x $3.34(4) 
- ey* RBsve das $3.21(4 $3.21(4) x$3.21(4)x $3.31(4) 
0. uel, 
14 sulf....... $3.49-3.79 $3.49-3.79 x$3.49-3.79 x$3.69-3.79x 
do barges...... 46 $3.46 x$3.46x x3.66 
t Di 


$5.06 
$3.31(3) 




















DISTILLATES & FUELS 


Tampa, Fla. May 13 May 6 
Kerosine/No. 1... 13. 10) ats 
No. 2 fuel....... 12.1(7) 12.1(7 
Diesel oil, shore 

plants......... sae 1(6) 12.1(6) 
No. 6 fuel, no 

or fares GE 8 walt 5.01 (5) $3.01(5) 

do barges...... $2.99(5) $2.99(5) 
Light Diesel, 

mkers....... $5.082(5) 
Bunker C, bunkers $2. 2008) $2.99(5) 
12.7 12.7 
12.15 12.15 
12.45-13.15 12.45-13.15 
.11,45-12.15 11.45-12.15 
5 fuel....... 9.85-10.35(2) 9.85-10.85(2) 
8.85-9.6(2) 8.85-9.6(2) 
Wilmington, 
mg 1,..12.3(7) 12.3(7) 
2 fuel. ...... 11.9(7) 11.9(7) 
Deal oil, shore 
plants......... 12(3) 12(3) 
No. 4 fuel. ...... $4.07 $4.07 
Light Diesel, 
nkers....... $4.89(3) $4.80(3) 
Okla. (Okla. shpt.) 
42-44 w.w. kero. . (3)10.5-11.375 (3)10.5-11.375 
58 & abv. d.i. 

DOE. ivcecd 10.125-11.625 10.125-11.625 
No. 1 fuel. ..... .(4)10.125-11.125 (4)10.125-11.125 
No, 2 fuel. ......(4)9.5-10.5 (4)9.5-10.5 
No. 6 fuel....... $2.35-2.70 35-2.70 
Okla. Group 3 (Northern Shpt.) 

42-44 w.w. kero... (3)10.375-11.125 (3)10.375-11.125 
58 & abv. d.i 

Diesel. . 10-11,125 10-11.125 
No. 1 fuel (4)10-11.125 (4)10-11.125 
No. 2 fuel (4)9.375-10.5 (4)9.375-10.5 
No. 6 fuel. .. (2)$2.35-2.60 (2)$2.35-2.60 
N. Tex. (Tex. & New Mex. shpt.) 

42-44 w.w. kero. .9.9-11.25 9.9-11,25 
58 & abv. d.i. 

Diesel......... 9.9-11.375 9.9-11.375 
No. 6 fuel....... $2.60-2.60 $2.50-2.60 
W. Tex. (Tex, & New Mex. shot.) 

42-44 w.w. kero. .11-11.5 11-11.5 
58 & abv. di. 
asain gore’ 10.75 10.75 

No. 1 fuel....... 10.5-11 10.5-11 
a 2 fuel....... 10-10.25 10-10.25 

6 fuel....... (2)$2.60 (2)$2.60 
E. Tex. (Truck transport lots) 
42-44 w.w. kero. .10-10.75 10-10.75 
58 & abv. di. 

Diesel......... 9.5-10.5 9.5-10.5 
No. 2 fuel....... 9. yt 9.75-10.25 
No.6 fuel. .... . .$2.45-2.75 $2.45-2.75 


Cont. W. Tex. (Truck transport lots) 
42-44 w.w. kero. .11 


10.75 
$2.60 





Apr. 29 Apr. 22 
nie 13.1(9) 
12.109 12.1(7) 
12.1(6) 12.1(6) 
x$3.01(5)x $3.07(5) 
x$2.99(5)x $3.05(5) 
$5.082(5) $5.082(5) 
x$2.99(5)x $3.05(5) 

12.7 

12.15 12.15 

12.45-13.15 12.45-13.15 

11,45-12.15 11.45-12.15 
9.85-10,35(2) 9.85-10.35(2) 
8.85-0.6(2) 8.85-9.6(2) 
12.3(7) 12.3(7) 
11.9(7) 11.9(7) 

12(3) 12(3) 

x$4.07x $4.17 
$4.89(3) $4.89(3) 
(3)10.5-11.375 (3) 10.5-11.375 
10.125-11.625 10.125-11.625 
ee fam Ooi .125-11,125 
(4)9.5-10.5 ieee . 
$2.35-2.70 

(3)10.375-11.125 (3)10.375-11.125 x 
10-11.125 10-11.125 
(4)10-11.125 ye ery 
(4)9.375-10.5 (4)9.375-10.5 
(2)$2.35-2.60 (2)$2.35-2.60 
9.9-11.25 9.9-11.25 
9.9-11.375 9.9-11.375 
$2.50-2.60 $2.50-2.60 
11-11.5 11-11.5 

10.75 10.75 

10.5-11 10.5-11 
10-10.25 10-10.25 
(2)$2.60 (2)$2.60 
10-10.75 10-10.75 
9.5-10.5 9.5-10.5 
9.75-10.25 9.75-10.25 
$2.45-2.75 $2.45-2.75 


il 


10,75 
$2.60 














13.2(7) 13.2(7) 13.2(7) 
No. 2 fuel....... 12.2(7) 12.2(7) 12.2(7) 12.2(7) Kans. (For Kans. destinations only) 
Diesel oi! 42-44 w.w. kero. .(5)10.625-10.75  (5)10.625-10.75x (3)10.625-11.25  (3)10.625-11.26 
planta irene 12.2(5) 12.2(5) 12.2(5) 12.26) & below di 
LG 70 x$3.70x $3.78 $3.78 10.125 10.125 10.125 
RE OEY 15(5) $3.15(5) x$3.15(5)x $3.24(6) 10.375-10.75 _10.875-10.75 10.375-10.75 
lo barges...... $3.12(6) $3.12(6) x$3.12(6)x $3.21(6) (4)10.25-10.5x 10.125-10.875  10,125-10.875 
i ieee! 9.5-9.875x 9.5-10.25 x9.5-10.25 
Shee $5.124(5) $5.124(5) $5.124(5) $2.90 $2.90 $3.00-3.05 
$3.12(4) x$3.12(4)x $3.21(5) (3)$2.45-2.70x  $2.45-2.95 $2.45-2.95 
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DISTILLATES & FUELS 


May 13 
Ark. (For shpt. to Frk. & La.) 
42-44 w.w. kero. . 


ese di, 


No 2 fuel 


No. 6 fuel. ...... x$2.75x 


Western Penna. 


Keros' 3-13.25(2) 
55 cetae Diesel. api. 75 
No.1 12. 

No. H feet: 54 ) 
36-40 gravity fuel 11.5(2) 


Oil City: 

Kerosine x13-13.65x 
50 cetane Diesel. .x11,5-12.5 
No. 1 fuel x12.5(2)x 
No. 2 fuel «11.75-12.25x 


Pittsburgh: 

Kerosine....... .x(2)12.9-13.9 
50 cetane Diesel. .x12.3-12.55x 
No. 1 fuel. .... . .x(2)12.65-13.45 
No. 2 fuel... .. . .«(2)12.3-12.75x 
36-40 gravity fuel 12 


Central Michigan 
46-49 w.w. kero. .(3)14.4-14.8 
ge 


O18. 3-13.6 
li 
104 .05-10.3 


May 6 


13-13.25(2) 
(2)12.75 
12.75 
12.25(4) 
11.5(2) 


13.25-13.5 
12-12.5 
12.75-12.85 
12.25-12.5(2) 


13.45-13.9 
12.85-13.1 
13.2-13.45 
12.7-12.85 
12 


(3)14.4-14.8 
(4)14.1 

14.6 
(4)13.3-13.6 
il 
(2)10.05-10.3 
(3)9.3 


Apr. 29 


13-13.25(2) 
or 75 


12.25(4) 
11.5(2) 


13.25-13.5 
12-12.5 
12.75-12.85 
12.25-12.5(2) 


13.45-13.9 


(3)14.4-14.8 
(4)14.1 


14.6 
(4)13.1-13.6 
11 
= 
(3)9.3 


Ohio Quotations of 8. O. Ohio for delivery to Ohio points. 


Kerosine........13.6 
No. 1 fuel. . 
No. 2 fuel 


California-Los Angeles District: 


Rack: 
Stove dist.— 
PS 1 .10,5-12 


Tank Car 
40-43 ww. shee. 15(2) 
Stove dist— 

PS 100....... .10.5-14.7(2) 


San Francisco District: 


Tank Car: 
41-43 w.w. kero. . 15.5(2) 


dist— 
PS 100 15.2(2) 


13.6 
13.4 
12.4 


10.5-12 
(2)10-11.25 
x$3.40-3.65 
%(4)$2.85-3.05 
15(2) 
10.5-14.7(2) 
10-13.2(2) 
x(2)$3.40-3.65 
x(4)$2.85-3.05 
18.5(2) 

15.2(2) 

13.7(2) 


15.5(2) 


x13.6 
x13.4 
x12.4 


10.5-12 
(2)10-11.25 
$3.20-3.65 
(4)$2.70-3.05 
15(2) 
10.5-14.7(2) 
10-13.2(2) 
(2)$3.25-3.65 

(4)$2.70-3.05 
18,5(2) 
15.2(2) 
13.7(2) 


15.5(2) 
15.2(2) 


13-13,25(2) 


13.25+13.5 
12.75-12.85 
12.25-12.5(2) 


13.45-13.9 
12.85-13.1 
13.2-13.45 
12.7-12.85 
12 


(3)14.4-14.8 
(4)14.1 

14.6 

(4)13.1 13.6 
ll 
(2)10.05-10.3 
(3)9.3 


10.5-12 
(2)10-11.25 
$3.20-3.65 
(4)$2.70-3.05 
15(2) 
10.5-14.7(2) 
(2)10-13,2(2) 
(2)$3.25-3.65 
(4)$2.70-3.05 
18.5(2) 
15.2(2) 
13.7(2) 


15.5(2) 
15.1(2) 





DISTILLATES & FUELS 
May 13 May 6 Apr. 29 Apr. 22 
Diese! fuel— 
13.7(2) 


$3.50-3.63 


13.7(2) 
x$3.50-3.63x 


13.7(2) 
$3.30(2) 
$3.05-3.13 


$3.50-3.63 


$3.05-3.28 
Tank Track — ae or more): 


$3.05-3.28 x$3.05-3.28x 


19(2) 19(2) 19(2) 
15.7(2) 15.7(2) 15.7(2) 
14.2(2) 14.2(2) 14.2(2) 
ic Coast 
Ships’ bunkers, or deep tank lots. 
San Pedro, Calif. 
Diesel—PS 200... $5.25(5) $5.25(5) $5.25(5) 


Bunker C—PS 400 (4)$2.80-2.95  (4)$2.80-2.95 x(4)$2.80-2.95 


San Francisco, Calif. 
Diesel—PS 200... $5.46(4) 
Bunker C—PS 400 (3)$2.85-3.00 


Seattle, Wash. 
Diesel—PS 200... $5.71(4) 
Bunker C—PS 400 tS. 20-3.35 


$5.25(5) 
(3)$2.65-2.95 


$5.46(4) $5.46(4) $5.46(4) 
(3)$2.85-3.00 x(3)$2.85-3.00  (3)$2.70-3.00 
$5.71(4) $5.71(4) $5.71(4) 
(3)$3.20-3.35 x(3)$3.20-3.35 3)$3.05-3.35 


Portland, Ore. 
Diesel—PS 200... $5.71(4) 
Bunker C—PS 400 (3)$3.20-3.35 


$5.71(4) 


$5.71(4) $5.71(4) 
(3)$3.20-3.35 x(3)$3.20-3.35 — (3)$3.05-3.35 


Mexico 
Ships’ bunkers; U. S. dollars per bbl. of 159 liters. 


$6.45 $6.45 
$3.90 x$3.90 


$5.73 $5.73 
$3.90 x$3.90 


$4.40 $4.40 
$2.85 $2.85 


$5.73 $5.73 
$3.90 x$3.90 


$4.40 $4.40 
$2.85 $2.85 
$2.85 $2.85 $2. 


At most 4 Coast points prices of some sellers for distillate fuels to bulk commercia | 
consumers are 0.15c higher than prices shown. 


NATURAL GASOLINE 
Prices are to blenders on freight basis shown; shipments may originate in any Mid-Con- 
tinent manufacturing ae. 
May 13 May 6 Apr. 29 Apr. 22 
FOB Group 3 
Grade 26-70 x4-4.5¢ 
(Quotations) (Quotations) 
FOB See | Tex. 
Grade 26-70... .. 3.5¢ 
(Quotation) 


4.5¢ 456 
(Quotations) (Quotations) 


x3.5¢ 4¢ 4¢ 
(Quotation) (Quotations) (Quotations) 


LP-GAS 


Producer's contract prices, tank cars. 
May 13 May 6 Apr. 29 


Propane: 

New YorkHarbor 9.8(2) 9.8(2) 9.8(2) 9.8(2) 
9.3(2) 9.302) 9. 33) 
4-4.25 4-4.25 4- r1 25 


(7)4-5a (7)4-5(2)a (7)4-5(2)a (2)4-5(8) 
Benes a La.. as 375-5.375a (2)4.375-5.375a (2)4.375-5.375a (2) 4.375-5.25a 
Shreveport, La. . . 4.25(2) 4.25(2) 4.25(2)x 4.25(2) 
leans rt 75 4.375 4.375 4.375 


Apr. 22 








HARTOL 


(a) Subject to 1¢ gal. discount. 
PETROLEUM CORPORATION 
INDEPENDENT 








New York 





Marketer of Petroleum Products 
NEW ENGLAND PETROLEUM CORPORATION 630 FIFTH AVENUE 


MARKETERS 
Maine to Sou 


ith Caro 


NEW YORK 20.N.Y 


Boston 
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Refinery and Terminal Prices 





LUBRICATING OILS LUBRICATING OILS 
Western Penna. May 13 May 6 Apr. 29 , Cylinder Stocks May 13 May 6 Apr. 29 Apr. 22 
Viscous Neutrals—No. 3 eol. Vis at 70 F. 600 8.r., 
- vis. (180 at 100°) an flash. olive green.... 19.5 19.5 19.5 19.5 


i. cebbus 2) 4 7 Gulf Coast—Solvent Refined Oils from Mid-Continent grade crude; FOB ship at Gult 


for export. 
25(5) Bright Stock, vis. at 210- 
150-160 vis.: 


150 vis. (143 at 100°) 400-405 flash. 
10 p 25(2) 


oid 2500 0-10 p.t., 95 v.i. 26.5(4) 26.5(4) 26.5(4) 26.5(4) 
23(4) Neutral Oils—Vis. at 100-; 96 v.t.; 0-10 p.t.: 
00 vis '22.5(4) 22.5(4) 


22.5(4) 22.5(4) 
Bright Stock is. 2 23(4) 23(4) 23(4) 
145-155 vis. at 210, No. 8 col. is... 24(4) 24(4) 24(4) 24(4) 
10 p.t........... 4 Res (3)25-25.5 (3)25-25.5 (3)25-25.5 (3)25-25.5 
ae oon F., FOB 8. Ti fineries for di ie and t shi t 
finder Stocks Vis. at 100- F., FO) ‘ex. refineries for domestic and/or export shipment. 
600 s.r. filterable . (3)20.5-21.5 (3)20.5-21.5 (3)20.5-21.5 (3)20.5-21.5 : 
(3)21.5-22.5 (3)21.5-22.5 (3)21.5-22.5 (3)21.5-22.5 is. No. 1 
(3)23-24(2) (3)23-24(2) (4)23-24 (4)23-24 2% col. 15.5(5) 15.5(5) 15.5(5) 
(2)24-25(2) (2)24-25(2) (3)24-25 (3)24-25 200 vis. No. 2-3. .17(5) 17(5) 17(5) 17(4) 


No, 2-3 
a . 17.5(5) 17.5(5) 17.5(4) 
18(5) 18(5) 18(4) 


ae 18.25(5) 18.25(5) 18.25(4) 
10-25 p.p......25.5 25.5 25.5 25.5 j . 1 18.75(5 18.75(4) 
weet col... 4 8.75(5) (5) 
0-10 p.p... ... .(2)23.5 (2)23.5 (2)23.5 (2)23.5 a : 19.25(5) 19.25(5) 19.25(4) 
23 23 23 23 
wt . - bag es 
10 p.p.......22.5 22, . 22.8 100 vis. No. 
sic . = aad 15.5(5) 15.5(5) 15.5(4) 
Bright Stock—Solvent 


150-160 vis., Re 17(5) 17(5) 17(4) 
0-10 p.p., 95 v.i. (4)25.5-26.5 (4)25.5-26.5 (4)25.5-26.5 (4)25.5-26.5 is. No. 
Neutral Oils—Conventional—Pale Oils ool. 17.5(5) 17.5(8) 17.5(4) 


Continen 
create basis, for domestic shipment only, bright stock, vis. at 210° neutrals, vis. at 
p-p. 


Bright Stock— Conventional 
200 vis. D 





No. 2 col 16 18.25(5) 18.25(5) 18.25(4) 
18.5 18.5 18.5 
200 vis. No. 3 col.(2)18.75 G)i8.75 2)18.75 (2)18.75 
300 vis. No. 3 col.19.5 19.5 19.5 19.5 AVIATION GASOLINE 
200-210 vis. .... .(3)21.25-22.25(3) (3)21.25-22.25(3) (3)21.25-22.25(3) (3)21.25-22.25(3) Grade 110/130. . .17.75 


15.75 15.75 15.57 15.75 onto 18(5) 18(5) 18(4) 
‘ 16 16 16 
100 vie No Secligee Tg a oe 18.75(5) 18.75(5) 18.75(4) 
250 vis. No. 3 col.19 19.25(5) 19.25() 19.25(4) 
280 vis. No. 3 col.19.25 19.25 19.25 19.25 
Neutral Oils—Solvents—965 v.i. Gulf Coast Cargoes May 13 May 6 Apr. 29 
i (2)21-22(3) (2)21-22(3) (2)21-22(3) (2)21-22(3) Grade 115/145. . 19.25 
(3y21-75-22.7800) (2)21.75-22.75(2) (2)21.75-22.75(2) (ayat76-22.7602 Grade 91/96... . .16.25 








IF YOU USE THESE 


CYLINDER PRODUCTS... 
STOCK S the world’s most 


Fine Lubricating Qualities complete, illustrated 
For Greases and Fluid Lubricants catalog of 


, ELECTRIC 
ura KERR—McGEE OIL INDUSTRIES, INC. LANTERNS 


BY sleldilactalelar 





206 N. ROBINSON * OKLAHOMA CITY, OKLA. * PHONE RE 9-0611 


Complete Line of MANBHG. cs 


Three types fill most needs. In sizes 6” I.D. x 6” deep, 8” I.D.x 7%” 
deep and 10” I.D. x 7%” deep, manholes are of rib-reinforced cast 
iron. No. 60 is steel skirted. No. 61 is non-locking. No. 62 is locking 
type, all-cast-iron. All have non-skid diamond tread on lid with space 
or product identification to your specifications at no extra charge. 








Write for catalog No. 57 


os 
oe 
oe 
oe 
oe 
ote 
oe 
oe 
oe 
oe 
oe 
oe 
oe 


Preferred territories open tor ¥5 4 pegrens: ‘ 
Monat Bimbesantetiee NO. 61 ALL-CAST MANHOLE “NO. 62 ALL-CAST MANHOLE 


(non-locking type) ss (locking type) 
—GF>— universar VALVE COMPANY —— 
P.O. Box 444-N Elizabeth, N. J. 
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*.0.9.0.0 
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NO. 60 
MULTI-PURPOSE MANHOLE 
(non-locking type) 











AVIATION GASOLINE 
(MIL-F-5572) 


May 13 May 6 Apr. 29 
20.1 20.1 
18.6 18.6 
18.1 18.1 


20.2 20.2 
18.7 18.7 
18.2 18.2 


20 20 
18.5 18.5 
18 18 


19 19 
17.5 17.5 
17 17 


19 19 
17.5 17.5 
17 17 


19.85-20.1 
18.35-18.6 
17.85-18.1 


19.85-20.1 
18.35-18.6 
17.85-18.1 


Grade 100/130. . .19.85-20.1 19.85-20.1 
Grade 91/96 18.35-18.6 18.35-18.6 
Grade 80 17.85-18.1 17,85-18.1 


Norfolk, Va. 

Grade 100/130. . .20.1 20.1 20.1 20.1 
18.6 18.6 18.6 
18.1 18.1 18.1 


19.85(2) 19.85(2) 
18.35(2) 18.35(2) 
18.35 18,35 


.85(2) 19.85(2) 
8.35(2) 18.35(2) 
18.35 18.35 


PARAFFIN WAX 

May 13 May 6 
Western Penna. (t.c. in ) 
124-6 AMP white 

crude scale. . . .6.25(3) 
Auantie Seaboard 

Melting points are AMP, 3° hi than EMP. Prices for carload lote. Domestic pci 
FOB refinery; onale tu bags or bbl. fully reGved, slabs looms, "port prices FAS: scale ta 
bags or bbis.; fully refined in bags or cartons. 


New York Domestic 


Apr. 29 Apr. 22 


6.25(3) 6.25(3) 6.25(3) 


8.6(3) 


9.05(4) 
9.05(4) 
10.55 


8.6(3) 
9.05(4) 


9.05(4) 
10.55 


7.35(3) 


9.05(4) 
9.05(4) 


7.35(3) 


9.05(4) 
9.05(4) 





NAPHTHAS & SOLVENTS 
May 13 May 6 Apr. 29 


17.5(5) 


Baltimore, Ma. 
Mineral spirits. . 
Boston, Mass. 
V. M. & P. tie 
Mines spirits. ..18.5(4) 
New York Harbor 
V. M. & P. 

na 19(4) 19(4) 
Mineral spirits. . .18(5) 18(5) 18(8) 
Philadelphia, Pa. 
V. M. & P. 

18.5(4) 


its. . .17.5(5) 


Providence, R. |. 
Mineral spirits. . . 18.5(3) 


FOB Group 3 
Stoddard solvent . (3) 13.375 
Cleaners naphtha. (2)13.875 
V. M. & P. 

naphtha (4)13.875 
Mineral spirits. . . (4)12.875 (4)12.875 (4)12.875 
Rubber solvent... . (4) 13.875 (4)13.875 (4)13.875 
Lacquer diluent. .(2)14.125-14.375 (2)14.125-14.375 (2)14.125-14.375 
Benzol diluent. . . (2)15.125-15.625 (2)15.125-15.625 (2)15.125-15.625 
Western Penna. 
Oil City: 
Stoddard solvent . 18 18 


17.5(5) 17.5(5) 


19.5(4) 
18.5(4) 


19.5(4) 
18.5(4) 


18.5(4) 
17.5(5) 


18.5(4) 
17.5(5) 


18.5(3) 18.5(3) 


(3) 13.375 
(2)13.875 


(4)13.875 


(3)13.375 
(2)13.875 


(4) 13.875 


Pittsburgh: 
Stoddard solvent . 18(3) 18(3) 


JET FUEL 
(MIL-F-5624) 


May 13 May 6 Apr. 29 
Gulf Coast Cargoes 
Grade JP-4..... .(2)10.5-11 


(2)10.5-11 (2)10.5-11 


PETROLATUMS 


Western Penna. May 13 May 6 Apr. 29 
Bbis.; carloads; tank cars, 2.25¢ less. 

Snow white 8.625(4) 8.625(4) 

Soft white. ..... .8.25(4) 8.25(4) 

Lily white....... 8.125(4) 8.125(4) 

GUO. seuss (2)7.625-7.75(2) (2)7.625-7.75(2) 
(3)6.75-6.875 (3)6.75-6.875 
(3)6.75-6.875 (3)6.75-6.875 
(3)6-5-6.625 (3)6.5-6.625 
6.375(3) 6.375(3) 


8.625(4) 

8.25(4) 

8.125(4) 
(2)7.625-7.75(2) 
(3)6.75-6.875 
(3)6.75-6.875 
(3)6.5-6.625 
6.375(3) 


Apr. 22 
17.5(5) 


19.5(4) 
18.5(4) 


19(4) 
18(5) 


18.5(4) 
17.5(5) 


18.5(3) 


(3) 13.375 
(2)13.875 


(4) 13.875 
(4) 12.875 
(4) 13.875 


(2) 14.125-14,375 
(2) 15.125-15,625 


Apr. 22 
(2)10.5-11 


Apr. 22 


8.625(4) 

8.25(4) 

8.125(4) 
(2)7.625-7.75(2) 
(3)6.75-6.87 
(3)6.75-6.875 
(3)6.5-6.625 
6.375(3) 








ORDER YOUR 
NEW 


(33rd edition) 


OIL PRICE 
HANDBOOK 





Containing all vital price information 
for 1956...As always a_ limited 
edition ...$20 per copy... Send 
check or we can bill you later... 


Me. R. H. Loyer 
Platt’s Oilgram Price Service 


330 W. 42nd St., New York 36, N.Y. 
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THERE’S NO MAGIC about 


ConserVent . . . just good common 
sense. It reduces evaporation losses 
by providing a permanent leak-proof 
seal. In most cases. ConserVent pays 
for itself in just a few months. 


MIDLAND 


SPECIALTIES 


COMPANY 


You re PAYING for ConserVent 


with Daily Evaporation Losses .. . 


WHY NOT OWN 


Oil Equipment Distributors have our NEW Complete Catalog. Ask for it. 


207 





Tank Wagon prices 


Prices for gasoline do not include taxes; they do however, ments 
ection fees, amounts of which may be obtained by writin 
NPN. Gasoline taxes, shown in separate column include 3é¢ fe La 
and state taxes; also city and county taxes as indicated in footnotes. 
Kerosine tank wagon prices also do not include taxes; kerosine taxes 


Socony Mobil 





Mobilgas Gasoline 
(R ) 


Gasoline 
Taxes 


‘ons. 
T.W. Tx. 
New York City . 


Manhattan ... 


tee 
a ie 
Ww 

~ 

o 
ttt 
— 
Nr 


1 YYNPN' NI! 
a 
+t 


+e + ++ $+ 44 ae 
: WOR: ISMNSD 
Aw 


pete te ee 
bad pa fh ps Pe fe ah dh a 
wa 


NYwkNIYwNND’ 


Plattsburg 
Rochester 

Syracuse 

Bridgeport, Conn. 


“eS ee ao oy eee ee 
We vindeerts a eae eae 
oe ra a Ee 
the 


~ 
USwopOwWDoOW Wah:- 


‘Ag: 
aA 


New Haven .... 
Bangor, Me. .... 
Portland 


Concord, N.H. 
Lancaster 
Manchester .... 
Portsmouth .... 
Providence, R.I. . 
Burlington, Vt. 
Rutland 


*Com. cons. t.c. prices 0. 15¢ higher. 


o Oe, see 
ee, ea ate 
sa “ee 
mine 
: NN: 


Pw 


— 
COXc~IDen pcos O OW O00 SII SIS 


09 ANIAIO AAD ANINIAIOISIIIIIN 


indo © 150 10 10 10 ‘in tn Dido tw O10 me wiv to So tnin into 
wt 
oi 
Re as 
uA 


Ph PE pet peek eat pdt Path fem jh th fh fed Pe fd fh ih fh eh fh fh fh fh 


GO PAD M9 9 0 DN BBD DV 3 GO DN I I I INN NN 
in 0 B00 05 eo Nine BAD 0 ~1 Biv oo 


14.1 
14.3 


UASSOooOOSOOOOOSSS OSS OSOS SOS 


— 
© 
oO 


®Mobil Kerosine 
Yard 


where levied are indicated in footnotes. Discounts if any, are shown 
in footnotes. These prices in effect May 15, 1957, as posted Pach 
principal marketing companies at their headquarters’ offices, b 
subject to later correction. 


Mobil 
*Mobilfuel 


obil 
(No. 4) 


+13.54 
+13.54 
+13.54 
Hy 30 


bbb bb 

pmb pet bah fe pt 

ARARN 
=. . 
=, . 
— 
—— 


t+ +o ++ 44 ++ 


leant til edadedt a 
- mM. NPN 
On CFU AYNAL. Ww: 


+ 
a 
Snead te te te He tt tt +++ 


— 
ee ee pet et et et pet feet 
DN. BENNY SNA 
+ ON OTR DWROND~I- ~I100- 


“ 
L ANDAIAAL ANAAN 


“> 
aA 


eee ee ee 
wT 

a 
PO 


New. 


eee 
- PRI 
+ o~n 


ee pt eek 
Peed td tte et 
COAwe 


3.5 
3.7 


Taxes: NYC prices are ex 3% city sales tax, Syracuse prices ex 2% city sales tax. 
ts: Mobil Kerosine & Mobilheat—NYC (all boroughs) & Mt. Vernon, t.w. less 0.5¢ for deliveries of 300 gal or more. Mobilfuel Diesel 


—all points, t.w. less 0.5¢ for deliveries of 800 gal or more. 
Notes: Premium-grade t.w. prices 2.5¢ above re 
Effective dates: S@May 1; xMay 10; tMay 11; 


ar. Jamestown t.c. mons are delivered, all other t.c. prices FOB bulk terminals. 
ay 13; +May 14; {May 15 





Indiana Tank wagon prices listed below were obtained by OIL- 

Standard GR corr ndents who visited Standard ori diana 

ancared bulk plants where the company’s prices are publicly 
post 


Red Crown Gasoline 


r) 
Dir. Cons. Gasoline Kerosine 1-99 
-W. T.W. Taxes T.W. gal 
19.3 17.1 16.1 
19.5 17.3 
18.8 
18.8 


Chicago, Ii. 
South Bend, Ind. 
Detroit, Mich. 
Mpls.-St. Paul, Minn. 

Moines, Iowa. . 
St. Louis, Mo. ..... 
Wichita, Kansas .. 
Omaha, Neb. .... 
Fargo, N. 2 


— 


aoe ae 
. +17.4* 
17.3 


_ 
a 
a 


+ 


Pe 


De eh pe eh feet lt pa Pe 


+15.8 
Ai5.8* Ai8.2 
14.5* 19.9% 
Huron, S. Pepe *  F: 
Milwaukee, Wis. <a Ce eee 
(a) See below for prices on larger quantities. 


© 


90 90 3A 190 
e 


WOO 1:0 01010 
oooooooooS 
n@WoOnroUnUni 


17. 
17, 
15, 
15. 
14. 
14, 
16. 
17. 
17. 


Sewormononi 


> 
3 


* 


Furnace Oi Fuel C 
100-399 400 gal 1-749"9 780 gal 1-749 750 gal 
& ov gal &over gal &over 
“6. 13. 4145 


Standard Furnace Oil 
iy 100-349 175-849 350 gal 850 gal 


12.45 10.4 


gal gal &over &over 
Mpls.-St. Paul 14.8* 
Milwaukee a 
Taxes: St. Louis line tax includes ag, city tax. Des Moines 
kerosine & furnace oil prices do not include ts state tax. State sales, 
occupation, consumer & use taxes to be added, where applica 
wane Red Crown c.t.w. prices at some points subject to 
ing discounts for quantity deliveries. 





emporary price. 
14; @Apr. 15; 


Effective dates: tJan. 10; @ Mar. @ Apr. 16; 


Prices are tank truck posting, ex all taxes, ly- 
Por tor Sigg ing for deliveries of 400 gal or more; see po 


for other deliveries. 
——€ he vron— 
Furnace Stove 
on On 


fie 
fu Ee 
#5 
uF 


San Francisco, Calif. 
Los Angeles 
Fresno 

Phoenix, Ariz. ..... 
Reno, Nev. 
Portland, Ore. 
Seattle, Wash. 


oes 
= 


2 7 
7 2 
0 5 
1 Bi 


sheds ok vebionistia Acthedk nds a teh a 


CORRODSN RSH % 


Boise, Idaho 

Salt Lake City, Utah 
Honolulu, T. H. ... 
Fairbanks, Alaska . 
Juneau 


Re ee ret eet pt et tt et ee et et 
tl APADADMABDAUwWS! 


244k ONA De ODL 
a 
PPO OO OOO OPO 00 
SOMUSOUUMWSSOSCSOSOS 
NN 
BSBSSERERERESS 
Sem moOnmOoDOOSODOSONS 
+: BUdSedS6e usu 


*Standard No. 2 Burner Oil. 


Taxes: Honolulu—Diesel/furnace oil price is ex 1¢ territorial tax; 
all T.T. prices are ex Hawaiian gross income tax of 1% to resellers, 
2.5% to consumers. 


Notes: snsaicte: other deliveries— 


Add = 400-gal-and-over price 1¢ for 40-1 
gu om | Oe for 2 r Oe ea to marine trade in 
if ft Hetais a 5, 5¢ f ay *&y 4) sy 
t a or 
ood tee ee rope A, trade. Chevron 


and less than 100 

prices are 3.2¢ higher than Chevron (regular) 

livered at points ro ve except Salt Lake City—3.0¢. 
Kerosine—Add nd-over price 11¢ for less than 20 

6¢ for 20-199 gal, Be for 200-399 gal; tank Be a pn trailer, 

3.5¢. Diesel, furnace & stove oils—Add to 400-gal-and-over price 5¢ 

for less than 40 gal, 1¢ for 40-199 gal, 0.5¢ for 399 gal. 


to ma 
(premium) 
‘or quantity de- 











@ Apr. 24; A May 1; + May 10 


USE OUR FAST, EASY-TO-READ 
PETROLEUM CALCULATOR CARDS 


ONE RATE ON A CARD. CARDS AVAILABLE FROM .07 TO .351 IN 1/10c STEPS ONLY 
EACH CARD SHOWS 1 TO 999 GALS. GALLONS PRINTED IN RED, PRICES IN BLACK 


New Feature: 1000 to 9000 GALS. in 1000 STEPS. 





FREE Descri n on Request 
: 8-6666 
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Price applies for kerosine only. 
Effective dates: + Apr. 25; x May 9. 







Heavy Fuels 





Newark, N. J. 
Baltimore, Md. 
Washington, D. C. 1,050 gal minimum 












ésso ey a 
Standard Dir. Cons. Gasoline No.1 Fuel No. 2 Fuel 
T.W. T.W. Taxes WwW. T.W. 

Atlantic City, N. J. 15.9 16.4 7.0 x15.8 x15.2 
Newark .. 15.9 16.4 7.0 x15.8 x15.2 
Baltimore, Md. .. 16.7 17.2 9.0 x15.3 
Cumberland .. 17.6 18.1 9.0 x17.3* 
Washington, D. C. 17.2 17.7 9.0 ve x15.7 
Danville, Va. .... 18.0 18.5 9.0 16.5* 15.9 
Petersburg 17.4 17.9 9.0 x16.6 x15.8 
Norfolk 16.8 17.3 9.0 x16.2 x15.0 
Richmond ia 8h 9.0 x16.2 x15.4 
Roanoke . 18.5 19.0 9.0 17.6* 16.6 
Charleston, W. Va. 17.3 17.8 9.0 16.0* 
Fairmont .. .. 183 188 9.0 17.7* 
Parkersburg 17.6 18.1 9.0 16.5* 

eeling 17.7 18.2 9.0 16.8* 
Charlotte, N.C. 16.7 17.2 10.0 16.1 15.3 
Hickory . 17.0 17.5 10.0 16.4 15.6 
Mt. Airy . 17.2 17.7 10. 16.7* 15.9 
Raleigh 17.4 17.9 10.0 17.0 16.3 
Salisbury "Sy ee 10.0 16.1 15.3 
Charleston, S. C. 16.4 16.9 10.0 x14.6 
Columbia eres 1 Bee 10.0 16.1 
Spartanburg 16.8 17.3 10.0 15.0 

ew Orleans, La.. 16.2 16.7 10.0 14.6 ae 

Baton Rouge . 16.1 16.6 10.0 14.4* 
Alexandria 17.1 17.46 10.0 15.5* 
Lake Charles 15.9 16.4 10.0 14,3* 
Shreveport 16.9 17.4 10.0 16.4* 
New Iberia 16.5 17.0 10.0 14.8* 
Knoxville, Tenn. . 17.3 17.8 10.0 15.9* 
Memphis . 17.1 17.6 10.0 15.6* 
Chattanooga 17.2 17.7 10.0 
Nashville <r 18.0 10.0 15.9* 
Little Rock, Ark. 17.1 17.6 9.5 16.3* 


No. 4 Fuel No. 6 Fuel 


+4.654 
+4.89 
+5.08 


Taxes: Louisiana kerosine prices do not include 1¢ state tax. 

Notes: Kerosine/No. 1—Atlantic City prices are for deliveries of 
300 gal or more; add 1¢ for 100-299 gal, 2¢ for less than 100 gal. 
Premium-grade t.w. prices 2.5¢ above regular. 


+3.784 
+3.83 
+3.93 








Atlantic Atlantic Gasoline (Keguiar) Aerusine Neo. 
‘ Cons. o. | Fuel 
Refining T.W. T.W. Taxes FuelT.W.  T.W. 
Philadelphia, Pa. x15.95 x15.2 
Reading x16.35 x15.6 
Allentown x16.35 x15.6 
Harrisburg x16.35 x15.6 
Wilkes-Barre ‘ P x16.65 x15.9 
Williamsport x16.65 x15.9_ 
Pittsbur x16.9 x15.95 
Altoona x16.9 x15.95 
Erie ; x16.9 x15.95 
Greensburg A x16.9 x15.95 
Wilmington, Del. 16.6 17.1 8.0 ‘ 
Hartford, Conn. 14.6 ++16.6 9.0 se 
New Haven 16.8 17.3 9.0 $15.5 
Boston, Mass. 13.9 15.9 8.0 a 
Springfield 14.9 16.9 8.0 116.2 
Providence, R. I..xx13.9 15.8 7.0 415.4 
Camden, N. J. 15.9 16.4 7.0 @15.8 @15.2 
Newark 15.9 16.4 7.0 @15.8 @15.2 
Albany, N. Y. 17.0a 17.5 7.0 16.7 15.7 
Binghamton 17.3 17.8 7.0 16.9 16.0 
Buffalo 17.4 17.9 7.0 17.5 16.9 
Elmira 17.3 17.8 7.0 17.1 16.5 
Rochester 17.4 17.9 7.0 17.2 16.3 
Syracuse +16.4 +16.9 7.0 
Watertown 18.5 19.0 7.0 18.4 17.1 
Baltimore, Md. 16.7 17.2 9.0 15.7 
Richmond, Va. 17.2 17.7 9.0 16.5 15.7 
Charlotte, N. C. . 16.7 017.2 10.0 16.1 15.3 
Jacksonville, Fla.. @16.9 16.9 10.0 
Miami Al6.9 16.9 10.0 i 
Pennsylvania* Heavy Fuels 
Zone 1* Zone 2* Zone 3* Taxes No.5 No.6 
Suggested retail 19.9 20.4 20.9 9.0 Phila. 810.63 8.96 
Dealer cost: 
23% below 
suggested retail 
Consumer t.w. 15.8 16.2 16.6 9.0 


Notes: Premium-grade t.w. prices 3.5¢ above regular. Kerosine— 
Penna., add 1¢ gal for t.w. deliveries under 100 gal at one time. 
Camden—Add 1¢ for deliveries of 100-299 gal, 2¢ for under 100 gal. 
*Zone 1: Phila., Del., Chester, Bucks & Montg. counties. Zone 2: 
Adams, Berks, Carbon, Columbia, Cumber., Dauphin, Franklin, 
Juniata, Lacka., Lancas., Leban., Lehigh, Luz., Lyc., Monroe, Mon- 
tour, North., Northum., Perry., Schuylkill, Snyder, Sullivan, Union, 
Wyoming, York. Zone 3: All other counties. 

* Atlantic’s 3-zone system initiated 12 midnight, April 17. 

Effective dates: + April 12; @ April 18; A April 22; xx May 1; 
xMay 7; @May 9; @May 10; tMay 14; @May 15. a—correct on and 
since April 12. 





Build for 


Build with 
PORCELAIN ENAMEL 
PANELS and SIGNS 


by & 
It's good business to dress up your 
station with National Porcelain En- 
amel Panels and Signs. They can't 
fade, will retain their good looks for 
years, require a minimum of upkeep. 





Porcelain Metal Products Division 







Executive Offices: 







Manufacturing 
2 Gateway Plants: 
Center Carnegie, Po. 
Pittsburgh, Pa & Charlotte, N.C. 
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can 


Uniform wall thickness 
—no weak spots 


Extra heavy reinforcing rim 


Larger diameter cam ears 
for longer service life 


Extra 
Hi-Strength Stainless 
forged Steel pins 
handles —greater 
—greater safety and 
economy longer 
service 
Uniform heavy wall thickness 


—no weak spots 


Recess retains gasket 


in coupler 


proper placement 


EVER -TITE COUPLING CO. INC., 254 WEST 54th STREET, NEW YORK 19 


Superior quality 
—precision machined 






Only EVER-TITE Quick Complin 


make all these claims 

























Superior quality 
—precision machined 
—accurate tolerances 


and assures 

































Tank Wagon Prices 





Ohio Standard 


Sohio X-Tane Gasoline 
(Regular No.2 


Consumer 


Sohio- 
T.W. Heat 


20.3 J é ‘ 15.1 

‘ 20.8 ‘ , * 15.1 

Cincinnati * 20.8 . " , 15.1 
Cleveland ; 20.8 y . . 15.1 
Columbus 17. 20.8 . ; 4 15.1 
20.8 ‘ , . 15.1 

és : 20.8 21.9 y ‘ ‘ 15.1 

Mansfield Seer ‘ 20.8 21.9 . g * 15.1 
Marion .... se 4 20.8 21.9 K : ; 15.1 
Portsmouth .... “3 2 20.8 21.9 e ’ . 15.1 
Toledo << ony +19.8 x17.9 . . 4 15.1 
Youngstown .. 17.3 20.8 21.9 . ; ; 15.1 
Zanesville 17.3 20.8 21.9 8.0 16.1 16.1 15.1 


Notes: Kerosine, Nos. 1 & 2 Fuels—Prices are for 100 gal or more; for 50-99 gal, add 1¢; 
1-49 gal, add +. Premium-grade prices: consumer t.w. & s.s. 4¢ above regular, resellers 3. ¢ 
above regular. S.S. prices are at company-operated stations. 

Effective dates: + 2:00 p.m. May 3; x May 14. 





Imperial Oil (Prices are per imperial gal., to arrive at price per U. S. gal., subtract 1/6th.) 
Esso 


(Esso Gasoline Regular) Furnace Oil 
Dealer Gasoline Kerosine No. 2 fuel 
T.W. Taxes T.W. T.W. 
Dic NR 5 ki cta sean ee s kee eks 24.2 17.0 26.7 19.7 
ae Eee rer eee 23.2 17.0 25.7 18.7 
ep a es. SIRS a waceows . 15.0 27.7 18.7 
Charlottetown, P.E.I. ; : 3. 16.0 28.2 20.6 
Diomirenl, me... o.oo bcc tc a cece 23.6 13.0 26.6 19.3 
Pe IE os duicdebk cece hbeleees ad 13.0 26.3 18.8 
RN TIN eS os Near ee sks 3 13.0 26.3 18.8 
WI ORR 55.6 65 ADs : 11.0 28.5 18.4 
I I. sido SRS Ee 4 11.0 28.5 20.6 
RN a oe 6 Se OAR ED ; 12.0 25.2 17.1 
CO ea a : 12.0 27.9 17.4 
oe | SER praipes, ) Ounce ft one 10.0 24.6 16.4 
FOS (8 oS. a ckew cei oS : 10.0 23.9 15.7 
NOE Te Se es es se wee was : 10.0 25.9 18.6 
Taxes: Gasoline taxes are provincial taxes. 


Notes: 
Premium-grade gasoline t.w. prices 3¢ above regular. 








NOW! Refinished 
PERMA-VIS COMPUTER WHEELS 


for as little as 
Of 18 WHEELS 


You can get refinished PERMA-VIS 
wheels (with INDENTED figures) by 
sending in your used, old-style computer 
wheels as exchange replacements — or you 
can buy them from us outright. Save money 
in your pump-repair program, reduce mainte- 
nance costs, and insure longer computer life 
in-the-field. Try our GUARANTEED service 
and prompt delivery for the very finest there 
is in computer-wheel and totalizer refinishi 


WRITE TO-DAY 
for Complete Details 


PER COMPLETE SET 


the CAMBRIDGE company 


80 MILTON STREET, EAST DEDHAM, MASS, 








Gasoline Kerosine 
line Tank Re 
T.W. Retail Taxes Wagon tail 
Dallas, 
* “ 16.3* 20.8 8.0 14.3 18.5 


Fort 

Worth 16.3* 20.8 8.0 14.3 18.5 
Houston 16.2 21.7 8.0 143 18.5 
San An- 

tonio 16.5* 20.8 8.0 143 18.5 
Notes: T.W. prices are to all classes of 
dealers & consumers, Esso Extra t.w. prices 
2.5¢ above regular; Golden Esso Extra 2.5¢ 
above Esso Extra to contract dealers only. 
*Sales to contract dealers 15.6¢. 


Humble 
Oil 


Gaso- 


Kentucky 
Standard 


Jackson, Miss. 
Vicksburg ....... 
Birmingham, Ala. . 
Mobile 
Montgomery ...... 
Atlanta, Ga. 


Savannah .. - 
Jacksonville, Fla 
Miami..... 
Pensacola .... 
Tampa 

Taxes: ; 
Gasoline tax column includes these ci 
county taxes: Mobile, 2¢ city; Birmingham, 
1¢ county; Montgomery, 1¢ city & 1¢ county; 
Pensacola, 1¢ city. Other taxes not inclu 

in prices: Georgia, kerosine, 1¢; Mont 

ery, kerosine, 1¢; Mississippi, kerosine, 0.5¢. 


— ee ee 

BNP R2e2oNN ISO 
PADDND—SwoUSaUUA 
AANIAIAAIAAADAAADAA IC 


— tt et et et et pes eh te 
> weoSoonononrooa 


ped 

ia 

ot pas bt ed 

SKSooe cwewenmn=-o 

SSoCOUMUNSOSOoSSOOS: 
< 


Fire-Chief Gasoline 

Texas Co. (Regular Grade) Kerosine 

Gasoline Dealer 

T.W. Taxes T.W. 

Dallas, Tex ... 
Ft. Worth ..... 
Wichita Falls .. 
Amarillo 
Tyler 
El Paso 


San Angelo ‘ss 
Waco 


UNSaULUUUWL 
SCosoooocosooesoSo 


San Antonio... 16. , 
Port Arthur ... 16,2 14.3 

Notes: T.W. prices are for min. 50-gal. de- 
liveries; they apply to dealers & consumers. 
Premium-grade t.w. prices 3.5¢ above regu- 
lar, except Amarillo and El Paso, 2.5¢ higher. 


9° 90 G0 60 G0 Ge 90 


Continental Oil 

(N. B. Prices are Continental’s tank wagon 
prices. Current selling prices may vary from 
those shown because of local conditions). 


Gasoline 
T.W. Gasoline Kerosine 

(Regular) Taxes T.W. 
Denver, Colo. . J 
Grand Junction 20.2 
Puebl 18.3 
18.4 
18.4 


© 
rc) 


—_— 
es PmOS OS © 
NeAWASOACCASLUAUN 
—_— _— oe 
POCO CCeeSSSOSwCwoS© 
UAMOUMooocosooosocoso 


Muskogee, Okla. 
Oklahoma City 
Tulsa K 5 


Taxes: Gasoline taxes include these city 
anes; Albuq “ ue & ee 0.5¢; Santa 
e, » 1é. 


C aiededamtad tLe led =) 
YDAN AI = aornns 
WOmPUUwWiocUU caw: 


St tas ee ek ose Ame DID 


NATIONAL PETROLEUM NEWS °* June, 1957 



























Crude Oil Prices 





c 


2.73 2.42 2,39 


it 6eriedasntecwns 2.75 2.46 2.48 
DS clans sGaesetnncete 2.77 2.48 2.47 
PRR Pere 2.79 2.61 2.61 
Ma wid vigainecatkaes 2.81 2.54 2.55 
PTS Lad cts pecan dined 2.88 2.57 2.59 
EES Oh aivn os dk b-saates 2. 2.60 2.63 
PEC coe asééddeBenedes 2.87 2 2.67 
Sk ss oséoceteetee 2. 2.66 2.71 
Ss sv cikdakdnds eete's 2.91 2.69 2.75 
IES 5 s:s's caun nes segues 2.98 2.72 2.79 
SE Be bei udies kakuaes 2.95 2.75 2.83 
SPs cane cbeWinsvecdecs 2.97 2.78 2.87 
EN add cediahnes cueice 2.99 2.81 2.91 
rh ws ko eede ceween 8.01 2.84 2.95 
rc pn. 04 dakun wavs 3.08 2.87 2.99 
CR: UNscheveragees 8.06 2.90 3.08 
SINGS as halen obey bhoinne 8.07 2.98 3.07 
EN Ti cdoci'ceckocnces 8.09 2.96 3.09 
CECE eka ccvnseeaaues 8.11 2.99 3.11 
I re ery 8.18 $3.02 3.138 
eer 8.15 $8.05 8.15 





Domestic—Prices in effect May 15, 1957, but subject to later correction: 








FIELDS EAST OF CALIFORNIA 


F G H I J 





D 





2.68 2.66 2.93 2.98 3.03 2.88 3.08 
2.70 2.68 2.95 3.00 3.05 2.90 3.10 

72 2.70 2.97 3.02 8.07 2.92 38.12 
2.74 2.72 2 3.04 3.09 2.94 8.14 
2.76 2.74 3.01 8.06 3.11 2.96 3.16 
2.78 2.76 $8.08 3.08 3.18 2.98 3.18 
2.80 2.78 3.05 3.10 3.15 3.00 3.20 
2.82 2.80 $3.07 38.12 3.17 3.02 3.22 
2.84 2.82 3.09 3.14 3.19 3.04 3.24 
2.86 2.84 8.11 8.16 3.21 3.06 3.26 
2.88 2.86 $8.18 3.18 3.238 3.08 3.28 
2.90 2.88 3.15 3.20 3.25 3.10 3.30 
2.92 2.90 3.17 3.22 3.27 3.12 8.82 
2.94 2.92 3.19 3.24 3.29 3.14 3.34 
2.96 2.94 3.21 3.26 3.31 3.16 3.36 
2.98 2.96 3.23 3.28 3.33 3.18 3.38 
8.00 2.98 $8.25 3.30 3.35 3.20 3.40 
3.02 3.00 38.27. 3.82 3.37 3.22 3.42 
3.04 3.02 3.29 3.34 3.39 3.24 3.44 
3.066 3.04 3.31 3.36 3.41 3.26 3.46 
8.08 3.06 3.38 3.38 3.43 3.28 3.48 
8.10 3.08 3.385 38.40 3.45 3.30 3.50 


in $ per bbl. of 42 U. S. gal. at the well. 











= 
2 
7 
” 
© 








oo «eeee «68.16 8.75 8.260 «2.40 «2.60 
14 2.30 2.20 2 8.28 2.42 2.62 
19 2.384 2.24 2.79 $8.30 2.44 2.64 
24 2.38 2.28 2.81 3.382 2.46 2.66 
29 2.42 2.32 2.88 3.34 2 2.68 
$4 2.46 2.36 2.85 3.36 2.50 2.70 
89 2.50 2.40 2.87 3.38 2.52 2.72 
44 2.54 2.44 2.89 3.40 2.54 2.74 
49 2.59 2.49 291 3.42 2.56 2.76 
54 2.64 2.54 2.98 3.44 2.58 2.78 
59 2.69 2.59 2.95 3.46 2.60 2.80 
68 2.74 2.64 2.97 3.48... 2.82 
67 2.79 2.69 2.99 3.50 2.84 
71 2.838 2.73 3.01 3.52 2.86 
7 2.87 2.77 3.038 3.54 2.88 
.79 2.91 2.81 3.056 3.56 2.90 
83 2.95 2.85 3.07 3.58 2.92 
.87 2.99 2.89 3.09 3.60 2.94 
89 3.01 2.91 3.11 3.62 2.96 
91 3.03 2.93 3.13 3.64 2.98 
98 8.05 2.95 3.15 3.66 3.00 
95 38.07 2.97 3.17 38.68 3.02 








Prices are shown by states and by general 
areas in most states. 


GRAVITY SCHEDULES 


ALABAMA—Citronelle 
10¢ above Schedule D: Gulf. 


ARKANSAS 
Bear Creek, Stephens & Other Fields: 
Schedule D: Esso, Arkansas Fuel, Sohio. 
Cairo & Other Fields: 
Schedule A: Esso. 
—— & Other Fields: 
above Schedule D: Esso, Arkansas Fuel, 


io. 
Haynesville & Other Fuels: 
10¢ above Schedule A: Esso. 


COLORADO 


er: 

Schedule A: Phillips. 
dams, Logan, Morgan, Washington, & Weld 

Counties : 
Schedule E: Stanoli 





d, Pure, Si 


KANSAS 
Schedule A: Stanolind for all counties ex- 
cept Ellis, Graham, Osborne, Rooks, Russell, 
and Trego. Phillips for Greenwood County. 
le C: Stanolind Mf Ellis, Graham, 
Osborne, Rooks, Russell, and Trego Counties. 
Phillips ‘for all fields except Greenwood County. 
Pure, Sinclair, Texaco for all fields. Continental 
for Barton, Cowley, Ellsworth, Harvey, _ 
Pherson, Reno, Rice, Rooks, Russell, Sedgwick 
= pera Counties. Cities Service for ali 


LOUISIANA—Central 
Catahoula Lake & Other Fields : 


F: q 
Hemphill & Other Fields: 


{ : 
Olla & Other Fields: 
Schedule H: Esso, Arkansas Fuel, Sohio. 


LOUISIANA—Coastal 
Edgerly & so Fields : 
Schedule G: Gulf. 


Bayou — $408 28° 








10¢ above Schedule 0 (24-29 gravity): Sun. 
LOUISIANA—East 
Bee Brake: 
Schedule I: Esso. 
Farview, see wR, Fields : 
Holly “Rare woth oun, | = 
Rae ANA~Serth 


> = ER, 
Lisbon & Sugar Creek: 
Schedule D: 
Athens, Caddo & Other F 
10¢ above Schedule Ady ge 











June, 1957 + NATIONAL PETROLEUM NEWS 


LOUISIANA—South 

Lake Washngton: 
Schedule F: . 

Anse La Butte & Other Fields: 
Schedule H: Esso, Texaco. 


MISSISSIPPI 

Carthage rent & Sie Fields : 
Schedule F: 

Fayette & Other Fields: 
— G: Esso, Sohio. 


Hhedule : Esso. 
Eucutta & Omen Fields : 
50¢ below Schedule E (18-30 gravity): Gulf. 


MONTANA 
Elk Basin (Frontier) : 
Schedule E: Stanolind. 
Elk Basin (Embar-Tensleep & Madison): 
Schedule K: Stanolind & Carter (schedule 
extends down to 15 gravity). 
Sour Crude: 
le K: Continental. 


Sweet Crude: 
Schedule E: Continental. 
Cut Bank 
Schedule A: Phillips, Carter, Texaco. 


Pondera: 
Schedule M: Phillips. 


NEBRASKA—Denver-Julesberg Basin 
Schedule E: Stanolind. 


NEW MEXICO—Intermediate Crude 


Schedule E: Gulf, Phillips, Stanolind, Tex- 
aco, Shell, Magnolia (schedule ends with 
below 15 gravity), Continental. 


NEW MEXICO—Sour Crude 


Schedule Q: Gulf, Phillips, Stanolind, Texaco, 
Sinclair, Magnolia, Continental. 


NORTH DAKOTA 
Schedule A: Stanolind, Pure. 


OKLAHOMA—Sweet Crude 
Schedule A: Phillips, Stanolind, Carter, 
Texaco, Continental, mznolia. Pure, Cities 


OKLAHOMA—Sour C 
B: Stanolind, Carter, Texaco, Shell, 
Pure, Cities Sinclair’ (schedule ex- 


tends down to = poo Hh any Magnolia. 


TEXAS—East Texas Field 


$3.25 Fiat Price: Cities Service, Humble, 
Phillips, Texaco, Ay = Gulf, Stanolind, 
Sohio, Magnolia, Shell, Sun. 


TEXAS East Central 
Schedule N: Humble, Pur 











TEXAS—Gulf Coast 
Goose Creek & Other Fields: 
Schedule O: Stanolind. 
10¢ above Schedule 0 

Humble, Sun, Gulf. 
Hastings & Other Fields: 
Schedule O: Humble. 
Anahuac & Other Fields: 

Schedule J: Humbic, Sun. 


TEXAS—North, North Central 

Schedule A: Stanolind, Texaco, Continental, 
Pure, Sinclair, Magnolia (schedule ends with 
below 29 gravity). 
TEXAS—Northeast (Asphalt Crudes) 
Taleo & Other Fields: 

Schedule P: Texaco, Humble (schedule ex- 
tends down to below 15). 


TEXAS—Panhandle 
Carson, Gray, Hutchinson, & Wheeler Counties: 
Schedule Q: Humble, Texaco, Magnolia 
(schedule ends with below 29 gravity), Phillips. 
Quinduno: 
Schedule A: Phillips. 


TEX AS—Southwest 
Kelsey & Other Fields: 
Schedule J: Humble, Sun. 
Mirando & Other Crudes: 
30¢ above Schedule J (24-29 gravity): 
Humble, Sun, Texaco. 
25¢ above Schedule J (24-29 gravity): Sin- 
chair, Magnolia. 
Refugio Light & Other Crudes: 
20¢ above may oy H: Humble. 
Refugio Heavy Other Crudes: 
830¢ above “Echedule J (20-26 gravity) : 
Humble. 


TEXAS—West Central 
Schedule E: Humble, Stanolind, Texaco, 
Shell, Pure, Cities Service, Magnolia (schedule 
ends with below 25 gravity). 
TEXAS—West Texas Sweet 
Sine A: Gulf, Phillips, Stanolind, Tex- 
. Pure, Cities Service, Magnolia 
hate ends with below 25 gravity). 
Schedule E. Gulf, Sinclair. 
TEXAS—West Texas Intermediate 
Schedule E: Gulf, ary Stanolind. 


TEXAS—West cas 
Schedule Q: 


(24-30 gravity) : 


sit, Philip, ge Hum. 
ities Service, Sinclair 


Schedule K 
Winkleman Dome & Other Fiel 

Schedule K: = oa ‘Sinclair, cane. 
lind O & G (schedule down 15 
gravity), Continen 

Schedule L: 








Crude Oil Prices 





FLAT PRICES 


ARKANSAS 

Smackover (Ark. Fuel) ..... $2.68 
ILLINOIS 

Ill. Basin (Carter, Texaco, Ohio Oil, 

Shell, Magnolia, Pure, Ashland, 

OD Ok cca cb puuen esau a cok cde 3.15 
Ii. (Sohio) Svsivnce kate 5 atinds caer wes 3.15 
Dudley field (Sohio) .................. 2.84 
Papeeseth (ORRe OM) .0.5 cece cbeas 2.82 
INDIANA 
OD: GLa nec wed chicane were 3.15 
KENTUCKY 
Butler Co. area (Owensboro- 

NED. Sn cou cck a camede Gan oa on 6 hah 3.15 
Owensboro area (Ashland) ........... 3.15 
Ragland Grade (Ashiand) ............ 2.62 
Somerset Grade (Ashland) cae 3.02 
Western Ky., all fields & pools 

SE LinU ONG vib yok oes Dawns, Genes 3.15 


OUISIANA 

pens CORe | ia bac eden kvtcstes 3.35 
Se SANENONNNID 5 5s & hws wo males Dae hows 3.35 
ee. RA COD nas chawecesscuewe 3.21 
PN CNOUE MER Oca oe ee 3.44 
Ville Platte (Continental) ............ 3.45 
MICHIGAN 

Only lowest and highest postings of each 


company are shown below. 
Bay Pipe Line: 
Deep River 
(sour) ‘ 
Lake George 





MICHIGAN 


Leonard Pipe Line: 


Clare City 


Fork & other fields ... 


ure: 


Adams & Deep 


Coldwater 
Simrall: 


Grant 


River 


Barryton-Sun Denslow 


Sohio: 
Coldwater 
MISSISSIPPI 


Baxterville: 
Condensate 
Crude 


MISSOURI 
St. Charles 


MONTANA 


(Gulf) 


(Sohio) 


(Gulf) 


Darling (Carter) 





OHIO 

Cleveland & 
Corning 
Corning ( 
Lima (Sohio) 


PENNSYLVANIA—Penn. 


other fields 
(Ashland) .... 
Seep) 


Allegany, N. Y. (Sinclair) 


Bradford, Pa. (See 
J Va. 


ureka, 


Middle Penna. 


Southwest Penna. 


Pp 
(S 
(Seep) 
(Seep) 


Zanesville, Ohio (Ashland) 


NSE Sa 


(Sohio) 


Grade 


2.98 


3.05 
3.29 


2.48 
3.06 


3.25 
2.00 


3.15 











NPN Gasoline Index 


Dealer T.W. Tank Car 
(cents per gal.) 
May 15 .. 16.79 13.44 
Month ago 16.89 13.42 
Year ago . 16.08 12.38 





Dealer index is an average of dealer 
tank wagon prices ex tax in 50 cities. 

Tank car index is weighted average of 
following wholesale markets for regular- 
grade gasoline, FOB refineries or ter- 


minals: Oklahoma, Chicago District, 
Minneapolis-St. Paul, Western Pennsyl- 
vania, California, Philadelphia, Jackson- 


ville, Boston, and Gulf Coast. 














TEXAS 
Chapel Hill: 

Condensate (Sinclair) 3.25 

Crude (Sinclair) 3.18 
Clay Creek (Sun) ei 2.90 
Conroe (Humble, Sun, Texaco) 3.53 
Darst Creek (Humble) ..... 3.04 
Tomball (Humble, Magnolia) 3.53 
Van (Humble) 3.13 
Van (Pure) 3.08 
WYOMING 
Big Sand Draw Condensate 

(Sinclair) ; bas 3.25 








CALIFORNIA 
S. O. California prices. All gravities above those quoted take highest price offered for field specified. 
Coal- Buena Elk Huntington Kettleman 

Gravity inga Vista* Hillst Beach Inglewood 
PRR =r $2.60 $2.54 ove Goss coes cons 
SPP ids sev susiaew es 2.64 2.59 inte gees eeee ieee 
oe ES See 2.68 2.63 pa re $2.76 $2.78 ose 
a, SS ers 2.73 2.68 is 2.79 2.81 Hebe 
wage ee Ae 2.77 2.72 eee 2.82 2.84 ent 
BN ae Utne is 6 bac 2.81 2.77 er 2.85 2.88 aes 
SS eae 2.85 2.82 hao 2.89 2.92 oes 
MNOS cn act cop cas yeses 2.89 2.87 Sues 2.98 2.95 éve 
5 Se,” 2.93 2.92 sae 2.96 2.98 tone 
eg Re eee 2.97 2.96 awe 3.00 3.01 er 
MENG «0 Viviun ehec eects 3.01 3.00 a ee 3.04 3.05 see 
, are 3.04 3.05 ae 3.07 3.09 sa 
| OF ES erie 3.08 3.10 rs ae 3.10 3.12 swine 
I 2 CL on ee hs even 3.11 3.15 $2.92 3.13 3.15 cone 
ES eae 3.14 3.20 2.96 3.16 3.18 eee 
os o_O ee 3.18 3.25 3.01 3.19 8.21 eves 
INL x he owatsewenne cs 3.21 3.30 3.06 3.23 3.24 seve 
> Re ee 3.25 3.35 8.11 3.27 3.28 thie 
5 ty, PPE ee 3.29 3.40 3.16 3.31 3.32 sane 
RGR tte: 3.33 3.45 3.21 3.34 3.36 $3.27 
8 SE ee 3.37 3.48 3.27 3.37 estan 3.32 
. eae eres 3.41 3.50 3.32 3.40 8.37 
ap ES Soe 3.45 3.53 3.37 eee 3.42 
ee Re nae 3.49 cease 8.41 3.46 
. | 32 Seeee ek: 3.53 8.45 3.50 
aS ee 3.56 3.49 3.55 

_ ERR a 3.60 3.53 3.60 
pele, ip EE TE ATE 3.64 3.58 3.65 
GOB D, 5) csiscegassiess 3.68 3.62 3.70 


+Stevens Zone. 
*Long Beach. 











Signal Wheeler 

i Torrance Ridge Wilmington 
$2.67 $2.72 pre $2.78 
2.71 2.75 tee 2.81 
2.74 2.77 $2.66 2.84 
2.78 2.80 2.71 2.88 
2.82 2.83 2.76 2.92 
2.85 2.86 2.81 2.95 
2.89 2.88 2.86 2.98 
2.93 2.90 2.91 3.02 
2.97 2.93 2.96 3.05 
8.01 2.96 3.02 3.09 
3.05 2.99 3.07 3.13 
3.09 3.03 3.12 3.16 
3.13 3.06 3.16 3.19 
8.17 3.10 8.21 3.23 
3.22 8.15 3.26 3,28 
3.27 eeais 3.31 3.33 
3.32 3.36 3.37 
3.38 8.41 3.41 
3.44 $.45 apes 
3.50 3.50 
8.56 3.54 
3.61 3.59 
3.65 bene 
3.68 
















330 West 42nd Street 
New York 36, N. Y. 


Price per copy: $1.00 





Write: Reader Service Department 
National Petroleum News 


FOR EXTRA COPIES OF 
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Foreign—Prices in effect May 15, 1957, but subject to later corrections; in $ per bbl. of 42 U. 5. gal., except as noted. 


VENEZUELA 

Prices per bbl. for cargo-lot quantities, FOB vessels at ports shown; effective at time vessel 
tenders for loading; subject to change without notice, and to availability and other terms stated 
below; 2¢ per bbl. differential per degree of gravity applies for gravities below and above those 
shown, except as noted. Prices for crude oil sold at points other than those indicated ane 
to variation from prices shown below to reflect any change in transportation and terminalling 
requirements. Key to companies posting: 1—Colon Development, 2—Compania Shell de Vene- 
zuela, 3—Creole Petrolum, 4—International Petroleum, 5—Mene Grande, 6—Richmond Explo- 
ration, 7—Sinclair Oil & —_—* ony Mobil Co. de Venezuela, 9—Texas Petroleum. 
Crude FOB Port Posted 


By 
Puerto La Cruz .. aeiese 
Bachaquero Las Piedras/Amuay 
Bachaquero Las Piedras 
Bachaquero Las Piedras 
Bachaquero Heavy Las Piedras i 
Bolivar Dist. Heavy Bachaquero, Cabimas 
Bolivar Dist. Heavy Cardon fees 
ve Dist. Heavy Lagunillast 


Anaco Wax 


Las Piedras 

Las Piedras .... 
Cruces/Manueles 
Cruces/Manueles 
Cumarebo 
Guanipa 
Guanipa ..... y 
Guere (Crude Waxing) . : 
Jusepin 
Lagomar 
Lagomar 
Lagotres . 
Lagunillas 
Lagunillas Heavy 
Lagunillas 
Lagunillas 
Lagunillas 
Lagunillas 


Caripito 
Cabimas® 
. Cardon . 


. Bachaquero ; 
About 15/16 


eee Flat 
Las Piedras .... About 15/16 
Las Piedras 4 Flat 
Las Piedras .... ia te Flat 
Lagunillast .... About 15/1 
Amuay... ..e.e 240-249 
Puerto La Cruz .. 
Puerto La Cruz ... 
Cardon .. 
Las Piedras 
Las Piedras .... 
Las Piedras 
Las Piedras .... 
Palmarejot 
. Palmarejot ; 
Puerto La Cruz 
Puerto La Cruz . 
San Lorenzot 
Caripito .. 
Puerto La Cruz 
Puerto La Cruz . 
Puerto La Cruz . 
Puerto La Cruz 
Puerto La Cruz . 
Caripito 
oe ee ae 
Capure (Pedernales)t 
Caripito .. sin 
Puerto La Cruz . 


WWW WWW Www mWrmmrpPy 


Mara Pesado .. 
re 


RPEAARASSHISSSS SS: 
POOCOCHLOSLESEOOCOO’O 


Paconsib 
Pedernales 
Quiriquire 
Rincon 
Santa Rosa .. 
Stabilized Condensate 
Santa Rosa 
Stabilized Condensate 
San Joaquin 
San Joaquin 
San Joaquin 
San Joaquin 
Santa Barbara- 
Officina Blend 


Puerto La Cruz . 


Puerto La Cruz 
Puerto La Cruz 
Puerto La Cruz 
Puerto La Cruz 
Puerto La Cruz 


Puerto La Cruz 
Las Piedras 
Cabimase 


Temblador 

Temblador 

Tia Juana Light 

Tia Juana Medium 

Tia Juana 102 L.P. ...... 
Tia Juana Heavy 


0-24. 51 
fo. EOS ee Sarr 16.5-16.9 1.95@ 
Differential per 4 degree gravity: *2.5¢ bbl. @3.5¢ bbl. xDifferential of 2¢ applies for each 
full 1 degree gravity about 41.0, 2.5¢ for each full 4 degree gravity below 41.4. tShallow 
draft only. @ ter mooring. #Also available at La Salina at 3¢ bbl. less. tAlso available 
FOB Puerto La Cruz. 





PERSIAN GULF 


Gravity Price 


Cc 

Arabian (ex Rastanura) 
Esso Export, M. E. Crude Sales, 

34-34.9 $1.93 


Mobil Overseas . 
Arabian, Safaniya (ex Rastanura) 
Export, M. E. Crude Sales, 


Mobil Overseas 27-27.9 1.68 
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1.87 
35-35.9 1.85 


Basrah, Iraq (ex Fao, lraq) 
CF 


BP Trading, Mobil Overseas, 
Esso Export, Shell Pet. .... 


MIDDLE EAST 


iranian (ex Bandar Mashur) 34-34.9 1.91 
BP Trading, Esso Export, Shell Pet., CFP 
Mobil Overseas, Texaco (Iran), Am. Indepen- 
dent, Iran Atlantic, Richfield Iran, Signal 
Int'l, Sohio-Iran, Tide Water-Iran, Hancock 
Int'l, Pac. Western-Iran, San Jacinto East- 
ern, N.1.0.C. 

Iranian Light (ex Abadan) 34-34.9 1.86 
BP Trading, Esso Export, CFP (Iranian 
Branch), Shell Pet., Gulf Int’l, Iran Calif., 
Mobil Overseas, Texaco (Iran), Iran Atlantic, 
Richfield Iran, Sohio-Iran, Tide Water-Iran, 
Hancock Int’l, Pac. Western-Iran, San Jacinto 
Eastern, Signal Int’l, Am. Independent. 

Iranian Heavy (ex Abadan......31-31.9 1.67 
BP Trading, CFP (Iranian Branch), Shell 
Pet., Iran Calif., Mobil Overseas, Tide Water- 
Iran, Pac. Western-Iran, Texaco (Iran), Iran 
Atlantic, Sohio-Iran, Signal Int'l, Am. Inde 
pendent, Richfield Iran, Gulf Int'l, San Jacin- 
to Eastern. 

Kuwait (ex Mina-al-Ahmadi)....31-31.9 1.72 
BP Trading, Gulf Explor., Mobil Overseas. 

Quator (ex Said) 

Esso Export, Mobil Overseas 41-41.9 2.16 
BP Trading, CFP, Shell Pet. 40-40.9 2.08 
Eastern Mediterranean 


Gravity Price 


Crude 
Arabian (ex Sidon, Lebanon) 
Easo Export ................ 36-369 2.69 
M.E. Crude Sales, Mobil Over- 
seas $4-34.9 2.65 
Iraq (ex Tripoli, Lebanon/Banias, Syria) 
BP Trading, CFP, Esso Ex- 
port, Shell Pet. ......ccees- 
Mobil Overseas 


FAR EAST 


Price is in U.S. dollars per bbl. of 42 U.S. 
al., FOB Lutong, Sarawak, as posted by 
arawak Oilfields Ltd., ex local port or other 
government charges, for crude within gravity 
range stated, loaded in full cargo lots. 
Seria Light, 37-38 API $2. 
eR NN RNR 
Canadian Crude Prices 
Postings of Imperial Oil Ltd. Prices are 
in Canadian dollars per bbl. of 35 imp. gal. 
Alberta 
Acheson/Stony Plain 
Armisie 
Battle 
Duhamel 
Excelsior 
Fairydell 
Fenn-Bi 
Golden Spike 
Joarcam-North 
Joarcam-South 
Joffre 
Leduc-Woodbend 
Malmo D-2, L.c. .. 
Malmo D-3 .. 
New Norway D-2 
New Norway D-3 
Peavey 
Pembina 
Redwater 
Sturgeon Lake 
Sturgeon Lake Triassic 
Sundre 
Westward Ho . 


Manitoba 

Daly area . 

East Cromer (Daly) 

Virden area ... 
north 


Ontario 

Oil Springs Receiving Station .... 
Sarnia by t.w. or tc. 

12th Line Receiving Station 


RAW 


PRPRPPPNYNVPPD 
PY NNNr 


RPUDANROUIA WJ 
SEIIASSIIA a8 


phy 
a 


Turner Valley (Alta.) Crude: Prices: FOB 
producers eakem, with 33-33.9 grav. 
at $2.665 with 2¢ tial per deg of 
grav. to 64 & over at $3.285. 
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Gasoline Consumption by States, January 1957 


(American Petroleum Institute Figures) 


Tax Ratet 
January 
mts 


Alabama... . 

Arizona...... 

Arkansas. ee 

California....... 

Colorado.... 

Connecticut 

Delaware 

District of Columbia. 

Florida. . ae Re rane By Eo eae 
IV obs. 0. os. cub Sb cule which Coen saakeGN’s 
Idaho...... 

Illinois 

MN 3s his eee 


- 
wo 


\ 
as 


Louisiana. ... 
Maine. 
Maryland ‘ 
Massachusetts... 
Michigan. ..... 


New Hampshire 

New Jersey 

New Mexico............. 

New York. 

North Carolina : 
ME TION 5 05 9 Gx wid ors 5 CL ORE TRS be AR ERD CA e 


Oklahoma. 

Oregon . Ce ole sae 

Pennsylvania g 

Rhode Island.......... a 

SONNE SPUN is 5 5b ois eke Jeseses 
SO NMNND . 2on is cx ch cana Bhns bea 


& 


x 


Washington ich ced bat 
West Virginia......... 
Wisconsin 

Wyoming.... 


DUD D2 DD OF OF OF 9 OF A DD DOD) TD OID DATO IOI DH TWIAIAIARAAAIAPUAAAHN-3 
we 
er 


Total 48 States and D. of C 
Daily Average. . ; 

Change from previous year: 

Total change. 

Percentage change in Daily Average 





Month of 





December 1956 
Gallons 


75 ,055 ,000 
35 , 888 ,000 

45,698, 000 
453,516,000 
46,415,000 
57,413,000 


107, 693. 000 
198,272,000 

659 , 000 
46, "687. 000 
124,881,000 


17,171, 
248,613,000 
76,588 ,000 
44,519,000 
a 825 , 000 
8,964,000 
58° 560,000 


10; 327 ;000 


520, 260 000 
145,815,000 


+ These are State tax rates per gallon. In addition there is the Federal Tax of three cents (3¢) per gallon. 








Gasoline Prices for 55 U. S. Cities 


Dealer tank wagon and retail prices for regular-grade (housebrand) 
gasoline, and taxes, in 55 representative U. S. cities on May 1, 1957 
as compiled by National Petroleum News are shown below. May 
report includes for first time prices for El Paso, Texas. Figures 
are in ¢ per gal.; (i) and (d) indicate increase or decrease as 
compared with April 1, 1957. Tax column indicates only motor 
fuel taxes levied as such. State and/or local sales taxes, where 
applicable to motor fuel, are included in service station (tax 
included) prices at points marked with # sign. 


Service 
Station 
(ex tax) 
i-22.20 
17.90 
20.90 
24.40 
d-17.90 
d-17.90 
18.90 
24.50 
24.10 
20.90 
d-18.90 
20.90 
23.20 
22.90 
24.90 
i-21.90 
d-11.90 
23.80 
d-18.40 
21.90 
d-19.90 


Tax Service 
(incl.2¢ Station 
federal) (incl. tax) 
8.81 i-31.09 
10.00 27.90 
28.90 
32.90 
d-25.90 
d-24.90 
27.90 
31.704 
32.00# 
27.90 
d-27.90 
28.90 
32.20 
31.90 
33.90 
i-30.90 
d-21.90 
33.80 
d-28.60# 
31.90 
d-30.90 


Dir. T.W 
(ex tax) 
i-16.76 
d-13.90 
15.90 
18.30 
d-13.90 


Average U.S. . 
Portland, Me. 
Manchester, N.H. 
Burlington, Vt. . 
Boston, Mass. 
Providence, R.I. 
Hartford, Conn. 
Buffalo, N.Y. 

New York, N.Y. . 
Newark, N.J. 
Philadelphia, Pa. 
Wilmington, Del. 
Baltimore, Md. 
Washington, D.C. ...... 
Charleston, W. Va. 
Norfolk, Va. . 
Charlotte, N.C. 
Charleston, S.C. .... 
Atlanta, Ga. 
Jacksonville, Fla. 
Birmingham, Ala. ...... 
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January 1957 
Gallons 


10,371,000 


“4,405, 581,000 
142,116,000 


+335 , 850,000 
+8 .25% 





Jackson, Miss. ........ 
Memphis, Tenn. 


Louisville, Ky. ........ 


Cleveland, Ohio 
Cincinnati, Ohio 
Indianapolis, Ind. 
Chicago, IIl. 
Detroit, Mich. 
Milwaukee, Wisc. 
Twin Cities, Minn. 
Fargo, N.D. 
Huron, S.D. 
Omaha, Neb. 

Des Moines, Ia. 
St. Louis, Mo. 
Wichita, Kans. 
Tulsa, Okla. . 
Little Rock, Ark. 
New Orleans, La. 
Dallas, Tex. 
Houston, Tex. 


El Paso, TOR: 306 ai 


Albuquerque, N.M. 
Denver, Colo. 


Cheyenne, Wyo. ....... 


Great Falls, Mont. 
Boise, Idaho 


Salt Lake City, Utah .. 


Reno, Nev. 


Los Angeles, Calif. 


San Francisco, Calif. . . 


Portland, Ore. 
Seattle, Wash. 


* Includes lc city tax. 


10.00 
10.00 


i-16.90 
17.10 
d-17.70 
17.30 
17.30 
i-17.70 
17.30 
17.30 
17.80 
d-15.30 
d-14.50 
d-16.60 
16.70 
16.30 
i-16.90 
i-15.90 
17.20 
17.10 
16.20 
i-15.60 
16.20 
18.90 
18.90 
17.60 
18.40 
19.50 
19.90 
18.40 
20.00 
18.80 
17.10 
17.60 
18.10 


i-21.90 
22.90 
d-21.90 
21.90 
21.90 
i-22.90 
23.10 
23.40 
23.90 
d-20.40 
d-19.40 
22.10 
21.90 
21.90 
i-22.50 
i-20.90 
22.40 
22.40 
23.80 
20.80 
21.70 
25.50 
25.50 
23.90 
24.90 
26.50 
25.60 
i-24.40 
26.70 
22.10 
i-20.90 
23.60 
22.80 
18.20 22.10 9.50 
20.40 26.60 9.50 


** Includes 0.5c city tax. 


January 1956 
zallons 


67,904,000 


, 069 731,000 


131,282,000 
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THE BATTERY FOR TODAY 








THIS HEAT 

IS MY MEAT! \ 
U.S. PEERLESS 
SEPARATORS 
GIVE ME 


RESERVE / 
POWER! / 
















Here’s why 
Peerless-equipped 
batteries withstand 
overcharging 
in hot weather 





















U. S. Peerless® Rubber Separators never wilt in summer heat. 
They are never damaged by overcharging, battery acid or plate 
pressures. They never get mushy or soft, but keep their toughness 
all through the life of the battery ... will actually outlast the 
plates. In fact, they protect the battery for the winter when you 
need a battery’s full power to turn over the motor. Make sure 
your batteries are equipped with U.S. Peerless Separators. 
United States Rubber, Rockefeller Center, New York 20, N. Y. 
















ASK FOR A SUPPLY 
OF THIS TAG 








Mechanical Goods Division 












A great lift for all-around service 


The selection of a single-plunger Rotary Frame Pick-Up Lift is a 
smart choice for all-around use. It will boost your high-profit lube 
and minor repair volume . . . increasing profits. 

Loading the lift is extremely fast—simply roll over the super- 
structure and the wheel spotting dishes automatically indicate 
when you are in the right position. The rubber pads on the swivel 
adapters pick the car up with a cushion action, safely and rapidly. 

The accessibility of all under parts is clearly shown above . 
Rotary runners are only 6” wide, yet they are strong enough to lift 
8000-Ib. vehicles. 

Wheel assemblies drop down, relaxing under-car members for 
thorough lubrication. 

Economically priced and least expensive of all to install, Rotary 
Frame Pick-Up Lifts are the first choice of discriminating buyers. 


lubrication lift! mechanic's lift! 


DO ALL THESE JOBS 
EASIER, FASTER, BETTER 
ON A ROTARY 
FRAME PICK-UP LIFT 


Lubrication 
Oil change 
Tire rotation 


Transmission and differential 
service 


Muffler and tailpipe replace- 


ment 
Shock absorber repairs 
Brake work and adjustment 
Universal joint work 
Rear axle overhaul 
Front wheel and axle work 
Spring replacement 
Tire inspection and repair 


Steering gear adjustment 





ROTARY FRAME PICK-UP LIFT 


The most versatile pick-up system...strong, safe, faster! 


SWIVEL PICK-UP ARMS ROTATE IN A 


FULL CIRCLE AND SLIDE ALONG RUNNERS 


4 F Easy spot wheel grooves (lagged to fi 
As each arm will rotate in a full 360° circle and . f apn 


slides lengthwise along its runner, the Rotary Frame 
Pick-Up Lift has a tremendous pick-up range: 69” 
wide by 82” long. Within this area the pick-up pads 
can be quickly positioned to safely lift the vehicle. 
Some car dealers find their particular make of 
car can be handled on the sliding base alone (see 
lower left) . . . practical, if desired. 

For safety the generous-size pads on the ends of 
the pick-up arms are made of tough, durable syn- 
thetic rubber which grips the car frame securely 
and prevents damage to under-car parts. These 
expensive parts are furnished free of extra charge 
with Rotary Frame Pick-Up Lifts. 


i Arms slide 
} along runners 





EFFECTIVE PICK-UP AREA 
69” BY 82” 


REMOVABLE ARMS—Sliding base 
may be used without arms if desired 
to provide additional clearance if 
required for special vehicles . . . can 
be fitted with redesigned adapters 
if required by future cars. 


Aas «°° 


Rot ary a 


EXTRA HEIGHT—Additional height 
for light trucks is provided by raising 
pick-up step to vertical position as 
shown above. This position is also 
necessary for old vintage cars . . 
1939 and earlier models. 


Write for catalogs 


ROTARY Le? CoO. 


ADDITIONAL SAFETY — Wrap- 
around construction of pick-up base 
is an extra feature . . . cannot be 
twisted off the runner when arm is 
used in outboard position with a 
heavy frameless car. 


Division of the Dover Corporation 


Memphis, Tenn.—Chatham, Ontario 


The original manufacturer of hydraulic auto lifts 


... and still the leader 





NEW DEALER MEETING DEMONSTRATION—For a vivid demonstration 
of how carburetor icing causes stalling and how it can be prevented with 
DMF, ask our representative to show you the new single-cylinder engine 
assembly. 

The new unit consists of a small ice tower and a 1.6-horsepower engine 
connected by a glass tube manifold. When ordinary gasolines are drawn 


through the tube, ice forms on a little metal valve and causes the engine 
to stall. But the addition of DuPont DMF to the gasoline prevents any 
buildup of ice. 

To convince your dealers and customers of the advantages of your new 
no-stall gasoline with DMF, we will be glad to help you build your own 
demonstration units. 


Experiments reveal facts about carburetor icing 


Expanding de-icer market 


Recent experiments indicate that stalling 
due to carburetor icing occurs even in 
55-degree weather. Moreover, they prove 
that DuPont DMF (dimethyl forma- 
mide) provides the motorist with pro- 
tection against this type of hazard and 
annoyance. 

Stall-prevention is especially important 
in many cars having power brakes and 
power steering—both of which are less 
effective when the car-engine stops. 


Dimethyl! formamide proved 
effective in low concentrations 
Its practical use concentration turned out 
to be under 0.10 volume per cent—in 
other words, less than three milliliters 

per gallon! 


Long stalling season 
Conditions under which your customers’ 
cars can stall also became clearer. The 
“refrigerant” action of gasoline can lower 
the temperature of carburetor parts to 
freezing even on comparatively warm 
days. Generally speaking, temperatures 
from 22 to 55 degrees Fahrenheit can lead 
to carburetor icing when humidity is 65 
per cent or higher. 


Motorists are showing an ever-increasing 
interest in gasoline performance. By an- 
ticipating a greater demand next fall for 
gasolines which contain anti-stalling 
agents, you can increase the number of 
your cold-weather customers. Now is the 
time to plan for the day when tempera- 
tures begin dropping below 55 and car- 
buretor icing begins. 


Economy and reduced storage 
DMF offers two important benefits— 
economy and minimum storage-space re- 
quirement. The low volume concentra- 
tion that’s needed represents a real saving 
in freight and blending costs. And, be- 
cause of the high efficiency of Du Pont 
DMF, and the low concentration re- 
quired, little storage space is necessary. 

A DuPont Petroleum Chemicals Divi- 
sion representative will be glad to give 
you more detailed information on DMF. 
You can contact him at any of our sales 
offices listed at right. 


SALES OFFICES 
Chicage 3—8& So. Michigan Ave. ... RAndolph 6-8630 
Cleveland 15-25 Prospect Ave. ... SUperior 1-1363 
Denver 2—510 Mile High Center Bidg. . AComa 2-2347 
Houston 2 

705 Bank of Commerce Bidg. . CApitol 5-1151 
Los Angeles 17—612 So. Flower St. . MAdison 5-1691 
New York 20— 

1270 Ave. of the Americas COlumbus 5-2342 
Philadelphia 2-3 Penn Center Plaza . LOcust 8-3531 
Pittsburgh 22—1 Gateway Center ATlantic 1-2933 
San Francisco 4—111 Sutter St. .... EXbrook 2-6230 
Seattle 3—4003 Aurora Ave. MElrose 6977 
Tulsa 1—1811 So. Baltimore Ave. .... LUther 5-5578 
in Canada—Du Pont Company of Canada (1956) Lim- 
ited, Petroleum Chemicals, 85 Eglinton Ave. East, 
Toronto 12—Ontario HUdson 1-6461 
in Other Countries—Petroleum Chemicals Division, 
Export Sales, 7496 Nemours Bidg., Wilmington 98, 
Del., Olympia 4-5121, Ext. 2962 





®CG. u. 5, Pat. OFF 
Better Things for Better Living 
. . « through Chemistry 


Petroleum Chemicals 


E. 1. DU PONT DE NEMOURS & CO. (INC.) + Petroleum Chemicals Division - Wilmington 98, Delaware 








Kellerman: surface only scratched 


Up in Michigan 


V. H. KELLERMAN, better known 
as “Vince” or “Kelly,” believes the 
surface has just been scratched in 
providing educational programs and 
facilities for the small independent 
marketer. He also has some definite 
ideas related to improving the tax 
picture for jobbers, and small busi- 
ness in general. 

As new president of Michigan Pe- 
troleum Assn., he is determined to 
do what he can on both counts. A 
visit with Vince, or a look at what 
he has done in the past and is doing 
now, indicates he will make things 
hum. 

Vince stands over six feet tall, has 
eyes that sparkle at a challenge or 
take on an understanding light. He 
seems to have a tenacious quality 
needed to see things through to the 
end. In addition he has 30 years of 
oil industry experience to rely on— 
both as a major supplier man and as 
an independent jobber. 

Vince is president of Star Oil Co., 
Port Huron, which has been distrib- 
uting Shell products since 1920. He 
started his own career with Shell in 
1927 in the purchasing and storage 
department in St. Louis. Four years 
later he moved to Detroit in Shell’s 
sales accounting. 

In 1939 Vince went on the road 
for Shell as head office traveling audi- 
tor, covering 26 states east of the 
Rockies. That lasted three years until 
he returned to Detroit in 1942 as 
chief accountant in the division. 

He left Shell to become secretary- 
treasurer of Star Oil in 1945. When 
C. H. Kaiser, Star Oil’s president, died 
last December, Vince was named to 
succeed him. His activities in MPA 


have become more and more promi- 
nent since 1945. 

“Kelly” has selected several ob- 
jectives on assuming his new post 
as MPA president. 

First among them is educational 
facilities for jobbers. Some progress 
has been made in the past few years, 
but Vince would like to see it ac- 
celerated. 

He Says the average jobber has a 
long way to go to analyze his opera- 
tion’s efficiency. And he observes that 
too many jobbers are “not cost-con- 
scious enough.” He feels jobber edu- 
cation can remedy this situation. 

Among his other objectives for 
MPA this year are: a boost in mem- 
bership; closer co-operation between 
supplier and jobber; harmony at all 
levels of the industry; and a down- 
to-earth public relations program 
through which the industry can give 
the public all the facts. 

“Kelly’s” Star Oil is somewhat 
unique and gives him a chance to see 
things from both jobber and supplier 
standpoints. It has 11 sub-jobbers 
with their own equipment and storage 
facilities 

Star Oil moves about 12-million 
gal. of gasoline and 6-million gal. of 
fuel oil a year through 115 stations, 
of which it owns 53. It also owns 
and operates a 5-million gal. marine 
terminal on the St. Clair river. a 


News in Brief... 





Perce E. Allan, 
ad ministrative 
vice president for 
marketing of 
Tidewater Oil Co. 
has retired after 
42 years with the 
company. 

Allan started in 
the oil business in 
1915 as an ac- 
countant with As- 
sociated Oil Co., 
a predecessor of Tidewater, but trans- 
ferred to sales after World War I. In 
1926 he pioneered in introducing 
gasoline containing ethyl fluid to dis- 
tributors and dealers in the Northwest. 
Allan became San Francisco district 
sales manager, rose to western division 
sales manager and, in 1954, was 
named to head the company’s world- 
wide marketing activities. 

J. Ronald Getty has been named to 
succeed Allan. He was elected a di- 
rector of the company last February, 
and until recently was managing direc- 
tor of Veedol G. m. b. H., Tidewater’s 
marketing subsidiary in West Ger- 
many. 


Allan 
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About Oil People 


Harry H. Jones has resigned as ex- 
ecutive secretary of the National Oil 
Jobbers Council. Jones, who took the 
post last Fall, explained in his letter 
of resignation to the board of directors 
that “Washington is too far from 
Texas.” Although raised in Falls City, 
Neb., Jones has lived in Texas since 
1944 and considers himself a 100% 
Texan by adoption. 

Before joining NOJC Jones was 
with Texoil Equipment, Inc., in Dallas, 
and previous to that had been with 
Skelly Oil Co. for 23 years. 

. 


Morgan J. Davis, executive vice 
president of Humble Oil and Refining 
Co., has been elected president suc- 
ceeding Hines H. Baker, who retired 
recently (NPN—May ’57, p203). C. E. 
Reistle, Jr., was promoted from vice 
president in charge of production to 
executive vice president. Ralph J. 
Schilthuis, director in charge of pro- 
duction, was named vice president. 

. 

L. D. Fraser, general manager of 
marketing for Imperial Oil Ltd., has 
been elected to the board of directors. 
He replaces E. S. Neal who has re- 
signed to become deputy representa- 
tive on Middle East matter for Stand- 
ard Oil Co. (New Jersey) stationed in 
London. 

* 

Frank R. Markley, vice president 
of Sun Oil Co., has assumed execu- 
tive responsibility for the company’s 
transportation functions. The new post 
and gives them major departmental 
consolidates transportation activities 
status. Markley is also in charge of 
coordinating Sun’s relationships with 
subsidiaries engaged in pipe line opera- 
tions. 

He was formerly vice president in 
charge of marketing, and has been 
succeeded by Willard W. Wright 
(NPN—May, p196). 

Thomas S. Horrock is Sun’s new 
general sales manager, succeeding 
Wright. He had been assistant gen- 
eral sales manager since 1955. Horrock 
joined Sun in 1934 and, after a 
period of training at Marcus Hook, 
became a motor products salesman 
in New Jersey and in Pennsylvania. 
In 1939 he was appointed district 
managvr at Harrisburg, Pa., and sub- 
sequently at Marcus Hook, Pa., and 
River Rouge, at Detroit, Mich. He 
was assistant regional manager at New 
York from 1951 to 1955. 

° 

Ferris J. Rennie, Rennie Oil Co., is 
the new vice president of the Michigan 
Petroleum Assn. George A. Begick, 
Lansing Oil Co., Lansing, was elected 

(Continued on page 220) 
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About Oil People 





(Continued from page 219) 


secretary. Russel Schafer, Schafer 
Oil Co., Pinconning, is the new treas- 
urer. Shell Jobber V. H. Kellerman, 
Star Oil Co., Port Huron, succeeds 
F, _B. Fehsenfld as president (see 
page 219). 

Joseph D. Hadley was re-named ex- 
ecutive secretary and general counsel. 


e 

W. W. Lowe, vice president of 
Cities Service Petroleum, Inc., has 
been elected a director of the parent 
Cities Service Co. Lowe is also a 
director of Cities Servigg Refining 
and Cities Service Researth and De- 
velopment, and president of Wolverine 
Pipe Line Corp. 





Roy Simmons has been named 
commerce counsel for National Pe- 
troleum Assn. Simmons was with 


Creole Petroleum Corp. for three 
years. He received his law degree from 
Southern Methodist University. 

a 


Roy W. Spence has been appointed 
special sales representative in Missis- 
sippi, Tennessee and eastern Arkansas 
for Lion Oil Co. Headquartered in 
Memphis, he is responsible for bulk 
sales of gasolines, distillates and other 
light oils, 

e 

Fred Barhoover, district manager of 
Shell Oil Co.’s Tri-Cities district, has 
been elected president of the Missis- 





EVERY STATION 


Abia Ma -lasle)i-melelsiiae] Mol elaslelial=| 


NEEDS THIS PROTECTION 


FEATURES 
Utilizes same poppet principle as 
other famous Tokheim vaives 


Simple design—foolproof mecha- 
nism—dependable action 


Easy to install—available with 1%” 
outlet; 1%” or 2” inlet 


Not affected by ordinary vibration 
—requires 100 Ib. blow (approx.) 


Externally tamper-proof 


Serves as gate valve—may be shut 
off manually 


There is no substitute 
Yor TOKHEIM QUALITY! 


TOKHEIM 
impact 
check 


valve 
Model 1098 


e Stops flow instantly « Prevents fire hazard 


Tokheim Model 1098 Impact Check Valve is an important 
safeguard against loss and fire when a remote dispensing ped- 
estal is struck, A sharp blow actuates the valve, shutting off the 
flow of gasoline. The valve is installed just below the island 
level. If the pedestal is severed from its mounting, the supply 
line breaks—as designed —at the shear section, stopping flow 
instantly. Model 1098 does not rely on intense heat for actu- 
ation as do some similar valves. The supply line is closed before 
fire has a chance to start. Write today for new bulletin showing 
the complete line of Tokheim valves. 


General Products Division 


TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 
1650 Wabash Ave. 


SINCE 1901 Fort Wayne 1, Ind. 





Subsidiaries: Tokheim N.V., Leiden, Holland —GenPro, Inc., Shelbyville, ind. 
Factory Branch: 475 Ninth Street, Son Francisco 3, California 
In Canada: Tokheim-Reeder Ltd., 205 Yonge Street, Toronto, Ont. 





sippi Valley Oil Men’s Club com- 
posed of members from western Illi- 
nois and eastern Iowa. Other officers 
elected include F. L. Barnard, Con- 
tinental Oil Co., vice president, and 
Marshall Smith, American Oil Co., 
secretary-treasurer. 


John J. Hall has been named man- 
ager of Esso Standard Oil Co.’s new 
highway traffic department, estab- 
lished to coordinate long-range studies 
and programs in traffic safety and 
highway development. Hall has been 
director of Esso’s Safety Foundation 
since it was reactivated in 1954. As- 
sisting him will be Harry J. Green 
who has been with the public rela- 
tions department. 

a 

John H. Tudor, secretary and treas- 
urer of Maritime Petroleum Corp., has 
been elected a vice president. 

* 

L. E. Riffe, former vice president 
of Anchor Petroleum Co., is now 
president and general manager of a 
new oil marketing firm, the Riffe Pe- 
troleum Co. in Tulsa, Okla. Two as- 
sociate officers, Dean L. Moffett, vice 
president, and Ray L. Felts, secretary- 
treasurer, were formerly with Anchor, 
too. 

* 

Fred Powell, manager of the manu- 
facturing department of Standard Oil 
Co. of California, Western Operations, 
Inc., has been appointed a vice presi- 
dent and director. 

O. N. Miller, also a vice president 
of the company, has been appointed a 
vice president of the parent Standard 
Oil Co. of California. Fred C. Boucke 
and E. P. Fay, Jr., have been named 
manager and assistant manager of the 
Eastern Hemisphere staff. 

* 

A. T. Howell, formerly deputy man- 
ager, is now general manager of mar- 
keting for Supertest Petroleum Corp., 
Ltd., London, Ontario. Other recent 
appointments include: D. P. May, for- 
merly manager of the Hamilton divi- 
sion, general sales manager G. M. 
Stambaugh, formerly manager of mer- 
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in the air... cam 





Purolator Air Filter 


IMPERIAL 


Purolator Air Filters open a 
great new sales market that 
covers the complete 1957 
Chrysler and Ford line! 


Now you and your dealers can really 
begin to cash in on extra sales and profits 
with Purolator Air Filters . . . extra busi- 
ness you'll both enjoy over and above 
present oil filter volume. 


That’s because, right now, most 1957 
Chrysler and Ford cars—10 makes in all 
—are just about due for a Purolator Air 
Filter replacement. 


Be sure your dealers have an ample 
stock of Purolator Air Filters on hand— 
ready to capture their share of the new- 
est, fastest growing profit opportunity 
in filter sales. a 


PLYMOUTH DE SOTO CHRYSLER 





Changing Dry Air Filters 
is clean and easy! 


No messy rags—no need for a gasoline bath. 
Simply lift out the old filter, insert the new one 





... and the job is done. 





Business 
is on the road—INOW / 


eee 





5 re fangs ey Fe wR 
: 4 ' am « 
wis Lace eg 
CONTINENTAL THUNDERBIRD LINCOLN MERCURY 





These 1957 cars are ripe prospects for a 
new Purolator Air Filter 


PUROLATOR RECOMMENDED 
PLYMOUTH AIR FILTER MINIMUM DEALER INVENTORY 
V-8 Models (with 2-barrel carburetor) 
V-8 Models (with 4-barrel carburetor) 
6-Cylinder Models 


DODGE 
(incl. above) 


6-Cylinder Models (incl. above) 


CHRYSLER and IMPERIAL 
All Models 


DE SOTO 


FORD and THUNDERBIRD 


6-Cylinder Models 
MERCURY 

Turnpike Cruiser 

All Other Models 
LINCOLN and CONTINENTAL 

All Models 


PURQOLATO rR») 


OIL AND AIR FILTERS 










Purolator gives you and your 


dealers everything needed to make 
AIR FILTERS pay off today! 












. From shop data to 
promotional aids— 
Purolator has it all 












And it’s made-to-order for 
building the “come again”’ 

sales volume that’s like money 
in the bank. 









Be sure your dealers get 
and use the whole Purolator 
Air Filter sales package. 


PUROLATOR PRODUCTS INC. 
Rahway, New Jersey 
Toronto, Ontario, Canada 


What a team to clean up with! 


PURQLATOR — 


“Purolator” Reg. U8. Pat. Off OIL AND AIR FILTERS 









chandising and TBA, manager of the 
Hamilton division; S. H. Marshall, 
former manager of petroleum sales, 
divisional sales manager at Toronto; 
B. H. Lowry, formerly executive as- 
sistant, manager of terminaling and 
transport; F, L. Norwood, formerly 
executive assistant, manager of the 
economics department; R. K. David- 
son, formerly assistant sales manager, 
manager of petroleum sales; and K. E. 
Coles, formerly assistant manager, 
manager of merchandising and TBA. 


= 

Although Oil-Heat Institute of New 
England renamed present officers for 
another year, plenty of new blood 
was added to the board. 

New to the board are William J. 
Mahoney of American Coal Co., Hart- 
ford, Conn.; Burton Stevens of F. & 
S. Oil Co., Waterbury, Conn.; Reginald 
K. Swett of Swett Bros. Inc., Spring- 
field, Mass.; Wat H. Tyler of The Wat 
Tyler Co., Waltham, Mass.; Witcomb 
Wells of Sibley Oil Co., Keene, N. 
H.; and Richard G. Whiting of W. 
B. Whiting Coal Co., Holyoke, Mass. 

Officers are Augustus L. Dwelley 
of Automatic Heating Corp., Boston, 
Mass., president; Marcel Fugure of 
Manchester Coal & Ice Co., Man- 
chester, N. H., and Charles B. Stone 
of C. B. Stone, Inc., Middletown, 
Conn., vice presidents. Fred N. Beck- 
with continues as secretary-treasurer. 

& 


W. D. Roth, executive vice presi- 
dent of Dahl Oil Co., Norwich, has 
moved up from treasurer to head up 
Connecticut Petroleum Assn. for the 
next year. Roth succeeds Burton Ste- 
vens of F. & S. Oil Co., Waterbury. 

Other officers include Irvin A. Shi- 
ner of Connecticut Refining Co., West 
Haven, vice president; Arnold Grant 
of Hardware City Fuel Co., New 
Britain, treasurer; and William E. 
Wesson, Jr., of William E. Wesson, 
Inc., Waterbury, secretary. 

Added to the board were Robert 
Goldstein of Derby Coal & Oil Co., 
Derby; Benjamin Goldfarb of Mer- 
cury Oil Co., Inc., Hartford; and 
Irving Patterson of City Coal & Oil, 
Torrington. 

a 


Reassignments of domestic market- 
ing department personnel at both the 
general office and sales division level 
have been announced by Gulf Oil 
Corp. 

Division managers, retail and jobber 
sales, being transferred are L. S. Auer- 
bach, from Chicago to New York; 
C. G. Collingwood, from New York 
to New Orleans; M. C. Enright, from 
Philadelphia to Houston, J. B. Kelley, 


from New Orleans to Philadelphia; 
H. G. Russell, from Atlanta to Toledo; 
B. B. Pettitt, from Houston to Chi- 
cago; and G. F. McMillan, from Chi- 
cago to New Orleans. 

Other changes are: W. C. Havelin, 
marketing manager, resale outlets, gen- 
eral office, to division manager, retail 
and jobber sales, Atlanta; A. A. Stam- 
baugh, Jr., administrative assistant to 
the vice president, to division manager, 


retail and jobber sales, Boston; W. D. 
Gillespie, division manager, direct 
sales, from Boston to New York; H. A. 
Goddard, Jr., marketing manager, in- 
dustrial and transportation, to division 
manager, direct sales, Boston; and 
B. F. Wehrenberg, division manager, 
direct sales, from New Orleans to 
Chicago. 

E. L. Hemming, former division 
manager, retail and jobber sales, 





Specialization... 100% 





There’s = Wilson pump, hand or electric, for 
every size consumer-commerical account. Manu- 
facturing GASBOYS, KEROBOYS, OILBOYS, 
AND ROTABOYS for the Oilman is our full- 


time business ... This 


specialization is the 


reason for the overwhelming popularity of 


Wilson pumps and outfits. 


Backed by over a quarter of a century of 
engineering and manufacturing experience ... 
every pump and ovffit is designed, 


engineered, machined, 


assembled, 


tested and shipped from within our 
modern plant...all adding up to 
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greater value and performance for 
GASBOY, KEROBOY, OILBOY, and 
ROTABOY users. 


Write today for new complete catalog. 
WM. M. WILSON’S SONS, INC. 








BRIGHTESE 


WEWS IN SERVICE STATION LIGHTING 


Patent No. 167558 


NEW 


WIDE ANGLE COVERAGE 


NEBW 


YEARS-AHEAD DESIGN — 
SINGLE OR DOUBLE-WING 


NEW 


RAPID-START LAMPS (400- 
600 WATTS PER UNIT) 


NEW 


NO-GLARE BRIGHTNESS 


NEW 


HINGED-POLE STYLING 








24 N. Wabash Ave. Chicago 2, Ili. 
927 Gaiennies New Orleans 13, La. 


. cuts lighting costs 30% 


APL SERIES 


by Electric Lighting Sales, Inc. 


The new APL means fewer units... . 
vastly increased visability. Its unique 
angled feature sets your station distinc- 
tively apart. 

Pre-adjusted angle for maximum light- 
ing efficiency means lower maintenance 
and operating costs. 


All aluminum, sealed-in light. Remov- 
able, snap-on plexiglas covers. 


Furnished complete, ready for installa- 
tion. Write for details — today! 


Electric Lighting Sales, Tuc. 


P. ©. Box 1907 Stockton, California 














In convenient 
8 Oz. and 1 Qt. Cans 


Another 


“BIG MARKET” 


PRODUCT by CANFIELD 
__hts_gh=7_ isi _ 


Millions of Outboards, Power Mowers, 
Motor Scooters & Chain Saws 


need this sensational new oil! 


IN EXHAUSTIVE TESTS in competition with three 


nationally known “outboard” oils . . 


. the new, 


modern Canfield 7c’s 2-Cycle Engine Oil topped 
all three in assuring (1) reduced spark plug “foul- 
ing”, (2) instant starts, (3) reduced engine corro- 
sion, (4) reduced carbon and gum formation, (5) 
greater miscibility with gasoline. There's a big 
market in your area! 


Write for further details and prices. 


CANFIELD OIL COMPANY, ctevetano 27, ono 


Bulk and Packaging Plants: — 
CLEVELAND, OHIO, CORAOPOLIS, PA., JERSEY CITY, N. J., MEMPHIS, TENN. 


ASK ABOUT CANFIELD’S COMPLETE LINE OF PETROLEUM PRODUCTS 














About Oil People 





Toledo, moves to Pittsburgh to co- 
ordinate activities of the resale out- 
lets unit. G. L. Benjamin, division 
manager, direct sales, New York, 
transfers to Pittsburgh to coordinate 
direct sales department activities; and 
D. P. Clark, formerly general manager 
of direct sales, has been transferred 
to the staff of the vice president of 
domestic marketing. 


Deaths... 


G. Stewart Brown, 50, manager of 
the public relations department of 
Standard Oil Co. of California, died 
April 11 at his Presidio Heights, Calif., 
home. He had been in ill health for 
several months. 

Brown, born in Buckeye, Ariz., 
joined the Europe staff of United Press 
in 1929 and at one time was UP man- 
ager for Italy. He returned from 
Europe in 1939 to become director of 
public relations and vice chairman of 
the American Red Cross. In 1945 he 
became director of public relations of 
the Allied Commission in Italy and 
later headed the United States Infor- 
mation Service there. He next went to 
Washington as deputy director of the 
Office of Information and Educational 
Exchange, and in 1948, joined Stand- 
ard of California. 

Brown directed the public relations 
activities of the company throughout 
the West and provided counsel on the 
operations of subsidiary companies 
elsewhere in the U. S. and in various 
other countries of the Western Hemi- 
sphere. 

He is survived by his widow, a 
daughter, 23, and a son, 21. 

e 


Charles A. Chipman, president of 
the Pennsylvania Grade Crude Oil 
Assn. since 1953, died March 7 of a 
heart attack. At the time, he was vaca- 
tioning in Florida. Chipman lived in 
Bolivar, N. Y. 

e 

N. John Laurence, 45, died April 2 
after a brief illness. He was supervisor 
of the Socony Mobil Oil Co. bulk 
plant in Milford, N. H. 


. 

E. V. “Bing” Black, district mar- 
keting manager for Tidewater Oil Co. 
in Sacramento, Calif., since 1941, died 
March 28. He joined Tidewater in 
1927, holding marketing positions in 
Bakersfield, Fresno, Portland and Los 
Angeles before taking over the Sacra- 
mento district. 

Only a few days before his death, 
Black had been appointed to the new 
position of special representative for 
Tidewater. 
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Coming Meetings 


JUNE 


Society of Automotive Engineers, sum- 
mer meeting, Chalfonte-Haddon Hall, 
Atlantic City, June 2-7. 

Oil-Heat Institute of America, 35th an- 
nual convention, Sheraton Plaza Hotel, 
Boston, June 3-6. 

Packaging Institute Petroleum Packag- 
ing Committee, Hotel Radisson, Min- 
neapolis, June 4-5. 

>Oil Industry TBA Group, Canadian Sec- 
tion, annual meeting, Royal York Ho- 
tel, Toronto, June 5. 

Pennsylvania Grade Crude Oil Assn., 
34th annual meeting, Penn-Sheraton 
Hotel, Pittsburgh, June 6. 

Arkansas LP-Gas Assn., annual meeting, 
Hotel Arlington, Hot Springs June 9-11. 
Interstate Oil Compact Commission, 
mid-year meeting, Canyon Hotel, Yel- 
lowstone Park June 10-12. 

National Oil Jobbers Council, mid-year 
meeting, Shoreham Hotel, Washington, 
D. C., June 12-15. 

American Society for Testing Materials, 
annual meeting, Chalfonte-Haddon Hall, 
Atlantic City, June i6-21, 

Western Petroleum Refiners Assn., Okla- 
homa-Kansas-Missouri area meeting, 
Broadview Hotel, Wichita, June 20-21. 
Northwest Petroleum Assn., Breezy Point 
Lodge, Pequot Lakes, June 30-July 2. 


AUGUST 


Society of Automotive Engineers, na- 
tional West Coast meeting, Olympic 
Hotel, Seattle, Aug. 12-15. 


National Congress of Petroleum Re- 
tailers, annual meeting, Sheraton-Gib- 
son Hotel, Cincinnati, Aug. 18-23. 


SEPTEMBER 


API Oil Information Committee meeting, 
Broadmoor Hotel, Colorado Springs, 
Sept. 5-6. 


Society of Automotive Engineers, na- 
tional tractor meeting & production 
forum, Hotel Schroeder, Milwaukee, Sept. 
9-12. 


Packaging Institute, Petroleum Packaging 
Committee, Hotel Guildwood Inn, Point 
Edward, Ontario, Sept. 10-11. 


National Petroleum Assn., 55th an- 
nual meeting, Hotel Traymore, Atlantic 
City, Sept. 11-13. 

Michigan Petroleum Assn., Hotel Grand, 
Mackinac Island, Sept. 13-14. 


Ohio Petroleum Marketers Assn., fall 
conference, Commodore Perry Hotel, 
Toledo, Sept. 18-19. 


Independent Oil Compounders Assn., 
annual meeting, Hotel Carter, Cleve- 
land, Sept. 22-24. 


Pennsylvania Petroleum Assn., annual 
meeting, Pocono Manor Inn, Pocono 
Manor, Sept. 22-24. 

>American Society of Mechanical En- 
gineers, annual Petroleum Mechanical 
Conference, Tulsa, (hotel not available 
at publication), Sept. 23-25. 

>Florida Petroleum Marketers Assn., 
fall meeting, Hotel Fontainbleau, Miami 
Beach, Sept. 26-27. 

Western Petroleum Refiners Assn., Rocky 
Mountain area meeting, Henning Hotel, 
Casper, Sept. 26-27. 

Missouri Petroleum Assn., Fall Frolic, 
Columbia Country Club, Columbia, (date 
not available at publication). 

Gasoline Pump Manufacturers Assn., 
annual fall conference, Del Monte Lodge. 
Pebble Beach, Calif. Sept. 29-Oct. 4. 


OCTOBER 


American Society of Lubrication Ena- 
gineers, annual meeting, Royal York 
Hotel, Toronto, Ontario, Oct. 7-9. 


American Petroleum Credit Assn., 33rd 
annual conference, Mark Hopkins Ho- 
tel, San Francisco, Oct. 13-16. 


Empire State Petroleum Assn., Lake 
Placid Club, Lake Placid, Oct. 13-16. 


More October meetings next month 


> New listing 


saegnemeeH HE Ee SSeS SS ee eS ee ee 


! HERE’S MY NEW, ALL-WELDED{; TA SS 


i ...- THE FINEST TANK BUILT FOR THE OILMAN 
| BY PEOPLE WHO KNOW OUR PROBLEMS AND NEEDS! 


Cm ee aw ee ae ee ee ee ee ee ee ee ee ee ee ee 


Dependable Service 
Higher Quality 
Precise Fabrication 
Reasonable Cost 


SERVING THE OIL 
INDUSTRY SINCE 1923 


BIRMINGHAM 7@#& COMPANY 


DIVISION OF P.O. BOX 1490 - Telephone 4-330) 
INGALLS IRON WORKS COMPANY BIRMINGHAM, ALABAMA 


SALES OFFICES Pittsburgh Houston New Orleons 


FOR PROMPT, PERSONAL SERVICE CALL OR WRITE 


THE 


New York Chica 
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SEARCHLIGHT SECTION 


UNDISPLAYED RATE 


$1.80 a line. Minimum 3 lines, To figure ad- 


CLASSIFIED 


INFORMATION: 


BOX or count one additional line in The advertising rate is $17.50 per inch for 


i 


DISPLAYED RATE 


“ail 


vance payment count 5 average words as a wndisplayed Equipment and Business Opportunity advertis- 


line. (see ¢ on Box Numbers.) 


POSITION WANTED. Undisplayed rate is one incl 
payable in advance. 


half of above rate, 
PROPOSALS, $1.80 a line an insertion, 


DISCOUNT of 10% if full payment is an 
- F ker a ee Fagg me insertions © 


i) WC) ERTISING INCH. is measured inch 
vertically on one column, 3 columns—30 inches 
—to a page. 


Send NEW ADVERTISEMENTS to Classified Advertising Division, NATIONAL PETROLEUM NEWS 
P.O. Box 12, N. Y. 36, N. Y. SECTION CLOSES June 7th for May 9tb issue. 


ing appearing on other than a contract basis. 
Contract rates quoted on request. 


Employment opportunities—$23.40 per inch, 
subject to Agency Commission. 





TANK 
CLEANING 
PROBLEM? 


Expert cleaning and repairing of 
gasoline, oil and other storage 
tanks, anywhere in the world. 


* Modern Safety Equipment 


* Specially Formulated Chemi- 
cal Cleaning Compounds 


* Fully Insured 
* Over twenty years’ experience 


* On preferred list of Du Pont 
and Ethyl Corporations 


SURVEY—ENGINEERING— 
RECOMMENDATION OF PROCEDURE 


UNITED TANK 
CLEANING CO., INC. 


Box 84N, Boston 31, Mass. 
Phone: Fairview 5-5554 








STEEL STORAGE TANKS 


Railroad Tank Car Tanks 


6,500 to 12, Gal. Cap. 
Coiled and Non-Coiled 
Cleaned — Painted — Tested 
Heavier — Safer — Cheaper 

Al , Complete Ton ik Ci 
so — e Tank Cars 
8 ons by wl. eee tal ~ 


MARSHALL “RAILWAY 
EQUIPMENT CORPORATION 


328-332 Connell Building 
ee 3 1 aerene 











Oil Jobber Business for Sale 


Distribution of home heating ofl, commercial and 
eo gy BE ae a> liquid comets. ae, MO 
tree 700,000.00 to "$1,000.00 "annually. “Loeation: 


BO 4403 National Petroleum News 
330 W. 42nd St., New York 36, N.Y. 











SPECIAL SALE 
M & S 9 piston quart oil Filter. 
Complete, excellent condition. 
Canco 400 Seamer for quart oil 
cans, with 5 HP expl. prf. motor. 
Canco 08 Seamer for gallon oil 
cans, with 3 HP expl. prf. motor 





SERVICE STATIONS WANTED 
Independent oil company will buy or lease; 
prefer locations suitable fcr multi-pump opera- 
tion. Send full information to 

BO 4711 National Petroleum News 

520 N. Michigan Ave., Chicago 11, Ii. 

















GOOD USED EQUIPMENT 


Y AND 
MENT COMP. 


514 Bryont Street © Son Francisco 7; Colif. 





REPLIES (Box No.): Address to ap nearest you 
c/o This © gow x Classified lv. Div. 
NEW YOR O. Box 12 Go 
CHICACO: 506 N. Michigan Ave (11) 
SAN FRANCISCO: 68 Post St. (4) 


LEMP LOYMENT ||) 


= POSITION VACANT —————-——— 
By Florida Marketer, General Ma 
of Independent Service Stations. epson 
portunity for Executive with wide expatenes te 
Petroleum Marketing. Good Salary. Expense ac- 
count. Write fully, outlining experience, refer- 
ences and vital statictics. P-4948, National Pe- 
troleum News. 


(/ /EQUIPMENT.-ased-surplug, 


==FOR SALE 
Tank Trailers —- Used — For Sale or Lowe <= _ 
New York area, 40 single axle and tandem axle 
gasoline, fuel oil, asphalt and LPG trailers with 
capacities from 4000 gallon up. Priced from 
$600.00. Write, wire or phone Butler Manuf. 











Meters—Smith T-10, 2” 100 GPM with air elim- 
inator and strainer, but minus the Veeder Root 
counter head and discharge valve. These are 
Unused Army Surplus and ready to install. This 
unit lists at $330.00 Priced at $100.00 ea. FO 
Canonsburg, Penna. Universal Oil & Gas Com- 
pany, Canonsburg, Penna. 





P 2"—80 GPM Yale & Towne 
Positive Displacement BV 80 Model. For trucks, 
bulk plants, will handle gaso. fuels, paints, oils, 


$255.00 Priced at $ cs. 
are Unused Army Surplus. New Condition. Uni- 
versal Oil & Gas Co., Canonsburg, Penn. 





For Sales: One 1948 Heil 4800 gallon, 4 com- 
partments, , aA Axle Trailer, Fully skirted. 
$1675.00. C. H. Miller, 325 N. 4th Street, Zanes- 
ville, Ohio. 





1946 International truck. 11/2 ton chassis. aoe 
gallon 4 “py tank with pump and 
brodie meter. 100 foot hose and nozzle. Sund Oil 
Company, Crystal Lake, Illinois. Telephone—206. 





Tank Trailers—6100 gal. tandems. Twin 3” 
meters Brockway Tractors with 8” pumps. Motor 
oil truck with special body. 600 gal. tank with 
meter and hose built in. Stoke truck 1% ton with 
lift gate. 600 gal. tank truck. Maintenance 
truck 1 ton, with special body. All equipment 
in excellent condition and being sold _ very 





turing Company, Suite 602, 103 Park Avenue, 
244 oun 17, New York. Telephone MUrray 
i 9473. 





Tank Trailers — Used — For Sale or Lease — 
Chicago area, 25 tandem axle apodiiens. fuel-oil 
anl LPG trailers with capacities from 5200 gal- 
lon to 7900 gallon. Priced from $2000.00. Write, 
wire or phone Butler Manufacturing Company, 
Suite 1110, 624 8S. Michigan Avenue, Chicago 5, 
Illinois. Telephone WEbster 9-5035. 





Tank Trailers — Used — For Sale or Lease — 
Minneapolis area, 80 tandem axle gasoline and 
fuel-oil trailers with capacities from 5400 gallon 
to 7900 gallon. Priced from $1600.00. Write, wire 
or phone Butler Manufacturing Company, 900 
Sixth Avenue, S.E., Minneapolis 14, Mi tt 


as we have sold our business. er 
Marine Inc., 180 Rodger Ave., Inwood, L.L., 
Cederhurst 9-8748. 





1—500 six tment Freuhauf rear 
jr 20 A gum ee condition. Priced right. Bruce 
E. Hackett Company, 1400 Kansas Avenue, 
Kansas City 5, Kansas. Telephone: MAfair 1-2363. 








Telephone FEderal 3-8111. 





Tank Trailers — Used — For Sale or Lease — 
Birmingham area, 18 single axle and tandem 
axle gasoline and fuel-oil trailers with ed 
from 4000 gallon to 7400 gallon. Pri from 
$700.00. Write, wire or phone Butler Manufac- 
Birmingham 8, . Telephone 6-5181. 





Reyeo tandem 
tion. Other used trailers for Gasoline, 
and Sanitary products. Kraft Trailer 

1645 Washington Blvd., K. C., Kansas. DR 1-4772, 





Bulk Oil Plants Propane Gas Plants—Selected 

properties throughout the midwest. We 8 ize 
in selling im properties. Ole B . Petro- 
leum Marketers, 605 Produce Bank Blidg., *Minne- 
apolis 3, Minnesota. 





Sale—Major Brand Bulk Cil Jobbing Busi- 
nesses in Wisconsin and Ilinois, Each is show- 

ing a fon 0 aabetaetiol net profit and all have excellent 
potential Write for information, M. Putnam. 
Petroleum Realty, 3230 University, Madison, Wis 
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American Flange & Mfg. Co. 
Armstrong Rubber Co. 

Aro Equipment Corp. 
Ashland Oil & Refining Co. 
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Blackmer Pump Co. . ae 
Bowser, Inc. .... Berar) ee 
Brodie Co., Ralph 'N. .. 2nd Cover 
Brunner Mfg. Co. 182 
Buckeye Iron & Brass Works 42 


Cambridge Co. 210 
Canfield Oil Co. 226 
Cappel, MacDonald & Co. 27 
Chevrolet Motor Div. GMC 68 
Cities Service Oil Co. 108 
Coca-Cola Co. 31 
Columbian Steel Tank Co. 32, 181 
Compco Corp. 194 
Continental Can Co. 171 
Cooper Tire & Rubber Co. 35 
Crescent Co., Inc. 83 
Crouse-Hinds Co. 118 
Crown Cork & Seal Co., Inc. 50 


Davidson Enamel Products, Inc. 131 
Dayton Rubber Co. 168 
Degree Day Systems 208 
Dill Mfg. Co. 146 
Dodge Div. Chrysler Corp. 41 
Dow Chemical Co. 197 
Dresser Mfg. 176 
Dunlop Tire & Rubber Corp. 66 
DuPont de Nemours & Co., Inc., 

E. I. (Zerone Zerex Div.) . 21 
DuPont de Nemours & Co., Inc., 

E. I. (Petroleum Chemical 

Div.) 127-128, 218 
D-X Sunray Oil Co. 26 


Electric Auto-Lite Co. ... 60-61 
Electric Lighting Sales, Inc. . 226 
ee Gy Se ei cs. RD 
Equipment Sales Co. ... ..... 185 
Erie Meter Systems, Inc. 4th Cover 





Advertising Sales Staff 
Wm. J. Parkin . Advertising Sales Manager 
District Managers 


.M. H. Miller 
CLEVELAD & Detrorr ‘Walter G. Berger 
CHICAGO George C. Hodgson 
Dattas & Houston 


New York & Boston ..... 
PHILADELPHIA ..........Charles J. Jefferis 
San FRANCISCO .. William C. Woolston 


Esso Standard Oil Co. of N. J. 157 
Ethyl Corp. . | 
Ever-tite Coupling Co. 9, 174, 209 
Ford Motor Co. 86-87 
Fram Corp. 52-53 


Gates Rubber Co. ... 54 
General Electric Co. mae, 
General Tire & Rubber Co. 22-23, 73 
Gilbert & Barker Mfg. Co. 

115, 142-143 
Globe Hoist Co. 150-151 
Globe Union, Inc. 144 
Goodall Rubber Co. 175 
Goodrich Co., B. F. 8 
Goodyear Tire & Rubber Co., 

Inc. 15 
Gorman-Rupp Co. 134 
Guardian Light Co. 24, 84 
Gulf Oil Co. 138 


Habhegger Co., E. O. 185 
Hannay & Son, Inc., Clifford B. 11 
Hartol Petroleum Corp. 205 
Heil Co. 55 
Hewitt-Robins 188 


Ingersoll-Rand Co. 156 


a 


Jones & Laughlin Steel Co. 63 
Joy Co., Edward 185 
Justrite Mfg. Co. 206 


Kerr-McGee Oil Industries, Inc. 206 


Leland Electric Co. 34 


Mack Trucks, Inc. 59 
Marlow Pumps . 48 
Midland Specialties Co. 207 
Milwaukee Valve Co. . 75 
Modern Metal Products Co. 166 
Morrison Bros. 196 


National Carbon Co. 133 
National Cash Register Co. 12 
National Metal Products Co. ... 209 
National Petroleum News . .199, 212 
Neptune Meter Co. .... 6-7 
Newberry Equipment Co., Inc. 10 
New England Petroleum Corp. . 205 


OPW Corp. . ee PES 
Oronite Chemical Co. . 37-40 
Overhead Door Corp. 28-29 


Paragon Oil Co. ce eee 

Patent Chemicals, Inc. ........ 205 

Pennsylvania Grade Crude Oil 
Association .. es <9 


June, 1957 * NATIONAL PETROLEUM NEWS 


Phillips Co., Oscar 136 
Purolator Products, Inc. . 149, 221-224 


Quaker City Iron Works 47 


Red Jacket Mfg. Co. 

Reda Pump Co. 

Reo Motors, Inc. 

Republic Oil Refining Co. 

Rheem Mfg. Co. 

Richfield Oil Corp. of New York 
Rockwell Mfg. Co. 80-81 
Rockwell Nordstrom Valves 189 
Roper Corp., George D. 193 
Rotary Lift Co. 216-217 


Rutledge Equipment Co. 185 


Schrader’s Son, A. 70-71 
Shell Oil Co. 64-65 
Sinclair Refining Co. 96 
Smith Corp., A. O. 79 
Socony Mobil Oil Co., Inc. 4 
Standard Oil Co. of Calif. 33 
Stewart Warner Corp. 72 


Ten Hoeve Brothers 185 
Texas Co. 69 
Thermoid Co. 192 
Timken Detroit Axle 44-45 
Tokheim Corp. 220, 230, 3rd Cover 
Tri-State Equipment Co. 

Truitt, H. H. 


U. S. Rubber Co. 

U. S. Steel Corp. 
Universal Oil Products Co. 
Universal Valve Co. 


Veeder-Root Co. 
Viking Pump Co. 186 


Warner Lewis Co. 190 
Wayne Pump Co. 17-20, 191 
Wheaton Brass Works era 2 
Whiteway Mfg. Co. .. 152 
Willard Storage Battery Co. 154-155 
Wilson’s Sons, Inc., Wm. M. 185, 225 
Wood Co., John 93-94, 184 


CLASSIFIED ADVERTISING 
F. J. Eberle, Business Mgr. 
Employment Opportunities 
Special Services 
Property: 
For Sale 


Equipment (Used or Surplus 
New) For Sale 



































Ue 
Bay 


OUT-AHEAD SURFACE 
PUMPS—DISPENSERS 
Nowhere except at Tokheim 
can you find such superb island 
pumps and dispensers for sub- 
merged pumps. Styled for to- 
day’s and tomorrow's sta- 
tions, they are the smoothest, 
quietest, most efficient units 
ever offered by this 56-year 
old petroleum equipment 


manufacturer. See them soon. 


CHOICE OF 3 
SUBMERGED PUMPS 


This year Tokheim offers three 
powerful submerged pumps, 
from 4% to % horsepower, 
with capacities ranging from 
30 to 60 gallons per minute. 
Now operators can choose the 
pump that fits the job most effi- 
ciently—most economically. 
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OKHEIM 


GASOLINE PUMPS 


SERIES 350 = 

TWIN. For One Or Two 
Pump Or Dispenser. 
Requires only 33° x 17” 


space. 




























NEW BOOSTER SYSTEM 


To provide the advantages of submerged- 


Tokheim maintains 


the world’s largest and 
in-tank pumping without replacing exist- finest sales-service 
ing suction pumps, Tokheim now offers a organization for pumps — 
3 factories, 21 district 


offices, more than 


booster system which is a practical means 
of correcting suction pump problems 
quickly. Vapor-lock is stopped. Cost is 
nominal. Write for convincing details. 400 sales-service 


centers. 






WRITE FOR BULLETINS! 






TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 
FORT WAYNE SINCE 1901 INDIANA 














Subsidiaries: Tokheim N. V., Leiden, Holland — GenPro, Inc., Shelbyville, Indiana 
Factory Branch: 475 Ninth Street, San Francisco 3, California 
In Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge St., Toronto, Ontario 






NEw SUBMERSIBLES 


FROM &.2¢c. THE PIONEER OF REMOTE 
PUMPING AT SERVICE STATIONS... 


Seep nen sine 


A) Note compact design of Erie © Pump, motor and column readily removed 
“REMOVO” Submersible. Discharge by loosening only two cap screws and turning 
head has built-in air eliminator and down two eye bolts to break seals. One 
combination spring-loaded check quarter turn frees assembly for easy removal. 
and pressure relief valve. Eye bolts serve as lifting lugs. 


Eeie”REMOVO’ Pumps 


With these 43 and 2 hp. ‘‘Removos’’, Erie offers economy 

in first cost and operating cost. Now it is practical for any 

size service station to be Erie Removo Pump equipped. 

Any station can deliver gasoline by “‘push pumping” 

regardless of volatility of product, temperature or altitude. 

Write for Bulletin Form 1632. @ Removing the complete column assembly 
of a “REMOVO"” does not disturb the check 
valve which holds the product in header. 


Entire assembly extractable through 4-inch 
opening. No special tools needed. 


METER SYSTEMS, Inc., Erie, Pennsylvania 


Sales Offices. chicago Denver Kansas City, Me. New York Philadelphia 
Atlanta Cleveland = Detroit’ §~— Los Angeles Oakland, California Portland, Oregon. 
Boston Dallas Erie New Orleans Omaha Seattle 





